Ad Directors Don’t 


NARTB to Test Know Cost-Per-1,000 
Measuring Plan Tables, Says Dreyfuss 


" Boston, May 14—Too few ad- 
for TV Audience 


| vertising directors know how much 
New York, May 11—The first 


it costs to expose a message to a 
thousand people. They know page 
costs for magazines and newspa- 
major step in the National Assn. of| pers and time costs for raaio and 
Radio & Television Broadcasters’| television, but comparatively few 
plan for a standardized measure- 
ment service was taken yesterday 
at a meeting here. 


advertising managers can tell you 
what it costs per 1,000 circulation 

The association has been mulling 
over plans for a continuing study 


in various media. 
This charge was made today ina 

paper prepared for delivery before 
of tv set ownership and circula-|the Public Utilities Advertising 
tion for more than a year. At its| Assn. by Leonard Dreyfuss, presi- 
meeting yesterday the research|dent of United Advertising Corp. 
subcommittee of NARTB’s organi-|and chairman of United Advertis- 
zation and implementation com-|ing Agency, New York and New- 
mittee recommended a four-month | ark, N. J. 
pretesting of field methods to start} “We have found,” Mr. Dreyfuss 
within the next three weeks. The|said, “that a full page in the New 
proposal has been accepted and| York Times costs $6.37 per 1,000 
approved by the full committee! people; Life will expose your mes- 
and by the NARTB television|sage to 1,000 people for $4.52; ra- 
board. 

As soon as the pretesting period 

is completed and resulting method- 


dio will do it with a half-hour 
ology established by the research 


show for $4.61, and you can do it 
with a half-hour show on tv for 
subcommittee, a pilot study will 
be launched. 


$6.22. Outdoor advertising will 
reach 1,000 people for 114¢. 


a “Wise advertisers know that 
when you want to explain some- 
thing you advertise in newspapers 
and magazines, no matter what the 
cost,” Mr. Dreyfuss said. “But 
when you want to exclaim a mes- 
sage you must use outdoor, radio 
or tv. Wise advertisers also know 
that the ideal campaign is a blend- 
ing of media. 

“There are those who quarrel 

with me as to whether radio and 
tv are exclamatory only,” Mr. 
Dreyfuss said. “But I insist they 
are. Commercial messages on radio 
and tv must be brief to be effec- 
tive. Outdoor advertisers learned 
this years ago.” 
“Mr. Dreyfuss pointed out that 
the outdoor medium is no small 
customer of public utilities. Out- 
door advertising, he said, spends 
$9,000,000 a year for illumination 
alone. 

“The outdoor advertising indus- 
try,” he said, “uses more electri- 
city for illumination of its struc- 
tures than all the kilowatts used to 


(Continued on Page 8) 


= Although many meetings on the 
plans have been held, involving 
increasing numbers of NARTB 
members, the details of the tv cir- 
culation study method are still a 
deep, dark secret, presumably for 
legal reasons. It is based, however, 
upon the recommendations of Dr. 
Franklin Cawl, marketing and ad- 
vertising consultant, whose serv- 
ices were engaged by NARTB 
early in 1953. 

The over-all committee working 
on the project consists of Hugh 
M. Beville Jr., director of research 
and planning, NBC, who is chair- 
man of the research subcommittee; 
Donald Coyle, director of tv re- 
search, ABC; Oscar Katz, director 
of tv research, CBS; Edward 
Eadeh, director of research for 
DuMont; Ward Quaal, Crosley 
Broadcasting Corp.; Paul Rail- 
bourn, KTLA, Los Angeles, chair- 
man of the organization and fi- 
nance subcommittee: Harold V. 
Hough, WBAP-TV, Fort Worth; 

(Continued on Page 4) 


Advice on How to Meet Competition 


NNPA Speakers Offer 
Wide Range of Ideas 
for Better Promotion 


e A newspaper advertising mana- 
ger who offered advice on how to 
|regain some of the “millions of 
'dollars that more ‘glamorous’ me- 
dia are stealing from newspapers.” 


NASHVILLE, May 12—Members 
of the National Newspaper Pro- 
motion Assn. received a raft of 
advice this week from “outsiders” 
—and from a number of their fel- 
low members—on how newspapers 
can improve their services and 
selling techniques, and thus better 


e An advertiser who gave them 
three suggestions as to how news- 
papers could increase their ad- 
vertising revenue. 


e An editor who told them that 
both promotion and editorial men 
have fallen down on the job. 


Newspaper Promotion Men Get Lots of 


their competitive position. 
Meeting here at their 24th an- 
nual convention, they heard: 


e A. publisher who advocated | 
placing newspaper promotion men | 


e An agency president who bran- 
dished a thick sheaf of promotion 
material that had crossed his desk 
in just one week. 


paper. 
The agency head brandishing 
the sheaf of promotional material 
(Continued on Page 50) 
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SILEX FAMILY 
COFFEE MAKER 


Mtoe Reese ty fee paths x weer Sunni fee quency —gee Ao 


SUCCESSFUL—Nestle Co. is pleased enough 

with its New England offer of a $2.85 

Silex coffee maker for $1 and a Nescafe 

inner seal to extend the promotion through- 

out the Southeast. Bryan Houston Inc. is the 
agency. 


Fashion Academy 
Replies to FTC on 
Gold Medal Charges 


WASHINGTON, May 12—Ann H. 
Hartman, who heads the “Fashion 
Academy,” has told the Federal 
Trade Commission she is fully 


within her constitutional rights! 


when she issues Fashion Academy 
Gold Medal awards to nationally 
advertised products. 

In a sharp denial of charges 
which FTC lodged against her in 
a complaint issued late last March, 
she took particular exception to 
the fact that FTC described Fash- 
ion Academy as a_ vocational 
school. 

“Fashion Academy is a school 
of fine arts offering professional 
courses in fashion and designing,” 
she explained. 


® FTC contended the public has 
been misled by the sponsors of the 
award, and has been encouraged to 
believe Fashion Academy award 
winners are selected in open com- 
petition. 

FTC contends the awards are 
issued on a non-competitive basis, 
and that the plan is set up for the 

(Continued on Page 85) 
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F'C&B Loses About Half 


Its Armour Billings 


Time Inc. Awarded 


_|$7,000 Judgment 
- |from N. Y. Central 


New YorK, May 13—The battle 


for the New York Central Rail- 


road was being fought as usual this 
week, on a field of white space 
both paid and free. 

But the biggest news was made 
by an interested bystander who 
earlier got caught in the cross-fire. 
The bystander, Time Inc., today 
,won a $5,000 judgment from the 
'Central, which agreed to a consent 
decree granting that amount to the 
publisher of Fortune for copy- 
right infringement. The decree 
ended a suit against the railroad 
for unauthorized use of an edi- 
torial on Robert R. Young and an 
article on the Central in the May 
issue. 

Today’s legal settlement also 
won Time Inc. $2,000 to cover 
counsel fees and expenses and saw 
the railroad permanently’ en- 
joined from making further use 
of the Fortune articles. 

Judge Edward A. Conger of the 
U. S. district court also ordered 
that all copies or reprints of the 
Fortune pieces now held by the 
Central should be turned over to 
the law firm of Door, Hand & Daw- 
son so the railroad could make no 
further distribution of the material. 


a Fortune’s suit, as explained by 

Ralph D. Paine Jr., publisher, was 

started “purely to protect our own- 
(Continued on Page 8) 


Company Will Name One 
or Two New Agencies for 
Meat, Poultry, Dairy Lines 


CuHIcaGco, May 14—An estimated 
$4,000,000 in Armour & Co. billings 
will leave Foote, Cone & Belding 
on Oct. 31 and be placed with 
either one or two other agencies. 

The Armour lines moving out of 
the Foote, Cone stable include 
fresh and canned meats, poultry, 
dog food, dairy products and mar- 
garine. 

Foote, Cone retains an estimated 
$4,000,000 or more in Armour bill- 
ings, continuing to handle Dial 
soap and shampoo, seven indus- 
trial divisions of Armour, and con- 
sumer advertising for Armour 
Laboratories (Jordan & Sieber As- 
sociates handles the rest of Armour 
Labs). 


® Ralph Whiting, Armour ad man- 
ager, told AA that the change was 
part of a long-range plan of 
Armour’s toward having separate 
agencies for different product lines. 
No agency has been selected as 
yet to handle the products being 
switched from FC&B, but Mr. 
Whiting said that the decision 
would probably be made within 
the next 90 days. 

Whether one or two agencies 
will be named has not been de- 
termined, Mr. Whiting said. He in- 
dicated, however, that not more 
than two agencies would share this 
part of the account, and said that 
if the account was split between 


(Continued on Page 88) 


New York, May 14—Interna- 
tional advertisers plan to spend 
more than $280,000,000 to adver- 
tise in foreign markets this year. 

This is revealed in a survey 
which covers a scientific cross- 
'section of 3,450 companies, re- 
leased today at the sixth annual 


Last Minute News Flashes 
Plan New Hook-Up to Help Sell Nighttime Radio 


NASHVILLE, May 14—A new radio station hook-up aimed at solving Say they will increase their ad- 


John H. DeWitt Jr., president of WSM. Described as a “transcription 
cooperative” by Mr. DeWitt, the new group hopes to attract advertisers 
with taped transcriptions produced by the group and aired by mem- 
bers at favorable evening hours. Among the interested stations are, 
besides WSM: WGN, Chicago; WHAS, Louisvillé; WLW, Cincinnati, €Ty group. Of the latter class, 73% 
and WHO, Des Moines. All of these are clear-channel stations, though 
regional stations are also reportedly interested. Development of the 
plan depends on whether the major networks approve it, according to 
an executive of one interested station. 


Lady Esther Tests Puff Magic, Compressed Powder 


New York, May 14—Lady Esther began this week a one-month test | Median export sales volume of the 
for Puff Magic, its new compressed powder item. Ads will be run latter group was $79,000 while, 
through the end of May in the Indianapolis Star & News, Columbus among companies that do adver- 


U.S. Advertisers Say They'll Spend More 
than $280,000,000 in Foreign Media in ‘54 


International Advertising Conven- 
tion. 

Seven out of every eight re- 
spondents said their foreign ad- 
vertising expenditures would be 
greater than last year’s, which was 
estimated at the $280,000,000 fig- 
ure. Of this amount, $70,000,000 
was in support of export sales and 
| $210,000,000 was for foreign 
branches, subsidiaries, etc. 


es By industries, the number who 


the nighttime sales problem is being planned under the leadership of vertising varies from 79% of the 


radio and other consumer durables 
class to 22% of the agricultural 
machinery, tractors, construction, 
‘road building and mining machin- 


said they will spend the same 
amount as last year. 

The survey reports that the 45% 
of respondents who did no inter- 
‘national advertising comprised 9% 
of the total export sales in 1953. 


at the top executive level of the | Dispatch and Eagle-Times, Reading, Pa., supported by point of sale dis-| tise, median export volume was 


plays. If results warrant, a national campaign including newspapers $632,000. 
in key markets, Sunday supplements and movie and romance maga- 


zines will follow. 


(Additional News Flashes on Page 89) 


On the average, U. S. firms 
spend a smaller percentage of 
(Continued on Page 88) 
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WASHINGTON, May 12—A pub-!| 
lisher-member of the Post Office 
Department’s advisory board has 
warned Postmaster General Arth- 
ur Summerfield that thi$’ is the 
“worst possible time” to consider 
an increase in mail rates. 

Richard E. Berlin, of Hearst 
Corp., New York, wrote Mr. Sum- 
merfield this week that postal 
rates are very similar to taxes: 
“At the very moment that the ad- 
ministration and Congress are con-| 
sidering further tax relief to help 
prevent another economic depres- | 
sion you propose the reverse. 

“T am not enough of an econo- 
mist to be able to forecast how 
much closer to a depression a post- 
al rate increase would bring the 
nation,” he said. “But I am very 
sure that the type of increase 
proposed would have some effect 
in that direction.” 


es Noting that an important na- 
tional magazine with a monthly 
circulation of 1,300,000 cited high- 
er postal costs as a reason for sus- 
pending publication, he warned, 
“This is no time to risk accentuat- 
ing an economic downturn. 

“The boat has already been 
rocked enough,” Mr. Berlin added. 
Too many business concerns are 
already too close to the break- 
even point to risk forcing them 
into insolvency.” 

Fawcett Publications mentioned 
increased postal costs in announc- 
ing suspension of Today’s Woman 
with the June issue (AA, April 
12). 

Mr. Berlin told the Postmaster 
General he does not agree with 
the position taken by departmental 
officials that the Post Office should 


| government, 


This Is ‘Worst Possible Time’ to 
Seek Rate Hike, Postmaster Warned — 


| 


“The Post Office was never de- 
signed to make a profit, and nec- 
essarily provides many free or be- 
low-cost services as a matter of 
public policy,” he declared. 


= Mr. Berlin lashed out at the de- 
partment’s proposal that Congress 
turn over the job of fixing postal 
rates to a special commission. “I 


‘had believed that one of the goals 
‘of the current administration was) 


to reduce unnecessary costs of) 
to discontinue un-) 
needed agencies and commissions | 
and in general to contract the gov-| 
ernmental octopus which has be- | 
come so _ all-encompassing,” he} 
commented. | 

Meanwhile, the department used | 
the release of its 1953 cost-ascer- 
tainment report as an opportunity 
to renew its attack on business in- 
terests which have opposed rate 
increases. The department’s news 
release announcing the _ report 
said: 

“In the last fiscal year ended 
June 30, 1953, the taxpayers of the 
country subsidized the users of the 
mails to the extent of approxi- 
mately $663,000,000.” 


a The release said it is estimated 
that 75%-80% of all mail matter 
originates with business. “The de- 
partment’s cost-ascertainment re- 
port reveals that the chief benefic- 
iaries of this contribution of public 
funds are the business users of the 
second and third classes of mail.” 

It added that adoption of the 
department’s proposal for a pay- 
as-you-go rate system would re- 
lieve the taxpayer of being “in the 
position of paying for the mail he 
sends plus making a _ substantial 


NEw YorK, May 13—Most night- 
time network tv sponsors are re- 
taining their time periods during 
the summer, but their specific pro- 
gramming plans are indefinite in 
many cases at this pcint. 

Judging from the schedules as 
now blueprinted at the four net- 
|works, the television public will 
IT’S THIS WAY—Cliff Noble, ad manager "Ot be seeing many new faces this 
for the radio-tv division of Raytheon Mfg. Summer. There will be the usual 
Co., explains the features of Raytheon’s warm weather crop of film re- 
new Challenger set to a seemingly skepti-. runs. The ranks of the quiz shows 
cal Sharon Raye. The new tv model is will be augmented and a few new 
available in eight colors and two finishes variety shows, presided over by 


and, according to Raytheon, can be cov- | ae : : : F 
ered with any desired fabric with a mini- | familiar video figures, will hit the 


mum of effort (cover for the model shown oa Weves. oe . ‘ 
matches Miss Anos skirt). Henry M. Hemp- CBS Television, which is com 
stead Co., Chicago, is the agency. tinuing its policy of program dis- 
‘counts for advertisers who stay 
on during the summer, expects to 
deadhead very little choice time 
‘during July and August. Last year 
CBS cffered a 30% program re- 
‘bate for the eight-week summer 
/period; this year the discount is 


Campbell Soup Ticks 
Off Agency Lineup; 
Compton, D-F-S Out 


CAMDEN, N. J., May 11—Camp- 
bell Soup Co. announced the trans- 
fer of several additional products 
to other agencies. 

In the transfer and “consolida- 
tion of advertising agency assign- 
ments,’”’ Compton Advertising Co., 


| 20% for Class A time users. Spon- 
sors must stay on at least 13 weeks 
after the end of the summer period 
or the discount will be disallowed. 


# Many of Cclumbia’s advertisers 
will keep their regular shows, or 


be considered a public utility|contribution to certain classes of 
owned by the government, and op- | mail addressed to him by business 
erating on a self-sustaining basis.| organizations, much of which is 
entirely unsolicited.” 
s Other members of the advisory The fact that $663,000,000 of the 
committee have issued a statement | department’s expenditures are un- 
agreeing that the “public utility” derwritten by tax funds means 
concept is “a reasonable and prac- that every man, woman and child 
tical” approach to the problem of pays an average of $4.50 in hidden 
eliminating postal deficits, but Mr.| postal taxes as opposed to an av- 
Berlin said he feels the Post Office erage annual expenditure of $2.24 
is fundamentally a public serv- for postage, the department’s re- 


which had been handling pork 'e-runs of them, going during the 
and beans, tomato juice and the Summer. Falling into this cate- 


with meat, and Dancer-Fitzgerald- | of the Town” (Lincoln-Mercury), 
Sample, which had been assigned With emcee Ed Sullivan presum- 
to V-8 vegetable juice, Campbell’s | 


Franco-American spaghetti sauce 8°ry on Sunday night are “Toast 


Advertising Age, May 17, 1954 


Summer Network TV Plans Include 
' Plenty of Re-Runs, 


Few New Faces 


,ably taking some time off; “Man 
|Behind the Badge” (Bristol-My- 
ers); “The Web” (P. Lorillard); 
i\“What’s My Line” (Remington 
| Rand and Stopette), and “Sunday 
News Special” (Norwich). 

On the same night General Elec- 
tric will present re-runs of the 
best film dramas presented during 
the year, and American Tobacco 
Co. will sponsor “Your Playtime,” 
a repeat of dramas formerly seen 
under the auspices of Pepsi-Cola, 
in the Jack Benny-Private Secre- 
tary time period. 

“Masquerade Party” will be 
General Foods’ summer replace- 
ment for the “Red Buttons Show” 
again this year. In view of this 
comedian’s rating difficulties in 
recent months, many people will 
not be surprised if he also gets a 
winter replacement. Philip Morris 
is expected to book summer re- 
runs of “I Love Lucy,” and West- 
inghouse will carry a somewhat 
lower budgeted hour drama as a 
fill-in for “Studio One.” 


® Arthur Gedfrey’s vacation 
plans have not been officially an- 
nounced, but he has told his audi- 
ence he must have another hip 
operation. His “Talent Scouts” 
_(Lipton) sub will probably be 
Garry Moore. Peter Lind Hayes 
will fill in for him cn the morning 
(Continued on Page 90) 


ketchup and the balance of the| 


Franco-American account, were New York Adman 


left cut. 
Leo Burnett Co., Chicago, has'| 
been given the tomato juice) 


and ketchup accounts, as well as| Named Best Eye 
* * 
in Cow Judging 


Campbell’s frozen soups and a 
special campaign for children. | 

Hewitt, Ogilvy, Benson & Math- 
er, New York, has been assigned | 


to all the Francc-American prod- | Four Arxmson, Wis., May 12— 


ucts, including spaghetti, spa-| : 
ghetti sauce, macaroni and beef Results are in on that venerable 
gravy. eng r the annual admen’s 


‘ ;_|cow judging contest sponsored by 
pee, Sa & Seem, Se |Hoard’s Dairyman. And the win- 


cago, has the assignment for V-8 /ner, with a near-perfect score, was, 


vegetable juice and pork and. 
+1 -4:, | Of all places, from New York: Ed- 
beans, as well as the responsibility | wand 3. Chusehill of Donahue & 


for test marketing the company’s | Cc 
new FR-8 fruit juices in Syracuse ey 


ice. | 


lease pointed out. 


Passion for Conformity, Fear of Original 
Thinking Afflict Advertising: Bernstein 


HOLLYwoop, CAL., May 11—‘“A}! 
spreading passion for conformity | 
and an unwillingness to voice, or | 
at any rate to accept, original ideas | 
that contradict accepted policy, 
seem to have tremendously af- 
flicted the advertising world,” 
S. R. Bernstein, editor of ApvER-| 
TISING AGE, told members of the 
Hollywood Advertising Club yes- 
terday. 

This sense of conformity must be 
overcome if admen are to create 
the kind of advertising and promo- 
tion and selling ideas that will 


Another aspect of conformity 
and “sameness” is the tendency to 
strive for technical excellence at 
the possible expense of believabil- 
ity and sales conviction, Mr. Bern- 
stein said. 

“Too often we get so involved in 
background and staging and acces- 
sories and cloud effects and what- 
have-you that the simple little 
gadget we’re trying to sell gets lost 
in the shuffle. We are so furiously 
engaged in glamorizing our little 

(Continued on Page 54) 


ring the cash register, he asserted. 


Mr. Bernstein cited three manifes- | 


tations of this trend. 


First were the rating and reading | 


services, -which he termed “the 
greatest single stumbling block” to 
the creative advertising man. Ad- 
mitting that advertising research 
can give a partial answer to the 
true effectiveness of an advertising 
message, he pointed out that, be- 
cause ratings supply a single com- 
petitive measure, they have been 
too widely accepted as the com- 


plete answer to advertising effec- 
| 


tiveness. 


s “As a result, there is too much 
advertising ... designed to get high 
ratings instead of being specifical- 
ly designed to sell the advertised 
product or service,” he asserted. 


and Dayton. 


s Batten, Barton, Durstine & Os- 
born continues to handle advertis- 
ing for the complete line of 
Campbell’s soups. 

These changes had been in the 
wind here since Ward Wheelock 
Co. was dropped from the soup 


Campbell executives had toured 
the country visiting agencies they 
considered qualified to handle 
some of their products. 

R. M. Budd, director of adver- 
tising for the company, had told 
AA that they were very much im- 
pressed with “several of the agen- 
cies” they had visited. Among 
them were Burnett, Hewitt, Ogil- 
vy and Needham, Louis & Bror- 
by. 


YOUNG & RUBICAM 
GETS WHITMAN CANDY 


PHILADELPHIA, May 12—Stephen 
F. Whitman Co., one of the nation’s 


ELWOOD WHITNEY has been promoted to 
|exec. v.p. of ihe New York operation of 
|Foote, Cone & Belding. He has been with 
|the agency since 1943, serving as a crea- 
‘tive chief, and was made a director in 1951. 


oldest and best-known candy com- 


leam to take over its advertising 
‘from the defunct Ward Wheelock 
| Co. 
| Y&R will take over some Whit- 
|man advertising immediately, AA 
\learned, but national magazine 
|space scheduled by Wheelock will 
|continue to be billed through the 
agency until the end of the year. 
The candy company spent an 


account, and AA learned that top) 


|panies, has named Young & Rubi-| 


According to the dairy maga- 
zine, admen in greater numbers 
than ever before entered the 24th 
contest to name the “Udder Queen,”’ 
riveting their critical judgment on 
such cow-points as “smooth and 
strongly attached udders, well- 
sprung ribs, smooth shoulders, uni- 
form and well-placed teats, smooth 


bodies and general beauty.” 


a Mr. Churchill took first place 
with a score of 476 points out of a 
possible 500. He and 20 other top 
|judges of cowflesh received an 
aged longhorn of American cheese 
and a certificate of award. 

The contestants made their 
choices from a_picture-brochure 
provided by the dairy publication. 
It included a list of pointers on 
how the cattle should be rated. 

Other prize critics besides Mr. 
Churchill include Ernest F. Comp- 
ton, Lennox Furnace Co., Mar- 
shalltown, Iowa; Donald Huhn, 
Gehl Bros. Mfg. Co., West Bend, 
Wis.; Earl D. Anderson, Great 
Lakes Steel Corp., Detroit, Mich.; 
Clarence H. Adams, Calf-Teria 
Sales Inc., Fort Wayne, Ind.; Har- 
old C. Durland, Western Adver- 
tising Agency, Chicago, and Roy L. 
'Hilligoss, Brady Co., Appleton, Wis. 


Lace Paper Names Memmel 


American Lace Paper Co., Mil- 


waukee, has named Robert O. 


tail setting, deep and capacious | @y 


estimated $1,000,000 in advertising| Memmel as advertising and sales 
and merchandising during 1953. Its| promotion manager. He was for- 
ad plans have not been revealed merly with Ken Seitz & Associates 
but Y&R is expected to make some! Advertising, servicing the lace pa- 
changes in the present program. | per company account. 


Houston Firm Joins 
‘McCann-Erickson, 
Brings Humble Oil 


Houston, May 13—Wilkinson, 
Schiwetz & Tips is merging with 
McCann-Erickson, according to 
Joseph P. Wilkinson, president of 
the local agency. 

WS&T handles Humble Oil & 
Refining, Anderson Clayton & Co. 
(cotton processor), Texas . Rice 
Promotion Assn., Houston Natural 
Gas Co. and 27 other accounts. 
Humble Oil is said to be the larg- 
est producer of crude oil in the 
U. &. 

After June 1, the combined com- 
pany will be called McCann-Erick- 
son, with Mr. Wilkinson becoming 
a v.p. and manager of McCann’s 
office here. Kern Tips, exec. v.p. 
of WS&T, becomes a v.p. of Mc- 
Cann with responsibility for ac- 


J. P. Wilkinson Kern Tips 


count work and new business. E. 
M. Schiwetz, a founder of the 
Houston agency, will also continue 
with McCann-Erickson. 


e Terms of the merger cal] for 
all employe-stockholders of WS&T 
to become stockholders in Mc- 
Cann-Erickson. 

“Pending the consummation of 
the merger,” said Mr. Wilkinson, 
“the operations of the two agencies 
will be coordinated and the crea- 
tive, research and marketing serv- 
ices of McCann will be made avail- 
able to our 31 clients as of June 1. 

“The business on and after that 
date will be conducted in the name 
of McCann-Erickson Inc. Other- 
wise everything will be the same. 
Since accounts, methods and em- 
ployes will remain unchanged, the 
transition should occur uninter- 
ruptedly.” 
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UHF's Troubles 
Are Its Lookout, 
Say FCC Members 


WASHINGTON, May 13—Two 
members of the Federal Commu- 
nications Commission who spoke 
out this week about the problems 
of high band tv stations had no so- 
lutions for harassed broadcasters 
except blood, sweat and tears. 

Robert E. Lee, the commission’s 
newest member, said the problem 
of launching a station rests large- 
ly with the people who are build- 
ing it. 

“It seems initially desirable that 
a station should take objective, 
stock of the local situation and de-. 
termine at the outset whether it! 
could reasonably expect to be suc- | 
cessful if it had the ultimate in| 
the conversion of sets,” he stated. 

Noting that only 87 cities in the 
U. S. have competitive daily news- | 
paper publication, he commented: | 
“It is possible that some commun- 
ities are unable to support more 
than one station and that addition- | 
al stations are doomed to fail 
whether they are v.h.f or u.h.f.” 


= Commissioner George Sterling 
said only 10 of the 64 u.h.f. sta- 
tions which have dropped from the 
rolls had actually been built. He 
said many of the 129 u.h.f. stations 
are doing all right, and are upset 
by the fuss that has been stirred 
up by distressed stations. Recent 
studies show that in 45 commu- 
nities with u.h.f. stations more 
than 50% of the set owners have 
u.h.f. equipment, he remarked. 

While he admitted that manu- 
facturers have failed to produce 
high powered u.h.f. transmitters 
which can compete on an equal 
basis with v.h.f. transmitters, Mr. 
Sterling said the FCC made a 
proper decision when it voted to 
“intermix” u.h.f. and v.h.f. stations 
in the same markets. 

“To have done otherwise would 
have unnecessarily limited the 
number of assignments in many 
communities to one or two v.h.f. 
stations. Intermix of both channels 
in the same community provided 
the best assurance that combina- 
tion receivers would be built,” he 
asserted. 

The two commissioners’ discus- 


(Continued on Page 6) 


McCarty Co. Adds 
2 Branches; Named 
by Potato Board 


Los ANGELES, May 12—The Mc- 
Carty Co. has established offices in 
New York and Dallas by mergers 
with two existing agencies. The 
new branches will supplement the 
services of McCarty offices in Los 
Angeles, Chicago and San Fran- 
cisco. 

In New York, the agency has 
merged with Laughlin-Wilson- 
Baxter & Persons and will operate 
as McCarty Co. Advertising of New 
York. Howard Persons, former 
president and treasurer of Laugh- | 
lin-Wilson, will continue to direct 
the New York office as president | 
of eastern operations. | 
= In Dallas, Russ Jurgens Adver- | 


- : | ; 2 d.: Day- 
tising has merged with McCarty | Heights, Md.; Goshen, Ind.; 

and will operate as McCarty Co.|tona Beach; Salinas; Calk Idaho | 
of Texas. Mr. Jurgens will head | Springs, Colo., and Grand Prairie, 
| Tex.” 


the branch as v.p. and general | 
manager. | 

The Potato Advisory Board has, 
appointed the Los Angeles office | 
of McCarty Co. to handle its 1954. 
trade and consumer campaign for | 
California Long White summer) 
potatoes. National and regional | 
food trade publications, radio and | 


MRS. AMERICA RELAXES—Wanda Jennings, Mrs. America of 1955, receives the 

first cup of coffee made in her new Universal Coffeematic from Bob Decker, account 

executive at Goold & Tierney, at the Mrs. America home in Ellinor Village, Fla. 

Bob seems so entranced with Mrs. Jennings that he doesn’t notice the missing coffee 
or, for that matter, the missing sugar and cream. 


Gallagher Says There's ‘Ample Evidence’ 


of Abuses in Magazine Subscription Sales 


New York, May 12—A “Gal-| 


lagher Report” charge that nearly 
6,000,000 magazine subscriptions 
were obtained through question- 
able house-to-house selling meth- 
ods was defended today by “Re- 
port” publisher Bernard P. Gal- 
lagher. 

Mr. Gallagher’s comments were 
a reply to Lowell T. Shumway, 
v.p. and circulaticn director of 
McCall’s, who is also chairman of 
the Central Registry Bureau. Mr. 
Shumway assailed the Gallagher 
charge as “something less than 
authoritative” and “completely in- 
comprehensible” (AA, May 10). 

In a statement today, Mr. Gal- 
lagher said: “There is no substan- 
tial evidence, either from the num- 
erous Central Registry memoranda 
cr from on or off-the-record state- 
ments of responsible spokesmen 
from the better business bureaus 
that the abuses in this form of 
selling have been curtailed. On 
the contrary, there is ample evi- 
dence to prove that abuses contin- 
ue to grow.” 


= He added that the percentage of 
increases of “good” reports men- 
tioned by Mr. Shumway “is but 
part of the story” and he added 
that “it is only a start” to have 
more than 500 chambers of com- 
merce and better business bureaus 
ccoperate in a plan whereby trav- 
eling subscription crews register 
with the BBBs and chambers. 
“There are at least 98 better 
business bureaus and approxi- 
mately 5,000 chambers of com- 
merce across the country,” said 
Mr. Gallagher. “Current efforts 
of the magazine publishers indus- 
try are only a scratch on the sur- 
face.” 
Mr. Gallagher said reports in 
March and April “indicate that 
crdinances against house-to-house 
selling have been or soon will be 
enacted largely as a result of abu- 
sive magazine selling subscription 
practices in three towns in Ohio, 
eight towns in New Jersey, in- 
cluding Glen Ridge; in Forest 


¢ 


= He added that “sidestepping the, 
issue” will not solve the problem, 
and he urged magazine publishers | 
not to “close their eyes to a dis-| 
tasteful situation simply because 
they’re timid abcut cleaning it up. 

“The best interests of the maga- | 


intensive efforts to clean up this 
black mark of abusive magazine 
subscription selling methods. This 
calls for an industry-wide search 
for more effective and more sci- 
entific selling methcds as well as 
a determined effort by each in- 
dividual magazine publisher to 
much-needed housecleaning. This 
take a personal hand in some 
is not only good public relations, 
it’s gocd business.” 

Mr. Gallagher also deplored “the 
very personal attack” he said was 
made on him by Mr. Shumway 
and charged that the latter thus 
“draws attention away from the 
real issue, which is the number of 
existing abuses in house-to-house 
magazine subscripticn selling 
practices.” : 


Domino Offers Reducing Book 
“Keep Slim and Trim with Dom- 
ino Reducing Menus” is the name 
of a reducing booklet being offered 
by American Sugar Refining Co., 
New York. The booklet is part of 
the company’s 1954 campaign on 
the theme, “It’s smart to stay slim 
and trim and get Domino’s ‘energy 
lift’ too.’”’ Color pages, offering the 
reducing booklet free, are sched- 
uled for Life, as well as 300-line 
ads in 300 dailies from now until 
the end of the year. Ted Bates & 
Co., New York, is the agency. 


‘King-Size’ Ads for ‘Gentry’ 


Gentry, New York, will offer 
king-size pages beginning with its 
fall issue. The new unit will be a 
full page plus a facing column of 
one-quarter page space. The frac- 
tional unit will be available at 
$100 above the full-page rate of 
$1,000. 


THREE-D—Field & Flint Co., Brockton, 


\Mass., is shipping this three-D type of 


diorama display on request to retailers of 
its Dr. Locke and Foot-Joy shoes. The frame 
is made from wormy chestnut and holds an 
interchangeable full-color three-D poster. 
Mounted figures on a flat background 
create the dimensional effect. Poster re- 


television spots and point of sale zine publishing industry,” said MI. placements are made bi-monthly. Bachen- 


material will be used. | 


‘Gallagher, “will be served by more | 


heimer-Lewis, New York, is the agency. 


‘Time on Their Hands. .. 


Price Cuts Make Some Watch Sellers 
Woetul as Traditional Practices Die 


| New York, May 13—The watch 
, business is concerned with a two- 
| front fight this week, and it looks 
'as if the watch-makers are losing. 


One front is the tariff question) 


| (AA, May 10) 

watch companies are pitted against 
companies which either import 

' parts or movements. 

| The second front—and 


/_Tapidly—is the price front. New 
| York may not be a typical city in 
| this regard, because it has been 
the stronghold of the discount 
house and the “I can get it for 
po wholesale” gambit, but watch 
| prices generally were diving here 
| this week. 

Discount houses had huge dis- 
play banners offering Helbros at 
“50% off,” and a typical large 
/discount house also offered price 
cuts ranging from 40% to 50% off 
on Bulova, Benrus, Gruen, Timex, 
Croton, Wittnauer, Hamilton and 
Le Coultre. 


e At a major Madison Ave. jew- 
elry store, an AA reporter priced 
Hamiltons and Longines in the 
window, with a price tag of $71.50. 
The jeweler said sharply, “Do you 
want to buy a watch right now?” 

“No,” said the reporter, “I’d 
just like to know the price on 
those $71.50 watches.” 

“Thirty-four dollars,” the dealer 
snapped. 

A dealer on the East Side, who 
features Tourneau watches, had 
Elgin, Longines-Wittnauer 


Benrus watches displayed, but of-!| 


where domestic) 
| watches, 


one 
| which appears to be deteriorating 


and, 


| 


fered price cuts only on one line— 
Elgin at 20% off, which dates back 
to the factory price cut. 

A small 42nd St. dealer, how- 
ever, who had a banner announc- 
ing that he was disposing of his 
offered these bargains 
(case tag prices in parentheses): 
Bulova ($35.95) $23.95; Lord El- 
gin ($71.50) $42.95; Bulova ($39.- 
75) $23.95; Elgin ($54.50) $34.50. 


w Said one trade source bitterly, 
“Tt all dates back to the Elgin price 
cut. After that, no one could hoid 
the line.” 

One observer who knows the 
watch business looked at it like 
this: Basically, he said, the watch 
business is a two-month business, 
June and December, and therefore 
such price cutting hurts, since it 
immediately precedes a month of 
heavy sales. He’s very dubious 
about whether the prices can ever 
be established at the levels pre- 
vailing before, and thinks only the 
smaller retailers are being hurt, 
pointing out that all watches are 
“keystcne” or priced double the 
cost to the retailer, and many are 
300% markup items. 


s Elgin, suppcsedly the cause of 
all this, reports that some retailers 
showed reluctance to go along with 
its promotion, but none reacted as 
violently as the Kay Chain (see 
story on Page 90). 

The company says that in the 
last five weeks since the promo- 
tion began, orders are running 

(Continued on Page 90) 


Cuicaco, May 14—A_ record 
number of 460 companies this week 
spread their wares at the 35th an- 
nual National Restaurant Assn. 
Exposition where restaurant oper- 
ators sought new devices which 


Roslow Sets Stage 
for New Batile of 
Radio-TV Ratings 


- New York, May 12—A new bat- 
tle is shaping up on the always 
smoldering radio-television rating 
front, this one over the size of the 
sample. 

Taking the offensive against the 
size of the sample as it is generally 
accepted in national television 
ratings is Dr. Sidney Roslow, di- 
rector of Pulse Inc. 

“The ratings study committee 
set up by the Advertising Research 
Foundation will shortly release its 
long awaited report,’ Dr. Roslow 
said. “This group will say that 
1,200 families are enough for a na- 
tional tv sample. This is ludicrous. 
The job just can’t be done with 
that size sample.” 


# Dr. Roslow criticized this small 
/ sample size during a press confer- 
/ence explaining his new national tv 
rating service. 

For his U. S. Telerating service 
covering 60 market areas or 92% 
'of the tv population, Dr. Roslow 
will use a sample of 67,000, which 
/ he claims to be the “largest sample 
in the industry.” 
| This new rating service puts 
Phenry which hitherto has confined 
itself to multi-market and local 
ratings, in the national rating field 
for the first time. The service of- 
fers program popularity ratings as 
well as number of homes delivered 
figures for telecasts. 


| 


Restaurant Men Scour Annual Exposition, 
Seeking New Ways to Bolster Trade Slump 


they hope will bolster sagging sales 
by luring people out to dinner. 

Admitting that business in the 
nation’s eating establishments is on 
the decline, William O. Wheeler, 
outgoing president of the associa- 
tion, urged the restaurant industry 
to give better service than ever 
before in its history. 

Mr. Wheeler said restaurants 
should offer better quality mer- 
chandise, improved physical equip- 
ment, a more pleasant environment 
and more efficient management. 

“Those of us who can meet these 
standards,” he said, “will continue 
to prosper even in the face of less- 
er volume, and it is not impossible 
to realize even greater profits on 
less sales if we use proper 
methods.”’ 


= Mr. Wheeler declared that res- 
taurant operators must look to 
sources of new business. 

“It is my feeling,” he continued, 
“that in every community there 
are prospective customers of all 
types, singularly and in groups, 
who can be made more restaurant- 
conscious than they have ever been 
before, and it is very imperative 
that we tap this new market to 
offset the disappearance from our 
business picture of the boom- 
period sales that all of us remem- 
ber too well. 

“Since the restaurant business is 
entering into this new era, we must 
be more community conscious and 
assume a larger share of local 
civic responsibility than we have 
in the past. In the long run, such 
activities will be beneficial and 
bring added recognition and pres- 
tige to our business.” 


s Despite Mr. Wheeler’s appeal for 
a stronger promotional effort to 
win over new customers, notice- 
ably absent from the business ses- 
(Continued on Page 86) 
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NARTB to Test 
Measuring Plan 
for TV Audience 


(Continued from Page 1) 
Clair R. McCollough, WGAL-TV, 
Lancaster, Pa.; J. Leonard Reinsch, 
WSB-TV, Atlanta; Donald Thorn- 
burgh, WCAU-TV, Philadelphia, 
and Lee Wailes, Storer Broadcast- 
ing Co., Miami Beach. 


® Robert D. Swezey, WDSU-TV, 
New Orleans, chairman of 
NARTB’s television board, is also 
chairman of the over-all commit- 
tee. 

The tv circulation measurement 
plan was presented to network of- 
ficials and their research counsels 
and approved by them late in 1953. 
After this, Harold E. Fellows and 
Dr. Cawl explained the plan to 
advertising executives here at a 


/meeting sponsored by the Adver- 
'tising Research Foundation. On 
‘hand at that session were Larry 
Deckinger, Biow Co.; Howard G. 
Kuhn, Compton Advertising; A. W. 
/‘Lehman, ARF; Bernard Sherak, 
| Semen & Eckhardt; Harry Wolfe, 
| Colgate-Palmolive Co., and Hugh 
_M. Beville, NBC. 


| 

_s In emphasizing the importance 
of the initial action on the tv study, 
Mr. Swezey said: “One of the most 
difficult problems facing television, 
the fastest growing public medium, 
is the selection of a system which 
reduces to standardized form the 
measurement of the medium’s cir- 
culation. Advertisers know of the 
medium’s selling power, a _ fact 
which is demonstrated by the tre- 
mendous support which they have 
offered. But as we grow, and be- 
fore the nation is saturated with 
stations—which may be quite some 
time in the future—we feel it is 
necessary to establish basic poli- 
cies now that will meet the needs 
of the future when competition be- 


'comes more intense.” 


To Head Safety Campaign 

H. T. Rowe, director of advertis- 
ing and information, International 
Business Machines Corp., New 
York, has been named volunteer 
ccordinator for the nationwide 
“Stop Accidents” campaign con- 
ducted by the Advertising Council 
for the National Safety Council. 
Cecil & Presbrey has been named 
as task force agency for the pro- 
gram. Wesley I. Nunn, advertising 
manager of Standard Oil Co. (In- 
diana), was former volunteer co- 
ordinator for the campaign and 
Young & Rubicam, Chicago, was 
the agency during Mr. Nunn’s sev- 
en-year tenure. 


ARF Adds Five Members 

Five new members have been 
enrolled in the Advertising Re- 
search Foundation, New York, 
bringing total membership to 190 
companies. The new members are 
Campbell Soup Co.; Thomas F. 
Conroy Inc., San Antonio agency; 
National Biscuit Co.; Marsteller, 
Gebhardt & Reed, and WBAY-TV, 
Green Bay, Wis. 
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GUARANTEED CIRCULATION 


UP 100,000" 


NO 


RATE 


INCR 


vow* 1,400,000 


WESTERN FAMIL 


EASE 


GUARANTEED CIRCULATION 


MAGAZINE 


DISTRIBUTED THROUGH RETAILERS BY PACIFIC MERCANTILE COMPANY (WESTERN DIV. 
NROG) AND ASSOCIATED GROCERS OF COLORADO (CENTRAL DIV. NROG).—THESE RETAIL- 
ERS ACCOUNT FOR MORE THAN HALF OF THE WEST'S RETAIL FOOD SALES VOLUME. — 


Foote, Cone & Belding loses half) 
its Armour & Co. billings, in-| 
cluding meats, poultry & dairy 
products; keeps Dial soap and 
industrial segments ..... Page 1. 

“Outsiders” at NNPA meet offer 
newspaper promotion men bales 
of advice on how to meet media 
competition 

Same warm weather crop of film) 
re-runs, lots of quiz shows and) 
few new faces will confront tv) 
viewers this summer, to judge 
by network plans 

Passion for conformity, and fear 
of proposing, or recognizing, new 
ideas, are a current threat to ad- 
vertising, says S. R. Bernstein 
hak ee ed 6 Kd CARS ORR ORS Page 2 

Old sales traditions are on their | 
deathbed in the watch industry, 
as discount houses help send) 
watch prices into a e- 
Me? a vvere kia cos sees Page 3 

Troubled UHF operators get sym- 

| pathy, and suggestion that they 
work out their own destiny, as 

| FCC members say it’s not FCC’s 
fault 

After firing its salesmen, Milwau- 
kee Dustless goes after the “in- 
trovert” brush market with low- 
pressure direct mail, as_ the, 


Advertising Market Place ... .80 


Along Media Path ........... 44 
| Coming Conventions ......... 58 
| Creative Man’s Corner ...... 716 

Department Store Sales ...... 42 

ER er amr 12 

Employe Relations ........... 78 
| Eye and Ear Dept. ........... 74 

VER terry rt 38 


| Getting Personal 
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firm’s sales manager tells it 
ere eee Page 16 
Columbia’s Record Club quiets 
dealer squawks by going after 
their support, and pointing out 
that its customers don’t go into 
record shops 
Strangulation for New York ad 
business is the prediction of Al- 
fred Stanford, unless “experts of 
Manhattan” get back to “village 
green” of personal communica- 
tion 
Pot and pan ads could use fewer 
Marilyn Monroes, more Marjorie 
Mains and Spring Byingtons, de- 
partment store promotion man 
says 
Corruption of trust in communica- 
tion—fact that consumers don’t 
believe the ads they read— 
bothers University of Michigan’s 
first ad conference ....Page 34 
Chicago’s State St. Council does 
something about the exodus to 
the suburbs with spot radio cam- 
paign beamed at  out-of-city 
shoppers 
There’s still a market for housing 
and home furnishings, with one 
out of nine families pianning to 
build or buy this year, Seattle 
Times survey shows ....Page 64. 
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Looking at Retail Ads ...... 78 
Obituaries ............... 87, 89 
Photographic Review ........ 60 
Production Tips ............. 718 
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Salesense in Advertising ..... V7 
This Week in Washington ...84 
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a chain is 


In advertising 
production too, 


as strong 


as its weakest link. 


Every link 


BERTSCH & C 


@ CREATIVE COMPOSITION 
AND LAYOUT 


@ MONOTYPE 

@ LINOTYPE 

@ FOUNDRY TYPE 

@ EXPERT HAND SETTING 
@ ELECTROS 


@ TRU-TONE® PLASTIC PLATES 


@ NEWSPAPER MAT SERVICE 
@ TRU-TONE® ETCH PROOFS 


@ TRANSPARENCIES FOR 
OFFSET AND GRAVURE 


NAME 


FIRM NAME 


ADDRESS 


ciTY__ 


is strong 


when you entrust the 
entire production to 


Send for the amazing ‘‘new dimension” B&C type sizer... 
designed for production men, it cuts copy-fitting time in half! 


BERTSCH & COOPER, Inc. 
547 South Clark Street, Chicago 5, Illinois 
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The (Baltimore) Sunday Sun 
The Birmingham News 
Boston Sunday Herald 

The Charlotte Observer 
Chicago Daily News 

The Cincinnati Enquirer 
Cleveland Plain Dealer 

The Dallas Morning News 
Des Moines Sunday Register 
The Detroit News 

The Houston Post 

The Indianapolis Star 


ete 


The vitality of THIS WEEK Magazine’s 
editorial material, the plan and pattern 
of its distribution, the strength and 


character of its distributing newspapers— 


all combine to produce an advertising medium 
of great effectiveness. And each year, 

more and more advertisers 

are making THIS WEEK Magazine 


the keystone of their advertising structure. 


AMERICA’S LARGEST 
FAMILY MAGAZINE 


This Week 


MAGAZINE 


SHARES THE POWER AND PRESTIGE OF THE GREAT NEWSPAPERS WHICH DISTRIBUTE IT 


The Uacksonville) Florida Times-Union The Pittsburgh Press 


Los Angeles Times Portland (Oregon) Sunday Journal 
The (Memphis) Commercial Appeal Providence Sunday Journal 
Miami Daily News Richmond Times-Dispatch 


The Milwaukee Journal 
Minneapolis Sunday Tribune 
The Times-Picayune 


(Rochester) Democrat and Chronicle 
St. Louis Globe-Democrat 


New Orleans States The Salt Lake Tribune 

New York Herald Tribune San Antonio Express and News 
Norfolk Virginian-Pilot San Francisco Chronicle 

The (Philadelphia) Sunday Bulletin The (Spokane) Spokesman-Review 


The (Phoenix) Arizona Republic The (Washington) Sunday Star 


VAC Publishers Form Assn. 
; Seven of the publications sub- 
; scribing to Verified Audit Circu- 
lation Co., Los Angeles, have 
formed the Assn. of VAC Publish- 
ers to promote acceptance of the 
audit for verifying business paper 
circulation. The group is planning 
an advertising campaign through 
| Byron H. Brown & Staff. The audit 
5 company now has 16 subscribers, 
. most of them in the West and Mid- 
west. 


IF LARGER AD 
I STOPS PAYING 


bring it down in size and lower the | 
cost of inquiries. Results may sur- 
JAY P., priseyou. Send forour free sanegms. 


WALK advertising 1 typography 


Telephone MO 4-6134 @ 11 E. Hubbard, Chicago 13 


Ray Vir Den Buys 


‘Rome American’ 


ROME, May 11—Ray Vir Den, 
former president of Lennen & 
Mitchell, New York agency, has 
purchased controlling interest in 
the Rome Daily American, English- 
language newspaper started eight 


Stripes correspondents. 

Mr. Vir Den, who became pres- 
ident of Lennen & Mitchell in 1947 
and who resigned early in 1952, 
when the agency became Lennen & 
Newell, has been serving as a con- 
‘sultant in New York. He replaces 
Louis M. Cortese of New York, as 
publisher of the Daily American. 
‘Mr. Cortese was a founder of the 
| paper. 


years ago by a group of Stars & 


The former agency man said he 
bought the daily “because I believe 
in the future of the paper, because 
there is a vital need of such a 
paper to express the American 
point of view in this part of the 
world, but more important because 
I love Italy and the Italian people. 
I am married to one.” 

Mr. Vir Den’s wife is Countess 
Mara, Italian-born designer of 
neckties. 


KXLY Names Struble S. M. 
Robert (Bob) Struble has been 

appointed sales manager of KXLY 

and KXLY-TV; Spokane, Wash. 


Richmond Agency to Move 

Lindsey & Co., Richmond agency, 
will move June 1 to larger quar- 
ters in the Hotchkiss Bldg. 


Any Unused Champagne? 

Wedding dress, veil, tulle & 
lace over. satin’ Ballerina 
length, size 14. Never worn, 
we eloped. 


—Classified ad in the “Independ- 
ent,” Glendale, Cal. 


Woolen Co. to Weiss & Geller 


American Woolen Co., New 
York, has appointed Weiss & Gel- 
ler, New York, as its agency. The 
company formerly advertised di- 
rect. 


Sybil Mills Names Agency 

Sybil Mills, New York, has ap- 
pointed Ovesey, Berlow & Straus, 
New York, to direct advertising for 
its Wundies lingerie. 


Sees 


“ - 
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THE 


sells the people other people follow | 


NEW YORKER. 


25 WEST 43xp ST.. NEW YORK 36, N.Y 


* 


launched: an sdea 


Thirteen years ago the Ladies’ Home Journal began a new 
campaign especially conceived for The New Yorker. Its theme, 
**Never Underestimate the Power of a Woman.”’ Its purpose—to 
influence the people who control the purchase’ of national 
advertising. Since then, to be sure, it has appeared in biter places . 
—but for 13 years always in The New Yorker, Recognized | 
across the nation as one of the great publishing campaigns of all 
time, the phrase, itself, has today become part of re ptionay, 
vocabulary. Have you an idea to launenr, 4 
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UHF's Troubles 
Are Its Lookout, 
Say FCC Members 


(Continued from Page 3) 


sion of the problem came as broad- 
casters prepared to go before the 
Senate commerce committee to 
plead for action to ease the bur- 
den of high-band pioneers who 
claim to be facing disaster. 

Sen. Charles Potter (R., Mich.) 
is supposed to preside at the hear- 
ings, scheduled for next Wednes- 
day, Thursday and Friday. Both 
commissioners note that broad- 
|easters are in a cycle of “no pro- 
| grams because there is no audi- 
;ence, and no audience because 
\there are no programs.” 
| Commissioner Lee, who ad- 
dressed the Radio and Television 
Council of Minneapolis, said sta- 
‘tions ought to adopt techniques 
used by newspapers to promote 
circulation. While he did not am- 
plify this observation, he con- 
tended: “The answei to the riddle 
can be obtained by somebody mak- 
ing a break somewhere in the cir- 
cuit and striking out.” 


2 4 Commissioner Sterling sees “a 


a, 


hard, long pull’ for those who 
| have v.h.f. competition, but he in- 
|sisted the FCC has fulfilled its 
responsibility to assure the public 
“a fair, efficient and equitable” 
distribution of stations. : 

“The economic problem as _ it 
pertains to the sponsorship of pro- 
grams by the time-buyers and ad- 
vertisers is beyond the purview of 
the authority vested in the com- 
mission,” he declared. “There are 
those who would have us move in 
this area but this is a business ar- 
rangement that must be settled 
without interference from the 
commission. 

“I do not believe the commission 
can be blamed for those who have 
displayed bad business judgment 
in trying to move into tv without 
making a thorough assessment of 
the availability of equipment both 
for transmitting and receiving, as 
well as the economic factors with 
which they might be confronted in 
the communities in which they 
proposed to establish service,” he 
added. 


S. F. Stations Move: Name 
Barkhurst PR Director 


KGO and KGO-TV, San Fran- 
cisco, have moved their studios to 
the new ABC Radio-TV Center, 
built to house the ABC stations at 
277 Golden Gate Ave. 

John W. Barkhurst, formerly di- 
rector of radio promotion and pub- 
licity for the western division of 
ABC Hollywood, has been pro- 
moted to director of promotion, 
publicity and merchandising of 
KGO and KGO-TV. Robert P. Har- 
din, formerly with the Honolulu 
Star Bulletin, succeeds Mr. Bark- 
hurst. 


Quinn Named WBTW Director 

J. William Quinn, tv program 
supervisor of WBTV, Charlotte, N. 
C., has been appointed managing 
director of WBTW, Charleston, 
S. C. Both stations are operated 
by Jefferson Standard Broadcast- 


ing Co., Charlotte. Charles B. 
Seward, formerly film director of 
WFMY-TV, Greensboro, N. C., 


succeeds Mr. Quinn at WBTV. 


John Signor Joins KYW 


John J. Signor, formerly adver- 
|tising and sales promotion mana- 
|ger of Raymond Rosen Co., Phil- 
-adelphia, has been appointed ad- 
| vertising and sales promotion man- 
‘ager of KYW, Philadelphia. Mr. 
Signor succeeds Paul I. Woodland, 
who now heads promotion for the 
Steinman radio and tv chain. 
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hou IS. If you read every word 


(81,000) in an average issue of The 
Saturday Evening Post, it would take 
more than 5 hours. That’s not counting 
some 85 pages of advertising. While it 
would be naive to suppose that every- 
one reads every word, each member of 
the family* spends several hours with 


each issue. There’s something for every- 


body in the Post. It’s 


| HOW | ESCAPED THE RED TRAP 
By JOHN HVASTA. 
American Victim 
of a Communist Frame-Up 


edited to interest the 


whole fa mily. It gets fo ee ) 


the heart of America. 


2K In the homes it enters, the Post is read by 95% of the husbands, 
92% of the wives, 89% of the sons and 88% of the daughters 
10 years of age or over (from The Measure of a Magazine). 
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to increase sales . . . and decrease costs 

(Continued from Page 1) 
light an entire city of 700,000 peo- 
ple. 


advertise more in the biggest 
and best medium NEWSPAPERS 


s “No matter what medium a pub- 
lic utility uses,” Mr. Dreyfuss said, 
“the result must be judged by how 


many people it reaches and how 

because iil effectively its message gets over. 

DOUBLED! On An Average, More Than 2 People Read Each —— Bayon. aaa Be sent Ba 

vd Na 54,000,000 Copies Of U. S. Newspapers Bought Every mere coretelty in on ever tnerens~ 

: ingly competitive and _ cost-con- 
EVERY DAY More Newspapers Are Bought Than All The scious market.” 

Votes Ever Won By Any U. S. President! Pip ha! a —- — 

EVERY DAY ... People Buy Twice As Many Copies Of U. S. Electric * to Co. Siiaeadin NJ. 

y ! ts ’ ’ ° ” 

Newspapers As All Postage Stamps! was elected president of the Pub- 


lic Utilities Advertising Assn. He 
Published in the interest of all newspapers by was formerly director = advertis- 


Moloney, Regan & Schmitt ing and publicity for New Jersey 


N R tati i 1900 Power & Light Co., Dover, N. J., 

ee and has been with the Newark 
utility since 1946. He has served as 
———— a director of Advertising Federa- 


00 YEARS ON THE RIGHT TRACK 


In 1904, just a half-century ago, the first practical track-type tractor was 
built, and efficient global housekeeping became possible. 


For with this tractor, men could rearrange nature quickly and 
economically to build a better, pleasanter life. 


The Caterpillar track-type Tractor of today is a direct descendant 
of the first model. Roads, farms, oilfields, dams, forests, mines, railroads 
and countless other fields bear the imprint of its tread. 


Much remains to be done. Caterpillar Tractor Co., our client for 
more than half these 50 years, uses its consumer advertising to promote 
public interest in the work ahead. 


N. W. AYER & SON, INC. 
Philadelphia, New York, Chicago, Detroit, San Francisco, Hollywood, Boston, Honolulu 


wae 


Advertising Age, May 17, 1954 


Dreyfuss Maintains Advertising Direciors 
Don't Know Their Cost-Per-Thousand Tables 


tion of America, on the advertising 
committee of American Gas Assn. 
and as coordinator of advertising 
promotion programs of the Edison 
Electric Institute. 


Time Inc. Awarded 


$7,000 Judgment 
from N. Y. Central 


(Continued from Page 1) 
ership of the editorial material ap- 
pearing in Fortune and to prevent 
unauthorized use of such material, 
in violation of copyright. Our suit 
against the New York Central does 
not indicate any change in our 
editorial opinion as expressed in 
the May issue.” 

The Fortune pieces were titled 
“The Sound and Fury of Robert R. 
Young” and “The Central Rolls 
Again.” The former opposed Mr. 
Young’s ambition to take control of 
the road. When the May issue ap- 
peared, Mr. Young wired members 
of the Central’s board of directors, 
warning against their publicizing 
of the articles to some 44,000 
stockholders (AA, May 10). 


= Time Inc.’s suit against the Cen- 
tral was the subject of a full-page 
newspaper ad yesterday signed by 
the Alleghany-Young-Kirby Own- 
ership Board (“owners of more 
than 1,000,000 shares of the New 
York Central”). The space was 
also used to rebut statements made 
by Fortune. 

Today’s newspapers carry a Cen- 
tral page ad in which president 
William White outlines “a realistic 
program of potential savings and 
earnings for New York Central.” 
The ad is headed “Destination— 
Dividends.” 

The publicity-advertising ruckus 
between Messrs. White and Young, 
incumbent and would-be operators 
of the road, is expected to keep 
picking up more speed until May 
26, the date now set for a stock- 
holders meeting which presumably 
will decide the management fate 
of the railroad. The state supreme 
court is currently considering an 
action to delay the meeting. The 
action was filed by Harold Van- 
derbilt, a Central official. 


James Chirurg Co. Issues 
1953 Annual Report 


James Thomas Chirurg Co., New 
York and Boston, has issued its 
1953 annual report to stockholders 
which lists total assets for 1953 as 
$739,171, compared with $810,594 
in 1952. Current liabilities in 1953 
were $267,150, down from $368,- 
389 in ’52. Net worth in ’53 was 
$423,270, up from $399,870 in ’52. 

Also included in the illustrated 
report are lists of general and 
special publications used by 
Chirurg, products sold by the 
agency’s clients, places which 
served as distribution channels for 
Chirurg clients and other data. 


Pearson Directs Media 

Edward H. Pearson has been 
promoted from assistant media di- 
rector to media director for Bri- 
sacher, Wheeler & Staff, San Fran- 
cisco. 


sLANDER 


ADVERTISERS @ AGENCIES @ CLIENTS 
are all exposed daily to claims for LIBEL, 
SLANDER, Invasion of Privacy. Violation of 
Copyright. 
INSURE THIS HAZARD! 

Our unique policy is adequate and amazingly 
inexpensive. Experience proves it's smart 
to be protected. 
WRITE FOR DETAILS ANO-RATES 


EMPLOYERS REINSURANCE 
“4 CORPORATION “ . 


ysurarce .Eachange Kansas City Mo 
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Consumer Analysis surveys 

were conducted by newspapers in 
19 metropolitan markets in 1954, to 
bring you current comparable data 
on buying habits, brand preference 
and product usage in more than 
150 product classifications. 


All data has been compiled since 
January 1, 1954, and all 19 surveys 
used identical questions. The survey 
sample included nearly 50,000 families 
in the metropolitan areas where 


To help you sell in 19 important markets . . . 


~ New Comparable 1954 Data 
On Buying Habits in 150 Product Classifications 


retail sales exceeded ten billion dollars. 
Thousands of brands were reported 
in consumer use and some 1,400 
leading brands are listed in the report. 


This Consolidated Report combines 
the 19-market data in one 
convenient 200-page digest with 
side-by-side tabulations showing 
comparative brand position and 
product use in each market. 


Get your copy from one of the 
co-operating newspapers listed above. 


SUBJECTS COVERED 


include grocery products, meats, soaps and 
detergents, toiletries, foundation 
garments, home ownership, home heating, 
appliances, painting, television sets, beer, 
alcoholic beverages, soft drinks, dog food, 
cigars, cigarettes, pipe tobacco, gasoline, 
oil, antifreeze, tires, wrist watches, 
recreation, vacations, life insurance, 


installment buying, family income. 


NEWSPAPERS CONSOLIDATED CONSUMER ANALYSIS 
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Lf 
amt 12" by 3%" ... really pocket size. 


travel-mate | 


AND 5 top brand names .. . Gillette Safety 
Razor... Gillette Blue Blades .. . Williams 
Glider Brushless Shave Cream . . . Ipana 
Tooth Paste ...Nylon Tooth Brush... 
All in compact, gleaming brass case 
Travel-Mate is designed to band 
with your product or factory pack 
as a major promotion. Travel- 
Mate is a dream to imprint... 
alternate brands may be 
substituted. 


|. A 


east 


Keystone Adds 14 Affiliates 

Keystone Broadcasting System 
has added 14 new affiliates, bring- 
ing the total to 721. The new af- 
filiates are WROS, Scottsboro, 
Ala; KDAS, Malvern, Ark.; 
-KMOR, Oroville, Cal.; KTIP, Port- 
-erville, Cal.; WCLB, Camilla, Ga.; 
| KDEC, Decorah, Ia.; KOTS, Dem- 
/ing, N. M.; WOHI, East Liverpool, 
O.; KWHP, Cushing, Okla.; WHOA, 
San Juan, Puerto Rico; WBEU, 
‘Beaufort, S. C.; KDDD, Dumas, 
-Tex.; WTKM, Hartford, Wis., and 
-WTCH, Shawano, Wis. 


D'Arcy Names Tichenor 

| George Tichenor, formerly with 
_Forjoe & Co., radio-tv station rep- 
resentative, has joined the radio- 
tv department of D’Arcy Adver- 
tising Cc., New York, as an as- 
sistant time buyer. 


King Joins Food Co-op 

| Henry B. King, formerly direc- 
‘tor of public relations for John 
|H. Donnelly & Sons, Boston, has 
‘been named executive secretary 


utors of America, Chicago. 


Rubinstein Joins ‘Forward’ 

Paul F. Rubinstein, formerly 
with Joseph Jacobs Advertising, 
has been named national advertis- 
ing manager of the Jewish Daily 
Forward, New York. 


Leshner Names Edelstein 
Leshner Corp., Hamilton, O., 
| manufacturer of industrial textiles 
and cotton products, has appointed 
Irvin L. Edelstein Associates, To- 
ledo, to handle public relations. 


‘Perkins Joins ‘Press’ — 
| C. Stuart Perkins Jr., formerly 
|a printing and engraving sales- 
man, has joined the sales staff of 
American Press, New York. 


Bridgeport Brass Boosts Allen 
Bridgeport Brass Co., Bridge- 
port, Conn., has promoted Richard 
L. Allen from general sales mana- 
ger to v.p. in charge of sales. 


Biers ten Reds ee. 


Competition for readers grows keener. What does it matter 
if your text is the world’s finest . . the most believable and 
convincing . . if your picture lacks the power to stop them 
. . to get your message read? 


Eye-catching plates are a specialty here at SUPERIOR. All 
the techniques known to the art are taken in stride by our 


skilled craftsmen. 


If you want to add plus power to attract greater attention, 
to win the readership battle between the ads in any book 
or paper, put the problem up to SUPERIOR. 


The versatility of aSUPERIOR salesman . . the ideas he can 
offer may prove a pleasant surprise to you! And it’s often 
comforting to know, with CERTAINTY, that your job in 
our shop will get the full treatment . 
and efficiency unapproached in the history of the industry! 


Try this SUPERIOR SERVICE. See exactly what we mean 
by TOP EFFICIENCY . . TOP QUALITY— at BOTTOM 


COST. 


. a degree of speed 


SUPERIOR ENGRAVING CO. 


215 W. Superior St., Chicago 10, Illinois 


e Telephone SUperior 7-7070 — 


Operating day and night shops with the largest night photo engraving shop in 
Chicago! Complete “Superior Service” includes: Typesetting @ Black and White 
and 4 Color Process Engraving @ Black and White and 4 Color Offset Plate Making 


of the Cooperative Food Distrib-| 


Advertising Age, May 17, 1954 


WILLIAM A. MacDONOUGH, formerly di- 
rector of merchandising and advertising 
of the Crosley and Bendix home appliances 
divisions of Avco Mfg. Corp., Cincinnati, 
has been appointed to the new post of 
general manager of distribution and mer- 
chandising for Crosley and Bendix home 
appliances. 


Meat Packer Offers 
Outdoor Grill Book 
to Lure Men Cooks 


St. Louis, May 11—A meat mer- 
chandising promotion, centered 
around a 20-page cartoon-style 
‘““Mayrose Barbecue Book: A Man’s 
Guide to Outdoor Cooking,” aimed 
at “the forgotten man’”—the back- 
yard barbecue chef—was launched 
yesterday by St. Louis Independ- 
ent Packing Co. 

The booklet, done in comic book 
format, starts off on the note that 
“barbecuing is a man’s game” and 
includes basic steps from what 
kind of grill to cook on to what to 
cook on the grill. 

Public announcement of the 
book was made in a full-color page 
ad in the St. Louis Post-Dispatch, 
which devoted a special newspaper 
section to barbecuing. A similar 
full-color ad will appear in a spe- 
cial barbecue section of the St. 
Louis Globe-Democrat May 21. 
Daily newspaper ads will carry 
the same theme through the middle 
of June. 


® The booklet and recipes from it 
will be featured with spots on 
KSD-TV, Mondays, Wednesdays 
and Fridays; and on “Art Linklet- 
ter and the Kids,’ KSD-TV, on 
Thursdays. 

Throughout the summer months, 
barbecue themes and_ cartoons 
from the book will be displayed on 
24-sheet posters. 

The booklet, which is being sold 
at 10¢ per copy, was planned and 
produced by Charles Butler, In- 
dependent’s advertising manager, 
in collaboration with Gardner Ad- 
vertising Co. and Bernard K. 
Schram & Associates, public rela- 
tions counselor. 


Modess Offering Premium 

A sewing kit, convertible to an 
evening case, will be offered for $1 
and a tab from a box cf Modess, 
through four-color pages breaking 
next month for Personal Products 
Corp., Milltown, N. J. Advertise- 
ments are scheduled for Life, Pa- 
rade and This Week Magazine. 
Young & Rubicam, New York, is 
the agency. 


McCollum Joins TV Spots 

Hugh McCollum has joined TV 
Spots Inc., Hollywood, as treasurer 
and producer in charge of all live 
action film. Mr. McCollum for- 
merly was producer of short sub- 
jects for Columbia Pictures. He 
also was in charge of Screen Gems, 
the studio’s subsidiary for produc- 
tion of television films. 


KCOP Boosts Miller, Burton 


KCOP, Los Angeles tv station, 
has promoted Daniel Miller from 
head of its sales-service depart- 
ment to an account executive, and 
Rita Burton, formerly with the 
sales promotion and publicity de- 
partment, to assistant director of 
the department. 
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e Nothing matches the power of the piston when 
it comes to moving the tools of agriculture. 


e@ Nothing matches the power of FARM JOURNAL 
when it comes to moving the people of agriculture. 


° e@ Built for today and ready for tomorrow, 
FARM JOURNAL leads by hundreds of thousands in 
farm family coverage—by more than two million 
dollars in advertising revenue. 


@ Why settle for less? 


what’s complicated about this? 


FARM JOURNAL 


Graham Patterson, Publisher 


Washington Square, Phila. 5, Pa. 


@ Consumer product? Sell the whole Country-Side 
market with the Country-Side Unit—FARM JOURNAL and 
TOWN JouRNAL. Circulation 4,380,000. 
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The Need to Maintain Standards 


There has been a good deal of grousing—and some threats of legal 
action—in connection with the moving of programs on the National 
Broadcasting Co. tv network, as that network makes some major 
realignments of programming. 

No one likes to lose a spot, particularly if he has pioneered in that 
area, and we have no intention of trying to decide who is right and 
who is wrong in any particular instance. But we do believe that NBC 
has exercised a proper concern for its program structure in this in- 
stance, and that any network which does not make program shuffles 
which it is convinced are needed, because it is reluctant to discom- 
mode advertisers, is being extremely short-sighted. 

Even though advertisers pay all the bills which enable stations and 
networks to operate, these organizations would be remiss in their 
duty to the public—and to advertisers and advertising as well—if 
they did not exercise their inherent rights to maintain proper pro- 
gram balance. 

A good many advertisers are also considerably exercised over the 
growing number of tv programs which are network packages, and 
are not at all reluctant to express their indignation over the fact 
that, as they see it, it is considerably easier to get prime time for a 
network presentation than it is for a non-network produced show. 

Regardless of whether this is true or not, it is our belief that here, 
again, it is better for networks to develop their own shows and 
packages (presumably with a proper regard for the interests of the 
viewer as well as the advertiser) than for networks and stations to 
let all sponsored programming follow the whims and desires of ad- 
vertisers. 

Much as we hate to admit it, advertisers, like others, must oc- 
casionally be saved from themselves, and a restraining hand on 
program fare and scheduling is one very effective way to save them 
from themselves in the tv orbit. 

Left completely to their own devices, there is at least a suspicion 
that they might botch up the listener pie enough so that in the long 
run they would hurt all advertising and all advertisers. 


Is This Really Bad, Sir? 


A couple of weeks ago ADVERTISING AGE reported from London a 
“blistering” attack on advertising by a member of the British parlia- 
ment, Henry Usborne of Manchester. He attacked advertising for, 
among other things: 

Making people perpetually dissatisfied; forcing companies to spend 
money to keep up with competitors, and “forever turning luxuries 
into necessities and thereby ensuring that demand is insatiable.” 

Mr. Usborne heads a business which sells oil-fuel furnaces and 
grain dryers. And he says: “I do not want to spend any more of our 
money on advertising. But if newsprint is more plentiful we shall 
have to use more, simply because our competitors will. 

“Moreover, the new medium of commercial television already 
threatens a fresh flood of advertising. Private business would, oddly 
enough, like to have its competitive urge sensibly restrained, but, be- 
ing free, it is difficult to impose a collective self-denying ordinance.” 

Mr. Usborne also objects to “insidious advertising in the ‘have’ 
countries” because it makes the have-not countries realize what they 
are missing and thus engenders a feeling of dissatisfaction. 

The M.P.’s thesis, of course, is that all these things are horrible, 
and quite clearly demonstrate that advertising ought to be re- 
strained. By the strangest of strange twists, however, his argu- 
ments sound to us like an excellent summation of some of the rea- 


ie 


Gladys the beautiful receptio nist 


“Who is he with? Well, | don’t know. He’s here all by himself.’ 


What They're Saying 


Sees Change in Future of | 
Beer Industry Competition | 

Because of their present trend | 
toward uniform price, flavor and_| 
quality, beer brands no longer 
will compete as products. In brew- 
ing industry competition of the 
future, managements will com- 
pete largely through relative su- 
periority of their advertising and 
marketing programs. 

The so-called “premium” idea 
and the “Eastern” and “Western” 
beer qualities of Pacific Coast 
dealers will become meaningless | 
and disappear...While at was! 
once justifiable as effective pric- 
ing and marketing strategy, the 
word “premium” already had been 
dropped in most national adver- 
tising; and it will have little 
“word-of-mouth” value in tav- 
erns and stores sitting, so to speak, 
in the shadow of branch brewer- 
ies. 


—Maurice Atkinson, merchandising 
director, Christiansen Advertising 
Agency, Chicago, speaking at the Na- | 
tional Beer Wholesalers convention 
in San Francisco. 


Venture Money Is the Key | 


We know that consumer pur- 
chasing power is a little higher 
|now than it was at this same time| 
last year. We also know, however, | 
|that a very substantial proportion 
of consumer spending is what is’! 
called “discretionary.” That 
/means it is money which the con- | 
|sumer does not have to spend im-. 
‘mediately for the necessities of 
llife. It is the money which he 
\might spend on a new car, or a 
television set, or to paint his 
home, or in a hundred other ways. 
He can postpone these expendi- 
tures for a month, or a year, or 
even longer, depending on_ his 
_mood. 

It seems clear, therefore, that a 
‘rise in our national prosperity 
depends upon industry’s ability to 
coax this spending power into the 
/market place more rapidly, by of- 
‘fering more attractive products— 
improved models of _ existing) 
|products, or entirely new things 
‘that never existed before in any 
form. 

But before any of these new 
products can be created, someone 


ately, of course, to hire men—the 
men who build the plants, the 
men who build the machines and 
tools, the men who operate the 
machines and tools, the men who 
produce the raw materials which 
go into the product, and the men 
who market and sell the finished 
article. 

And so, in this process, the sav- 


| ings of the investor generate the 
'new purchasing power which en- 


ables consumers to buy the new 
product; and later on—much later 
on, in most cases—the investor, if 
he is lucky, will also share in the 
rewards of the enterprise by re- 
ceiving a dividend check repre- 
senting a small fraction of his or- 
iginal investment. 

Thus the key to this entire pro- 
cess is a ready supply of venture 
capital and the hope of getting a 
dividend. 


—Benjamin F. Fairless, chairman of 


U. S. Steel Corp., at annual meeting’ 


of stockholders, May 3. 


Low Calorie Beers 
Cause a Revolution 

The psychological aspect is most 
important in dieting. If you can 
give a dieting beer drinker some 
of his beloved beverage, even 
when he is on a strict low-calorie 
regimen, you can change a cheat- 
ing dieter into one who will fol- 
low the rules. 


—Bertha M. Garber, New York In- 
stitute of Dietetics, speaking at the 
annual meeting of the New Jersey 
Beverage Distributors Assn. in Atlan- 
tic City. 


Calories in the Limelight 


Today surveys show that con- 
sumers frequently do not under- 
stand or correctly interpret some 
of the key words now appearing 
in some beer advertising. Take the 
words “dry,” “aged,” “light,” “‘mel- 
low,” “real,” etc. Many an expert 
would find himself at a loss to 
clearly define these words in terms 
of beer. 

Must it not be admitted that 
criticism is being leveled at beer 
promotion that stresses “low-cal- 
orie content,” “less sugar,” “non- 
fattening,” etc.? Is there merit to 
the contention that such claims 
present the idea that normally beer 


will increase weight, and that such | 
advertising can turn a_ very) 


Advertising Age, May 17, 1954 


| Rough Proofs 


“You can have $5,000 cash!” ex- 
claims Simoniz, which undoubtedly 
means that under certain favorable 
circumstances you may have. 


It costs ABC more than $10,000 
a day to put the McCarthy-Penta- 
gon battle on television, and some- 
how or other it doesn’t look as if 
it’s getting its money’s worth. 


Agencies should point out to the 
beginners on their staffs that the 
new president of General Foods, 
Charley Mortimer, started his ca- 
reer as an adman. 


* 
“What makes magazines grow?” 
asks a classified advertiser. 
If he has the answers, he’s ready 
to hang out his shingle as a high- 
priced consultant. 


“ 

“The out-of-home listening au- 
dience is no longer strictly a warm 
weather factor.” 

This bit of wisdom is credited to 
Pulse, which may have discovered 
that motorists tune in their favor- 
ite programs all year long. 


o 

Two out of every five nationally 
advertised brands are newcomers 
to advertising ranks, AA reports. 

And like the brash young rookies 
in major league baseball, they’re 
making life interesting for the old- 
timers. 


* 

“Few mine-run ad people who 
try to be whimsical could make 
The New Yorker,’ opines Clyde 
Bedell. 

It’s much easier for whimsy to 
get in print when someone else is 
paying for the space. 


. 
Agencies should forget the 15% 
and charge enough to do a good 
job, suggests Ira Rubel. 
Can they make the clients forget 
the 15%? 
e 


“The boy who is averse to study 
had better skip farming and stick 
to banking or television,” says Suc- 
cessful Farming. 

The programs out Des Moines 
way don’t seem to be coming in so 
good. 


s 
“The Central rolls again,” re- 
ported Fortune, which didn’t think, 
however, that the article should be 
rolled out to Central stockholders 
by the management without its 
permission. 
« 


Perhaps it wasn’t fated to be 
that way, but anyhow it’s worth 
noting that the new president of 
the Lockwood Agency, New York, 
is John H. Topp. 


. 

“Future in present field limited 
by changing consumer trends,” 
says a food marketing executive 
open for a new connection. 

Not even the Optimists’ Club can 
suggest a field not affected by 
changing consumer trends. 


The current battle for first place 
between Chevrolet and Ford can’t 
hope to match Detroit interest in 


sons why advertising is a good thing for an economy—unless, of must invest his savings in the weight-conscious public against all\the battle for first place of the 


course, that economy is composed of business men who would like to 
have their competitive urges sensibly restrained. 


|'These savings are spent immedi- 


plants and facilities.| beer? 
—Editorial in “American Brewer,” 
April, 1954. 


necessary 
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Sourde: Media 


There are only two ways in which a news- the millions of people who have attended Phenomenal Growth in 

paper can be FIRST. It can be the leading Inquirer Charities events... the hundreds of 

medium for advertising in its market, and thousands of dollars Inquirer Charities has DELAWARE VALLEY, 

the above chart sews that one up pretty neatly. given to the needy. U.S.A. 

As for the second factor, you could call it ac - Population up 20% since 1940! Over 
a reciprocal loyalty. For a newspaper, it Thists but one aapect of THE INQUIRE s 4Vs ailllon people new Ove is the 
means taking full responsibility as a citizen multi-faceted participation in the affairs of world's greatest in- 

of the community it serves. For readers it Delaware Valley, U.S.A. It is but one indica- duivielaree ... end 

means loyalty and a warm response to edi- tion that Philadelphians know we have a still the Valley grows: 

torial efforts ... dramatically illustrated by heart, and have taken us to theirs. 5 million population 


estimated by 1960! 


The Philadelphia Bnquiver 


The Voice of Delaware Valley, U.S.A. 


oc tangles Exclusive Advertising Representatives: West Coast Representatives: 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH GEORGE S. DIX FITZPATRICK & CHAMBERLIN FITZPATRICK & CHAMBERLIN 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 1127 Wilshire Boulevard 


Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Michigan 0259 
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Of the total 7-year growth of all four of these magazines, 43% went to 
alone (and with the most voluntary of circulation methods ). 


America’s outstanding business leaders 
consistently vote ‘“‘U.S.News & World Report’’ 


the magazine most useful to them in 


a 


“ur 208,982, 


their work, the magazine in which 


they place the most confidence. 


mi 
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For full information on how 
*“U.S.NEWS & WORLD REPORT” can help 
you realize your 1954 sales objectives, 
call or write our advertising office at 
30 Rockefeller Plaza, New York 20, 
N.Y. Other advertising offices in 


, 
a 
Be 
[ 

' 
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-_* Chicago, St. Louis, San Francisco, 
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SINCE 1946... 
FIELD 


“U.S.News & World Report” 


Based on comparisons of publishers’ statements to the Audit Bureau of Circulations, Jan.-Dec., 1953 vs. Jan.-Dec., 1946 


THAN 675 OOO NET PAID CIRCULATION 


| NOT DUPLICATED BY ANY OTHER MAGAZINE IN THIS FIELD. 
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Doctors Irked by 
Deluge of New Drug 
Products: Shepard 


New York, May 11—Al Shepard, 
executive director of the Institute 
for Research in Mass Motivations, 
told the Pharmaceutical Advertis- 
ing Club here last weekend that 
physicians resent the increasing 
number of new products in the 
drug field. 

Physicians, Mr. Shepard said, re- 
sent having inflicted upon them 
“the misery of choice,” in being 
asked more and more by patients 
to prescribe new drugs as the re- 


How ee Use Photo- Reports 


Illustrated booklet describes how 


Sickles gets pictures and re + 
for Advertisers and Caner 


Send for free copy 
SICKLES 
Photo-Reporting Service 
38 Park Pl., Newark, N. J. 
MArket 2-3966 


sult of extensive consumer adver- 
tising. 

Doctors also resent, Mr. Shepard 
said, the approaches of highly- 
trained detail men from manufac- 
turers because of their aggressive 
and persistent sales pitches. 

He suggested drug manufac- 
turers should take these attitudes 
into consideration in future adver- 
tising and sales promotion. 


Aubrey, Finlay Adds One 
Gaylord Products Inc., Chicago 
maker of Gayla Hold-Bob bobby 
pins, Gayla hair nets and other 
hair styling items, has appointed 
Aubrey, Finlay, Marley & Hodg- 
son, Chicago, to handle its adver- 
tising. Ross Roy Inc., Chicago, is| 
the previous agency. 
Henry Kirkland Named V.P. | 
Henry T. Kirkland, sales and | 
marketing consultant, has joined | 
Haig & Patterson, Detroit and Day- | 
ton, as a v.p. and director in charge 
‘of sales analysis and market re-| 
isearch services. 


‘Home’ Draws $2,000,000 
to Date; Lists 16 Sponsors 

NBC-TV’s new “Home” show 
has attracted more than $2,000,000 
worth of business since its incep- 
tion, George H. Frey, v.p. in charge 
of sales, reports. 

Latest advertiser to join the list 
is H. J. Heinz Co., Pittsburgh, 
which has ordered 78 participa- 
tions at the rate of three a week 
starting in September as the com- 
pany’s first plunge into network 
television. Maxon Inc. is the agen- 
cy. Fifteen other advertisers have 
contracted for multiple participa- 
tions on the hour show during 1954. 


S.F. Agency Re-opens Branch 

Brisacher, Wheeler & Staff, San 
Francisco, has re-opened its South- 
ern California branch office in the 
Taft-Hollingsworth Bldg., Los An- 
geles. Richard Clark, formerly 
media director in the agency’s San 
Francisco headquarters, will man- 
age the new “service”’ office, work- 
ing on the Van Camp account. 


Advertising Age, May 17, 1954 


‘Milwaukee Firm, with No Salesmen., Sells 


Brushes to ‘Introverts’ 


MILWAUKEE, May 11—Would it 
be economic suicide for a company 
to suddenly fire all its salesmen? 
Such a step was taken in 1942 by 
Paul J. Bringe, sales manager of 
the Milwaukee Dustless Brush Co., 
whose company not only survived, 
but prospered. 

Mr. Bringe said there was no 
mystic formula which enabled him 
to increase sales 400% while dis- 
charging his entire sales force of 
125 salesmen—‘just a good, sound 
direct mail advertising campaign.” 

According to Mr. Bringe, he first 
saw the need for some method to 


‘supplement a sales force when war 


clouds gathered. 

“As salesmen and autos became 
scarce, I began experimenting with 
direct mail,” he said. “Results were 
good and dustless brushes were be- 
ing ordered by commercial com- 
panies in all parts of the country. 


Direct mail seemed to lend itself 
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Via Direct Mail 


particularly well to our business 
because we specialize in selling 
‘floor brushes to industrial com- 
panies. 


a “One Saturday I fired the entire 
sales staff, and put ail my eggs in 
one basket—direct mail advertis- 
ing. 

“For three months sales declined, 
but at the end of one year, they 
were up 100%. Sales increased 
400% by 1948. Meanwhile, our 
sales costs dropped at least 30%.” 

Now in 1954, Mr. Bringe is again 
using more direct mail advertising 
than ever before in an effort to 
double his company’s sales. He 
pointed out that at the present 
time, 75% of his sales are made 
{through direct mail and 25% 
through jobbers. Some trade and 
consumer magazine advertising is 
used, but this only takes up a small 
portion of the sales budget. 


e Mr. Bringe believes that the 
success of direct mail advertising 
depends upon the fact that at least 
50% of the population consists of 
introverts. 

“Introverts,” he believes, “like to 
be sold by honest, low pressure ad- 
vertising. There isn’t much glam- 
or in a brush. So we keep send- 
ing the same, low-pressure type 
direct mail advertising to likely 
prospects, and sooner or later they 
buy. 

“Therefore, we appeal to 50% of 
the market (the introverts), and 
as far as I can see, that is as good 
|a percentage as we could get from 
any other form of advertising.” 

Mr. Bringe says there is also a 
great personal satisfaction in sell- 
ing by direct mail. 


s “You appeal to your entire mar- 
ket in all parts of the country at 
the same time. You control the en- 
tire selling effort yourself and the 
thrill of selling belongs solely to 
you.” 

Among the customers which Mr. 
Bringe has obtained through direct 
mail advertising are Aluminum Co. 
of America, General _ Electric, 
Westinghouse, Reynolds Alumin- 
um, United Airlines and Buick. 

Mr. Bringe said too many firms 
use either institutional or high 
pressure direct mail advertising 
and fail to let it do a sound job of 
selling. 


s “Direct mail gives all business a 
great selling tool,” he said. “Busi- 
ness men should make it a primary 
marketing tool in the future. Direct 
mail can move mountains of mer- 
chandise, it can open new markets, 
secure new distributors, new re- 
tailers and can operate with suc- 
cess in any field where personal 
selling is used today. It will not 
eliminate personal selling, but it 
will make personal selling more 
efficient, productive and cut down 
sales costs. Each piece of my com- 
pany’s direct mail, including post- 
age, costs only 3¢ to 6¢. 

“If you think that direct mail 
needs fanfare, stunts, and tricks to 
do the job, then you are under- 
rating it. Make it straight from the 
shoulder, honest and persistent and 
it will sell for you and will sell 
cheaply.” 

Al Herr Advertising Agency, 
Milwaukee, has been handling the 
company’s direct mail program for 
‘the last 15 years. 


Canada Dry Name Collins 

Wilbur M. Collins, v.p. and di- 
rector of Canada Dry, has been 
named president of Canada Dry 
Ltd., Canadian subsidiary, and of 
Canada Dry International, subsidi- 
ary for foreign licensing. Ralph O. 
Nums, assistant general sales man- 
ager, has been named v.p. and gen- 
eral sales manager for company- 
owned beverage operations in the 
United States. 
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“People believe in The American Magazine 
ecause The American Magazine believes in people!” 


i ee 


BASEBALL’S HAT STYLIST . . . Tim 
McAuliffe, one of American Magazine's 
"Interesting People,” has the job of capping 
many of the major leagues’ top stars. 


VANISHING AMERICANS. ..Over 2 mil. 
lion people leave home annually! Why? 
The answers are in one of The American 
Magazine’s audience-holding articles. 


That’s why readers spend more than twice 
the time with The American Magazine 


than with the four other leaders in the General Family Magazine Group. Yes, 
the average reader spends a total of 2 hours and 58 minutes with The American 
Magazine, while the average reading time per copy of four other leaders in the 
General Family Magazine Group is 1 hour and 25 minutes.* Man, that signifies 
interest! Interest in the newsy biographical sketches...in the true-to-life 
stories about American people today... in the do-it-yourself features... in 
the contents that make this magazine typically American. And these stay-with-it 


MAGAZINE 


readers are the kind of responsible people who are responsive to your advertising It moves goods because it moves people! 
message. No wonder the circulation is at an all-time high . . . 2,720,000 copies 

; : ** otmautinn ame 4 
per issue... and growing every month. When you advertise, compare all © The Crowell-Collier Publishing Company, 640 Fifth Avenue, New York 19, N. Y. 
five of the general family publications ... for cost per thousand, r eadership, Publishers of The American Magazine, Collier’s, Woman’s Home Companion, and Collier's Encyclopedia. 


9 ° 1 
reader loyalty. You'll buy American! SGinment’ Stedy, 1963 PORE Ia Te 
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bine). Leslie 


Would you sell motor oil at a perfume counter? 


Nine out of ten women haven't the faintest idea 
what an SAE rating means, To them that’s some 
gobbledegook known only to men. Like belonging 
to the Elks, or something. Or the operation of a car 


engine, the size of a tire, the cells in a battery. 


You'll never see a flock of females frolicking in 


Would you go spear fishing in a 


front of a hardware or sporting goods store window. 
That’s strictly a man’s domain. Men buy in a man’s 
domain. They buy man-products in a man’s atmos- 


phere—like in TRUE, the man’s magazine. 


TRUE is strictly man’s territory. More than that, 
it’s 2,000,000 men’s territory. A rich, fertile area 
for selling anything bought by a man. Tools. Cars, 


parts and accessories. Clothes. Paint. Building 
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wading pool? 


materials. Outboard motors. Fishing and hunting 
equipment. And on and on. 


Take a long, hard look at your media list. Are you 
using books that deliver lots of women? Okay, but 
at what point are you paying for dilution? That’s 
the place where it makes sense to get over on the 
male side of the ledger and give yourself 2,000,000 
more chances to be bought in... 


Accessories courtesy Abercrombie & Fitch Co. 
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THE MAN’S MAGAZINE 
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$10,000,000 Will 
Promote ‘54 Toys. 
Freud Tells Council 


New YorK, May ii—The com- 
bined advertising and publicity 
budgets of the Toy Guidance 
Council Inc. and participating 
manufacturers during 1954 will 
total more than $10,000,000, ac- 
cording to Melvin Freud, president 
of the council. 

Mr. Freud gave this figure at 
a meeting here during which 
advertising and publicity execu- 
tives representing 79 major toy 
manufacturers were given details 
of the council’s $1,300,000 toy pro- 
motion program (AA, Feb. 1). 

Harold Reiss of Friend, Reiss, 
McGlone, the council’s agency, re- 
vealed that the campaign will be 
spearheaded by a total of 520 Jo- 
cally-bought half-hour television 
shows in 40 major markets, be- 
ginning in early September for a 
13-week period. Each of the 104 
toys (they were selected by special 
panels) will be filmed with a 
professional cast. Commercials 
will show eight toys weekly, with 
previsions made for tie-ins by 
local toy stores. 


s The council is also preparing a 
27-minute documentary movie for 
showing by additional tv stations 
and other groups as a public serv- 
ice feature. 

Mrs. Ruth Millard, formerly, 
public relations director for the 
Toy Manufacturers of the USA) 
Inc. and the American Toy In-| 
stitute, has joined the Toy Guid-| 
ance Council as a public relations 
consultant. She recently opened) 
her own public relations firm, 
Ruth Millard & Associates, at 50 
E. 42nd St., New York. 


Modern Hospital Elects Two | 


Modern Hospital Publishing Co.,) 
Chicago publisher of Modern Hos- 
pital, Nation’s Schools and College | 
and University Business, has elect- | 
ed two v.p.s. They are Peter Ball, 
eastern advertising manager, and 
Stanley R. Clague, company sec- 
retary and associate publisher. 


Miss Jones Joins McCarty 
Natalie Reiff Jones, former tv, 
reporter for NBC, has joined Mil- 
burn McCarty Associates, New 
York, as an account executive. 


DAY-GLO 


lasts at least 
twice as long! 


@ Specify new Sunbonded 
DAY-GLO for your 24- 
sheet posters, bus cards, 
outdoor banners, taxi 
posters and other outdoor 
paper or cardboard ad- 
vertising. You'll get twice 
the sunlife of Regular 
DAY-GLO—even under 
blazing summer suns! 


SWITZER BROS., INC. 


FIRST NAME IN FLUORESCENT COLORS 
4732 St. Clair Ave.+Cleveland3,Ohio 
IN CANADA: STANDARD SALES COMPANY 


4097 Modison Avenve, Montreal 28, Quebec 


Medical Ad Service Named 
Occy-Crystine Laboratory, Sal- 


‘isbury, Conn., has named Medical 


Advertising Service, New York, 
to handle publication and direct 
mail promotion to the medical pro- 
fession. 


Pittman Joins Needham, Louis 
Knowles L. Pittman, formerly 
editor and manager of the Ga- 
zette, Galena, Ill., has joined the 
publicity relations staff of Need- 
ham, Louis & Brorby, Chicago. 


Chun-Wong to Mott] & Siteman 

Chun-Wong Inc., Los Angeles, 
has appointed Mottl & Siteman, 
Los Angeles, to handle advertising 
for its Wong’s frozen Chinese 
foods. J. Walter Thompson Co. is 
the previous agency. - 


Hal Levin Joins WTV] 

Hal Levin has joined the sales 
staff of WTVJ, Miami television 
station, as an account executive. 
Mr. Levin formerly was with air 
conditioning companies in Miami. 


Publication Boosts Doody 


Farm & Ranch has promoted 
Dan Doody to manager of its Chi- 
cago office. Mr. Doody will con- 
tinue to represent the publication 
in the Chicago, Detroit and Cleve- 
land area. 


Coffee Bureau Buys Radio 

The Pan American Coffee Bur- 
eau, New York, has joined the 
list of “multi-message” plan spon- 
sors on Mutual. Cunningham & 
Walsh has cleared time for the 
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bureau on “Mickey Spillane Mys- 
tery” and “Official Detective.” 
Another new Mutual sponsor is 
American Chemical Paint Co., 
Ambler, Pa., which has bought 
“Counter-Spy” through Gray & 
Rogers. 


Simpson Electric to Fensholt 
Simpson Electric Co., Chicago 
manufacturer of electrical measur- 
ing instruments, has appointed 
Fensholt Advertising Agency, Chi- 
cago, to handle its advertising. 
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Warren Whiting Joins Agency 

Warren Whiting, formerly ad- 
vertising and sales promotion man- 
ager of Cooper Tire & Rubber 
Co., Findlay, O., has joined the 
copy and contact staff of Meldrum 
& Fewsmith, Cleveland. 


Neptune Leaves Standard Oil 
A. R. Neptune, assistant to the 
manager of the advertising depart- 
ment of Standard Oil Co. of Cali- 
fornia, San Francisco, has retired 


Hecht, ‘Living’ Tie In 


with the May issue of Living For 
Young Homemakers. The store 
will also erect model rooms picto- 
ially treated in 20 pages of the 


Katz Appoints Gross 

Ray Gross has joined the pub- 
lication sales staff of the Chicago | 
cffice of the Katz Agency, pub- iri 


lishers’ representative. He was ‘magazine. 
formerly with Industrial Pub-'| , : 
lishing Co. ‘Modern Weaving to Martin 


| Modern Weaving Corp., Chicago 
/manufacturer of table cloths, 

Hecht Co., Washington depart- place mats, napkins, drapery and 
ment store, will take a total of 51 upholstery fabrics, has appointed 
pages in the three newspapers there | Betsey Ross Martin Associates, 
during May in a promotion called | Chicago, to handle its national 


after 34 years with the company. | “Color, U. S. A.,” thus tying in| publicity and merchandising. 


Lithograph Co. Names Wood 

Merrick Lithograph Co., Cleve- 
land, has appointed Stan Wood, 
free-lance artist, as art director. 
| Mr. Wood, a former art director of 
| Forbes Lithograph Co., will head 
the company’s new art department. 


KSD Names Martin Mullen 

Martin J. Mullen, formerly ad- 
vertising manager of Maritz Sales 
Builders, has been appointed an 
account executive of KSD, St. Lou- 
is radio outlet. 


deep can a dollar dig 


I. takes repeated impact to achieve penetration—in 


a market, too. 


Will the dollars at your disposal dig deep enough? 


They will if you use Collier’s. Big as we’ve grown, we 
can still give you the impact and frequency needed to 
do a real advertising job within your budget. 


With $220,000 for example, you can 


still place 13 


full color pages in Collier’s—and reach more paid 
(not pick-up) readers than the same sum will buy in 


any other mass weekly or biweekly. 


Your production costs, too, are less in Collier’s, since 


no expensive color plates are needed. 


What $220,000 Buys 


: Total Cost per Page 

No. of 4-color Cost Advertising per Thousand 

Pages per Year of Plates Impressions* of Circ. (ABC) 
COLLIER’S . . 13:$216,710). . . None. . . 47,430,630. . . $4.57 
ee 7 ($214,200)... ? . 38,308,060 . . . $5.59 
' eee 11 ($214,555)... ? . 40,896,449 . . . $5.25 
S.E. Post. . . 91$209,790)... ? . 40,195,251 . . . $5.22 


*ABC Circulation, Dec. 31, 1953—times no. of insertions 
Does it make sense to make your dollars dig deeper? 


143 new Collier’s advertisers seem to think so. 


COLLIER’S BOX SCORE 
Circulation (First quarter, 1954) 3,837,000* 
-UP 631,000 OVER FIRST QUARTER LAST YEAR 
Advertising pages per issue (First six months, 1954) 
-UP 64% OVER FIRST SIX MONTHS OF LAST YEAR* 


The big new 


eras S 3 Publishers of Collier's, The American Magazine, Woman 
‘ and Collier’s Encyclopedia 


a Collier's 


. For Impact and Frequency 


* Publisher's Estimate 


The Crowell-Collier Publishing Company, 640 Fifth Avenue, New York 19, N. Y. 
’s Home Companion 


HARRY L. BAUER has been promoted to a 
v.p. and named general manager of the 
Chicago office of McCarty Co. Prior to 
joining the agency in 1952, Mr. Baver 
was advertising manager of Barber-Colman 
Co., Rockford, Ill., electrical manufacturer. 
Charles McKinney has been named associ- 
ate manager of the agency’s Chicago office. 


Packard Names Thomas 

Bernie Thomas, formerly with 
Automotive News, has been ap- 
pointed a staff writer of Packard 
Motor Car Co., Detroit. 


KEEP ABREAST 
THE TIMES ON... 


@ With ACB Newspaper Re- 
search Services you need never 
miss a daily newspaper adver. 
tisement you ought to see, no 
matter where or when it may 
run—in any of the 1,750 U. S. 
dailies! 


The national and local adver- 
tising columns of daily news- 
papers are the great proving 
grounds for new ideas in prod- 
ucts, merchandising plans, and 
new sales approaches. Use ACB 
services to keep abreast the 
times on new and old competi- 
tion ... new products... new 
2opy themes, new uses. 


Executives are invited to send 
for our catalog which outlines 
14 ACB Newspaper Research 
Services. You will be agreeably 
surprised at the modest cost 
for which a service, built to 
your own special needs, can be 
furnished. 


Send for ACB’s Catalog. 48 pages. 
Describes each of ACB’s 14 Research 
Services. Gives many case histories; 
cost of service, or method of estimat- 
ing; complete directory of dailies; 
U. S. Census of retail stores. It’s 
free! Ask for it today. 


ACB reads every advertisement in every daily newspaper 


ACB SERVICE OFFICES 


79 Madison Ave. + New York 16 
18 S. Michigan Ave. ¢ Chicago 3 


20 South Third St. - Columbus 15 
« Memphis 3 
San Francisco 5 


161 Jefferson Ave. 
51 First St. « 


ADVERTISING | 
CHECKING BUREAU. 


Tee Pegg sa as: Sigh Ga aD Woe sang: tom a eee OH a PRRs a . pista, atk: ; a ti ee phe OE age . a eee aa UME, eS yet i mT tae. Sy is + oe ee ie a's. Fade) SPN, eres) iar oy aoe a * +1 ER yan BO bap 2 ee OP ee <phien | | See aes a 
Di eae tee ee Image. UC SR ee a an ag ye ee ietetee oman eminence A foes, Se SF ee ty SC es eye ee 
oer ay rea te a ane “ere? 5 y eee ae eee ae = PR Ser ey Meee AL “s ae payee Im my. : ty ; < <a Sort K = cy 5 i Va Se : : eat mai # : ae, its ; ee au = Rai Sa a es pws eae ne bes: ai « pa Bien shiek aRace PH ike eee are rs ae es ee 
Se MEER ns Pi A th mi ap 2 ter i. ‘ 4 & yh 4 = fg : a ar is <5 Seek i a 4 : ra ates Mee + = é pig tee obs : ree Ta erent eae fens ns 8 It 
OS Sa i es kanye . . A gar iad ; : ‘ s rat 
Evia 2 te’ ah , ; ‘ - . Sous 
Sf ia Ok pees 
oe wes 
\ <i nee ? * ad 
es 2 
ee 
a 
é a 
| ® ch a 
: R Pe : 
rear i! ee ad ee © hPa. 2? we 
ir ais . ‘ iors Se a ee CRs y 
: ramen im oft . ae Piao: 
: Stent | See Fee ae a - 

; ao a , 
= a es Sea ee ce 
ee r ee BRS i 4 Be 
ore Be ys mit RE ae a 
ogee % ais tee? A $i ve 
st Kota pres ae 
eae. oe ae cs ~ ee $e 
et ee = ~ i; ~ ~ he a 

| Awe 
is = + % 
Fr. © 
. . Piel a ae 2. ty 
ras a Rens pei. > , Zs 
; i ae sang PS my ere Cy oie 
a “4 a al Snes. an 
4 aoe me 4 cece Pe 
a 3 rae do 
ee pa eee. ie . > ought hts 
' ot. Co —-_— 
4 4 aah Ae : | ere cee 
¢ i 
= Ne 
Bi are Bie ae 
ree iS 
Perea, ni 
Seley fey ate ois 
Bt al ae 
ees: Gee 
I ee Ba 
i i ae OT as 
Beer os 
Seeds: tensa Sime 
ae mee aus 
re ee eS een 
: - oe 
Peel SN gig ot es aes 
i oo an 
ee ae re 
e.. EF a 
=! nts aes 
: nee . 
A ae Br! x 
: es ve ee Pe 
<TR aks ss 
Na ee is 
oi nge 2 ra Q 
w oe 
ae new, ia 
a aay ave F : é sea 
| pro ° g a 
oe 
ae ca nee new e> pis: + ei 
PF watt. oe: | 
Bes $ wd 
ictal aed ins ee 4 w vse é : Ss ane 
Fie ear we ° e 38 ewe 
2s Siem iA = 
Geers ra ‘ il} hs morio™ eh 
ese 7). ~~“ in rr eee 
: & Bre ceatintoae . et 2 . x i re 
Behe he he) a ‘ ‘ — ae i “ * Beceeatio.” . be BI RS 
is ee jak et ee | fie a .. ae ” et J eee ‘e ‘ } oe 
Tec pa a ar ct fee ve i be etc ee oN pein 
ei reas aM £pk i" ' ¥ mare 8 et A aed 
Beane Biase f oe i. ; op aoe 
~ | a  ra o ot eat StS 3 oS Se on ~ eis “ site 
Ae ela ae ‘ : Re oe . ee tee os. | ne 
Sertaee hele gp cr ’ “ee ‘ Eos e satine, * ae, | pay x. 
AA Re sean a Pee Ss” bade pon Sg 2 
ae eae ~-* oy ee ff. is 
Baigs Sp che — a a ED pace a 
ee. Pe ee ae we = oe i 
Ailes ose el at “Te , gt 
; a | i use Ps aes 7 « im 
rts eS ’ ie" = ' ; | 
sh ae ae ee . ¥ eet Vise Pit 
wit =, ‘ wy rs J a re i o 
at wai ce earaa by ! se 2. Pd ‘ vis , ‘lhe 
ee Tae Sh 5 ¥ ee eT x 
Raat 8 Os a ei 
Er ee eee ns eS ag bab fgaen 
ae ae Ja ee = 
ies ace ‘es 4 . ‘ est 
Stee - Hi es F rl ae 
hier ca f BS @ de 
agen “ i a < ¥ 2 
: ry ee int x oP Ree 
C OP Pe oe 
a aa , ,. ie. 
£ —_ ttl eiosme Sin 
a > = 
Sea 4 ee 
eS EN Ree } il ‘Vas | gee 
Re his irae, hae 7 aon ‘ a 
PSE ie aay Lay : 4 . * 
OY toca +" “* " 
BC oh, Aiea ; : 5. ; . ae 
Pi oe Cwatt aaa ' ™% ' Gera 
Wie Pe ae a sae :" tye. 2 5 ee 
aL ae Pace x Oats ™ > nap < a? its 
ee , \ iis 
as oy ces ~ p) ver 
st > ‘ ; 
a be gr he Wp in. “iggy 
4 " 
| eu ee , 
ie, a de a ae 7 ; 
a Je Pee he 
ston aie Le . a waa aoe" ae Z 
eis se oa Pr eae, oe ee a 
: ie ey . » is 2 aes ‘% gee at, 
Peles 2 ee » pe a pi 
RP bb 4 ‘ ¥ Pay we. Z E 
E } id we 
i ees te nee  cteetieeilike. = 
es , 4 — : : 
Bape =e ay Vina ll F ; Bae ae ’ om, 
= - 2 4 a] . 3 ae 
pes: ee Re go 44 Z" rs ee on "yaa 
Ps Fis ; ee. tig , 
boule e 7 cc Oe % 3 ach 
: A ral et -* * BY ead » a % rie % ‘ ‘ag A seers om 
pti | CA Beet , es gl i gen a : , ie 
ene tal Moa * ; . vane ure 
» eae aa gee te ee ‘ Me 
Ree ptt ee Pa ial Pe o> * aim 
Fa ts a mranis Mal es . ‘2 ; ll Z chet 
wage f ; e y ‘ q e we Ane A is 
Borer MWe ey Sees Re re ieee i ie io a 
en ee fe eee :— a 
al rho ee te is a 
Seip Sai ornare. . Re as eee ts | 
‘i F Te ete hi ey 
7 ae) size 4 
, i? ee 
ee. aie ts : 
. 2 ae ae Po 
oe M i 
ic oll ; 
pina aa ac ote apa 
re , Lo de 2 pee rer ine “ 
= fs Oa Te a ee 1 Thee nae 
a . Lge eRe. Sai 
; Vhe a 
¢ + 
: t re | 
e ee age BT Me S gee’ ae 4 
a aire Rint la eG 


vie ee et ee Pea 
Roe N eevee eh Ta Radin Bee NL eile a. 
* eet Wah hie ethan EEN BNE ied % be 38a. Cy ¥ 

A geet et COSC abe FS Soret ap ler, eer pT Ri Wt ee i te oe 
a “a ir pte tae As eae I SV epeetaa Ca y fe Neate: i. ¥ 1 ete Rae atta iG HES IN 2p eee ete ere ff es 
ae ey x % ¢ EB er, Teal Nee ae ‘ ae Pia ed Ls RR Pie ae fa BO ty ha Seaehes ° en es ary Dan Mg 4 1a he en b ute... “ee 

* * ) ° : ey * Seat del eee os Aa Se ee Nee ee ee, Seg er ptm oe ee ye Sa AT et Wiper me Oe Maer Ds se Ua ee a 
A s , Se a ; Sr BO Tae me eee ey ese ha aah Pram M pel Bae Famed Wiad Se fer en LP wee ees os oe OR Men ee ae 

° vas, bane agian Cee Php soa ae eee tee ee ee es Pe ee ae re TO Ss Wey iets 20 2F ep tie een eS Oe er We 

so ae ’ : pach AE en er ae dal yee, Po armen * oats Neg Slee nes ee Mig (it ae a eek wel atlas See ei i rea at ie eo oy F Aes 
7 : a Mal hae oh Wels Ste obee recs. Peete NERC ICG Perice eM geen OO a ae ae MMe lk Cy oles Mane = Bo ond ae a di 
: : oS oe SEE ay Seg ye Eee a i ee ae Be ath vi co he pnt 
a ge ee 

go: ates ie fasts 

‘ taigemeais «2 oe 

S a ”* ae Np i ME Pg nce ee 

c y | SEE ee : " * pa, os 

Pg 7, . 7 : ua ne) wee pe ot 
- Ee "ies é ie ee Cadi A iil 8 : cia: ; 
: EE ge eae % Pas fo tan eee a : } ee ' ; oe 
~ ics, Bg Mile ay Se Ege cant. ae ae - i: Sa ‘ i 3, yee 
| che * a ag | os ah | ‘ 
e a Se Se > i ee ; ; : ; ; 
fe Sh eR ge es Pos coo nec. 2 elas Pete oe a ee ee (wae eee a 4, — ae *) . ‘ 
f a3 ee oe oe, ee ee eam ee NE ey ae ‘ ; 
i: Retr: eee . edge he go a ee kad 2 jes in ak ane at i aS <r ee ee ar Saget a q ‘i i : 
: eee hay i ae ee EO BR Nia 5 6 eee ee PN aise ter coe! oe x gee He. 
: 1G GM ey Meee. ae oe ea OS i Ri sol Cm ee eae w Be eure a vats a ei! 
a aes no ce iy i i oe ee ig Py iin iy se a ee gS Nt Lh e PE eae si a iets Ba Wate tte! fmt ’ Hee 
be ay ne cena DE: ck ee we . we te ? =. ses es eT ot As P pe ae 5 ee en eg ee eg i mera ai “Heese so Lo : 
i cn. 2 ee ae Ree 7) fo OP “> a Ne oi oe ’ pee sigs hs ay ; Be ss ba ise Bric Ogee Ce. “hee a Sh ge a ae a a : 
: . Let eee a Pugh sy Oe a % aS ee er » Be ea a PP one eis Upee t gem ke hit agate Se ae a ane Pon eS 6 ti ever |e 
a ee ee aes Fit a & . Se me taunt? i, ls ; “e Bes 2 aie eu oe. Peer es Mires Ce Pi eee Ss Spe ee ag TS oe ica airs Eye: oy et ee ee fr ote ee a. |e : 
EO imate st Pa 8 epigit. 8 rpm ie Sos Bet Oe Pe xh —_ \ eee ae eee oR son We ea ee ee Ba Ose eee ea Lic We een at ee yee age A pp eae ee : 
7 > ae ag Sw a Sa. ee Sg. > ee Co ee Sr eee Re a a une: No Sam can aves eeeeig >: y 

: eee, ne ee a ee , SA wee fe Milne ee) be. Se aa 5 Rey. eae eet eee Pee ener em ee MOE nah hea eles Sea Oe A oon ages aS, | yee Poo, 
i; Se ae So eee "Se Pie: . ek =, ee a ee ee he) pear 2S 8 5 ae ee Ph stanky a en ied tite eld a, eee bled aR are bho ed eee ee ae Be Pe a tas ' Uae cena salen 
‘ ee ee he eee ar ~ oe Wee Dic chm. a anmavamee cs ee Sy eee eee ot mee 

tet... ee € Ee me ae ae Lo Oe ee. gars pas a S Jeahd a MC Cl onto = ; Ste eT: Tame ae CP eeaia Orme ae oles. SO TSS i Ses Bg oan Co Neate 
” th oo ieee re” ew’ % oe mee tc a ms ak iti Pg: ‘ ie 5 gi wos he oe same oo ae a Pee gh ae oi Ra basanites ae rel gaa ee Reh eet 
* ee - Ms ee * ae ~~ * ee i Re a a an tow ee ? " St,” ible re | es, * a, Oe i aa Po ee eb BSS Bin i: REE 

: a i b ee ee eee % ‘ aI Bite 295) 0.) Te a asia OnE 1g eer 3 ee ee ie eg. aes oT ig NE tere ag RS, cee apie asin cteky ileosare ca eons ve 
a = “& sy tes No Oe os Cees 2 i aa . aoe Sen a ie Tae I ne ae eae Si, Ce ee re ae 
: Oe ial a Bi ie a ae Mag a RR ieee ess fees ‘ i eee ay ‘ ge ee. ie em a? ee * R es Rae ee ak 23 - 

: eee: ‘ eee” ta ; Pe | Ree" Oe SE eb t a Oa caeeeee ——" on ae Bie ray = eS so Sin Bi Ra ae. Cee 8 ——- 
- .. ape Bae * ey ae, x Re a as oe RT Gets esas “spe s One ae, ‘> a a ae ; er ee , i eS RR ae gr 

a. are f te », ere ae — Ms ee ge UDP oes ie Oe . i lag ae ea . » Bae as * ; & oe sa a * % ee) ge ee rs leas ¥>. 

. a ee Ee Ri , shataiaa ae nap? are Red Same, om ie & Be. oa a i ee 3 oe Pee Ma a Re coamlice a 
% ek 7 a + i at * eae le * ae se ep. ‘ Se SS ee, Shea ie pee ae ok. © Ser ie as >, i ‘ 

: ee a ae ; ie , , . — ee Be eS SO eae hag : ®. 2 ge \* 3 wee ae nee 4 ~S ae ial items. RR bane : aa ce ee a! a : 

7 ae aia * wet Oe ‘ ~ a a ae a le ; ee : ‘ : = tae tt 3. ee eae Bin Sr ee ies 
. iia Seid mm pn ee ee be * % eS, F ie ‘ ae ee Oe en 2 F gd a LER oA Ce Ra tog Set. eae ait BE ee ee a, p 
- hl Cn ” ia Me * ; ‘ . Soe = > cS aie eras: ony: ES ae ae a ee Whee ca. aoe 
vee a as i i, ee, % . #, < a Se ‘ oy he 9 Mi. , Be 3 : Hs oe see _ toy ft Pale oi cg: chee 8 ee? =e a ca 
a erat, SS af. tae > ae ee ees ines et el eb, Ae ey eee Mee a ig Pt ee Oh eee 
mn ee A ee = « See 4 Be Sis ; * Sere ee ean a . ; - z pate, 4. seer i Mae ns ee ee ee os nee: oe ee | el Bert aes ca 
AN tad om PD ge & : Spohn: ei. SS rae i Ng Beg anes Js. Se as ane 9 ag ie LMR eich Sasi 59 
‘ a ate * 5 ct Paes eS Pe = x ‘ oS ne aR = “ ie : Reig . ms on gs me eee a, © ees Pi e — ‘> ee me ayn Gee “y 
ee ig ie’ B eR Ng a Ny al Sf tae neo ee 
lay = Ae “ie Se SR PAS tee : = Re eS ae baa e 
Mi pe a ey  } ats ns = - a a i) as ES Og t ir 
oo" . = ee “i ~ eS Ge SS ee iS a re a en . 
7 mae ~ a x be ¥ ~ * eR eee sw Pe 4 3 See Pe RS  _ fe om - 
. i, oe eae 7, oe ee % a Cee Se. MG, 
a Pees 4 gig oleae *. a ag ; ‘ Bs ‘ eS a pai oe oor Sah, ts ee ee ae + 2 
; : he x * tad * & 56 OR. %. toe Se 2 see Se ‘ di - ss: aR Tink ig + ei : 
i : ae”; a daa, Me a: ; se > *% - wy , d ¢ J i 5 gp bg. TO : 
. eee: - ee ae ily, | he Pie , ‘ Te te ee 2) @ eo ONS: Sie : 
ee oe , 5 Mrs <— Tats ey — a he ict” ; 
> eer , $e ee eo s bei RRS “ : a « ri ¥ a = a m ‘e Ms re oe oe eee en 
‘ : sara. Es % Ye ae ee > ay 4S ets ye Me < — ’ P a 4 be ee % ied see. 
rae ne ee os em Rate. A RX eee 5 es > eS a ie SRR mi, x fe x 
var mee " baie ha 5 é = Pe ye eee Se % . es — =, oe es en. ? 

: 1M Sag ae 5ST Nae s — ° . 3S RE “> ¥ “SS oe ae . cot a Ree: ee ae Sei . ae 

' EE ee _ ee a « $e. ae $i ites’ aa Se —  . kK + — : 
ba ee ee . a ee he _— ia ie. iis. al kal oe rm, ak, ee a ee : ee  % <a 2 ‘ee San 
Stas 9 om ed ge ai ix > % ag 2d & eae ‘ “< 3 ¥ ‘ tte het Be. ss os ae Wada Ray Ss ae . oe ee ee 3 ia ah + 
- ian (ee ae oe Mees, ‘ *% ge Pen 4 ok Se a ae Se Soins, sla: bes, eoAgtiy cleo mz vee ee ee 4 

‘ ee ee ined mo ie iS — ey a oe a ae See ee hii ets ae dare i Nat hig ea lo base isa ee Par ae ; 

“ as “—s hy i “ * es ie. uta gd he * wm) ee. BN ee aan SCS cet oe evo os es it sons i aban dP as aac eas bn A te head ere oe ae © 
ee E ye a ee % NN es SHe xk 3 A ls eRe Cn. as Pes aaa oo i eee. Oy a eee hte SSM ten ee Wey een hae ead cate a Es pean ay ; ‘ 

7 va yh: seh ate oe 8 a ge 4 ia a a8 os ees a Leo Rh ae, hl), 2 eit ae be ai ae: gs are ae ey SNE ial as es : 

3 . oe a ae " te ga 8 “ a 3 3 7S Pai ie +. eee, Pr Beh sot oni ree Bee oy emails he iat Ss i ay ee nad Vest Aes ane pees © 4 ge 3 : sora a Re Dts kia 7 
. “ ya oS og 2, eet, ae ees a cas aa. ee = ee ana er ete ye Ree ee teas ade eee Ce ear. ea ie Dt ee ere i i - 
ee a "Yh a A ee ee Ras Re ga ah. i § fis a Se _*. ee Tye = Rey ys aga one eh 1 Ge ee Sra ae eae ate a : ay st bee eRe: ies oe a eS. Ge rhe Re nin eds haem ee ne 

2S aia te ee she a "ag Re ‘ 4 ee as — ae Soe aya Jeo en eek pea idle gaa tee oe ei cael eee pT: ene ae Se a, a ee ee eee. Pho a ae On ae Caen 2 ee 
‘ ae oy Pe Pe ail ae bo “=, ee ae ~~ aaa Dae Gea i eee a ad : Po areca oy mee Pees ree ie: 2 Hes gan " rg aie Se a beret Sh 3 Sts ae oo Biss sate ia Ek bie 
a Si “* “s a yy ay , : os oe < leg Paka = a A ida lo ame ANE ae on ct AT Ge a iy sen A ee eee ee Te oth 1 aaa res, = | Caren i eer eae Bina 
‘ os Oy RF Se a ae — ge eee Bs Sune) ee | i ty) OR eo a Ce > Ot Soe bees nae a Sa ae “6 a aes ‘ fii SN ae et es 

aM * 2 Cae ae ae ad fet ace gy! ~ ee "Wy ag eee: * ae & Oren eee ee ke tae eta catiewten) sis asd. ere ees Aa ; Sear eas Me Be ee wet ed Bg Se Eee ec eae 
a call ee 4 a bp ee ¢ — eS Nt ee ee " eel - a nr oN ial oe : a Sf Pe nee 
Fr ‘ee SE ta roles x G on < = . > free Meee Toe WME A Iw : = entities eee i EE as ee Jace > a ee Ps, ee % : a foc 
$ EE J gage a ee Fa : ‘5 = ge ae ee at a * ? ; eh has eer ere ‘ 2a yee ee i  caeseale Siete caccacidan ‘aca ae 8 ; “a betes : eat re a a 
et ae * a A ge a nd, Sn aa Seis Set foaee 3 ie e. 4 oa gs ye americas aha pei =A, yest) = aaa ue ese ee as (a Bap <i ania? a anion mee een Saal esas ee eB, RK BF gue ay a By 
: : Rt cates) ; ° Ste bie eas % i ek ae ee eisias ia vga ig eae Re PN Oe et LS NT ing tne ea Wi ee | areata sai. AR Sl ov a eg |. ‘ie om " 

‘ . ° oS ae oS SS COTE Tt Pe RS Ee tt a Ny c= ee ee a Clk 

ee im By. peas ee Mee ana” et, ames mg edie SUC neat ai SPR a Ge AAO 8 Vive te BP eee Gat iter ee aie Pecan Se tart hee Bs Was gee bad id Sean lta, fe 
eo + S ee gs ee oe ae oy et Le Be ae eee See ee es ae BE PERE Mt Rb cc Ma Be Sat Rc es tee Sen ens meet ee I ee ee Joe Raisin, bn ion 
é 2 Re = Ng, Nes Se a re ae caer Rad. ate thes apes Beas bees ue Ns Soe Be Ree ete me ee. iii sa Na ees ti " . ae ae ee ee ea | pee aaa 

i eee + Oe . os i Pre ete Senile: : OS Rin aan ee eee Pere NS OF eB RR Rg: er sects SO RR a 3 euler see aad oe pings oN SN ae COs ee : Aire 

% @ ®, ee SRS ~~ tas ee _ ie : = i a eae! i : oat eee ae. ss roe Pr ene Gee ee BES one Cae a at Le See i . Pei a ee! ko ee ce a Pe ae : ff ee es, 
oe —_ ey oe i fy, een ae ee ee \Seuctig Sosy Oh eee 0 ee Rae Shay oak : : ie Oe Sa Ree hh eae io'y a a, ae * 3 . Koi 
a ’ e nee. oo 3 i ewe a Pres a. Pp tateae c= see gl SN a a ON © SRS eRe sara OC wy : Ss SN ORM ie nee LNs ups eae P Seihs 3°% cama sg L kali 
ne \ ert : ees oa Ps wi ae, Mo ioe aes ie cae ee ee : OO : es See Paces hip Sa he ea +. +e ore en 
: ‘ie Ce » a ney ee hn OU. ae pe neal ceili TOON, OO ae eile ©. x, ig > ante, aaa pei eS Guy Ce as, of Ce ee ae Pe Rh ny ee 
ce we bab.) oa ee oh ~~. __— open * Pee Ce Eat wre pore ee en eee aa ae a oa yf & oe ie 9 ‘fey * a eas Re 
We i lg EE ae Rieter Ss : : a Some es te 2 ea sag a ee tee lege ein Pale? ER ae ee ee PEA ay Abe 22% a 2 ee - St sgn MCE gh tt 
ne eet or es sae ok SS iat dein 3 MPS ccs 8 ryan eel : . As ae eae ee ies Bi. ne sat ic ae ee ots, ae eS Pes r 
a oa z bg aS ae he coe , A 58 So ee ee Pe W nce t Et. ane Pe thy 6 aes en eNotes ge Oe eee ye ne) ee as ps ee ae ‘ j 4 an Che ee 

ee. er. 1 Te SM Bin Se " ba 1? eS ne Si, ed ay, 3 3H baal oe eh a arn 2 + : ate OF, ater hore e : :/ ae . ees ae ak  & oy 4 re ee 
is a ae a ee ie oo % €, 0 Citi oS ore me cede oD ck Sree i ees ny ts Rear rts oe na as Bee ao) aes ey te A e PA ABR aoe fy pelt : ORE ST ices wi, = * = 6h , ete 
. eer 3 my es Re ae en eg rae i ert a a pla Nei A gab erate up co ai cS pala om ey f, i. Se. om he oval aad ree a. ee + a ee ais eee eee cater F q Pee 
 & ‘ i ed Bae ‘pies ee a nr rer pe ie Pe re OE Rr eee ae ures RE oo See see eee, ek — a ss Ore ee ie a , Megas cate § 
hia Pies — et: m : Meee en po Seo eae SS Lae ee meg Bi 4 Sela ees caer We * eas ae ee ee ee bi 5 ii a a | Wt 
_ a “ye Beas es : é ita bch pais aie hte Sie ae ae : Sap eas cer" ia oa Seki, a nwt 4 * - % , | ots 
on ae ‘. eee ee eS oa Bs. Be 2 to a mp 2 ee ee Sa ot _ Ue al Pe my e, ‘ae a Pe ig 
nh S, bib aS , oe e . sf oo i ae My, oe Gee eae _ ae cea ud age a *, ty. ue ieee a ar 
i. . ‘ Le ok, oP ee ae ey i * re aoe tee = re a j . TE a ee gre Ber s g pn erg << ‘ nett tae Ss 
et. ee ae hae 5 Te es *. a... eee, , 
¥ en, et So, Ae &, i, Se ee fe Ro 4 eae x Saber ens Pele or" wae -_— bee es ey tet mk cee. 3 oe | i 
b ag Ree a ak bas oh 3 re ae e554 y Dy tes? se ee rs Sa F S ay . SS 3 ‘ es 
a a % a a nti i ES a se Pee ok ge ete i hy ass. i ite. ge te Me ee. si = cs Mees, ok Sta ie 
sg hk a  e lg sNeimel ta ee ge 5 i ae camer aR. eis. / eaeramae ee eon 
Lo 7. ak. "Ricci ate ie Baths se ENGR Narn 8 ie ce ‘ abe F He. jpaletele¢ eg a iS alien. ll Bs aki ote Ss ae. ae es Oe ae 12 
ne ae ay es _ - ae " . ane pare: et ed ay foe win 3 a gee ; . Bae DM ange he Na oy es oe a Oey Ser aa ig i fe ths 
Ss a :‘%. ; p 4 Spe, % . a , ge oe Ws us oan Bk y ik i mm 
a it oe Ries Mes : ae vi we SS ice ; : owes: Cas a Pk iA ene 3 sd et eg Beatties pt Sar 4 net ¢ 
oe (0S ee e ’ : se Te. Ve ae ee . a p ; a ee og aah ik 7 oe ete laa Be ae % 
Paper oe > Be , et Se $ 3 ; ee ae a = a : — as ae et aa % & f 
te eel is + a es " Soe hn : yer ow: : oe 4 e j eee ake 2 4 ; : 
: ae _ er v3 1, a © ; , bet ct leat Nl Oi 3 oe X ok Ee a i : ‘ ‘scat ai he ee é 
gigi rr. ie aa ‘ Ps a gael et ae, od >" oe ance aE, ee ss ii : o Saal .-: : o ina BEN: — a ea igs 3 ee im 
: BS a Bg OM tee Re a ae tw —— : ee : : oe 0 Fe a MN A as cme ‘ Gee ame: P 2 
4 CS ei a ike ies — ged pa as a rl ‘ ee ae Bs Tah ih i ee Bas Ks r : ieee? ” eed - 
se as A : ee pe a, fu, ee x nal gels - cok: ea oul ss Fei” a ecien 3 fe a i sie Jae ait $ 2 ie, ; fa a we al 8 m = ; 
Be ag al * oe » ¥ rn Maas ed ak Ail Seen ? 2 eee 4 tet yt egies aa aM CNC Li — ors ¥ pet Aieiib nes 
bee Bese es, ae! ¥ ‘Se 3 : . maa. a eee oS : ps i q ee os ae lass ' . ES a ey ea ‘ ee. e te om gee ie 
ce i on a ea fs ar hi -— Pay wt PS ee ee ioe z : > ae q Bais ecole J Vales eS ee _ hres : * ig Pw ET ep . torus b Selig 
a yx Oe eek «aa — ; oes es oe Riel ge : ee aed ee ee oe pice é ae SNe Bo elie @ ,» ae % ye 
Bee sia. OS RE RS pee ca $ > Po. Se pi " * $ Rr nl Roe ean ty 2 4 es eee i ct Be aioe paar | See 5 eas ° ae a, <a So ee oe. Aah : ee 
me ayes ag hee Cog? ip le a ae (asad , ee PD eee eee 4 : 2 Sours : a Ce tee seis eae", ee ee . ' = i an iy Bae’ | or i? siege ay 

be: So OP ee Re ae ae i * % ¢ * a 5 oe ae ee eS Mea soen sm Me iy eS Topiary, oe , i Ray a" bel Pranrien yea seem 
oe eg gle lg Tey 34 —_ " oe Bee Ne ie ro... a pens Py, ee . » ie ee a Me Peta 

Poe ~~ ee 4 es a oe oe ek eee ean Ae eS 4 rm ne aerate gS < ee . : eee. Se Gta geek 
=i ies ghd 5 cae ain ee +o Pte ae <™ fo aa oh ate aig ae Pre) ei ie . a. 4 ee ke pre a ee aes: e, % z= 4 x) P* oe a Ek ene So tgaeee ¥ Pega oer eae 

Re atusile ce - Tene Ne Ss ae a he be aad — fae % ~ ae ae a Ald te). oe ae j 6) ae gle ie alll Re I age, a 3 < Re Be ei ie oe 
Pee eee ON Rs. SSI a. aaa Wee. Cte RE ae MM a el a. pee 2 ae 5. S| es. 

: Saucer see, i Seed a Ries Sagi Be 4 a ioe ek emcee ete (oie alg cae Care See — bai om ss Pe a 4 ei) et Se ell oe cue 
in eS ere er, eS ao 2 , 2 tee ae “ee SM taps an Sr 4 aS oes - eat ee * Bs P ig ie & 4% OR Ee , “Se ee Oy de 
Hi Ri ae ~ & vel ee gi sec in a ba eth. Re iets a te ae Pee — ae » ai ? - Se ie ge CPR. ae «he aerate 

. a, Ve. iy Jey Bete ca a a = ey ee ‘ : ee ee Heit ait eg. a : as ce Se aS ae a ENO 

™ ™. i a eek tank ae Ta. nn ee ee ee i ee Be OMe ‘cle ae Oe oa: ca. ght Oe : 3 Peon: 7 ee ‘ ei arere ce 
is Te ies: 9 a Sa i ue pen . coe eh rh as fe: vets a we : an ek eo ve "a yy ‘$y yw a” es oie a core er 

é) gpl ie, yh & ARS eee Spyies <. ? ~ oe rr ke Be A's «fo eee ts 4 g : ~~, ee ci agin + ee, Tae 
“= es, Sed * Cas oe wy aed a ees . Ee Me 4 ean a gas t aris. ese ie bs : $ 3 ile nna ge ae dias by a Sag a 
Ee ate a aaa Seve ia, te ah, ae a § 7 i ogee E Tole F : ee wee 4 — : : 2 oer, epee ie 5 Py ei Maes 
as! - aieaaes an) ee 1S reg ee se aa aon ee a ae a os Ware Ry ee ae Sg = es ye ee. Ce | ey, ee °, “a > se a pe we) Ci 
ay a Pes ! ’ Sa oo i ae el on ~ 2 oe ee ay oy Eee. Sema 3 a i) a _ oS ee We ’ “a. + Bet See Reg eee 
ee mc. a eo Bg ge es a ee eras. eee ¥ ae tere i eg vets 2.0 Eee e a ae 4 Ts ae: ere >» « il at , we « ee ee — a Sa ae 
sare Peo. tyne gS ee em ee ae Se oie 2 x % ee Tod eee Reet aioe ee 3 P 2 yao es 2 ome % . 3 es 2 eS aa sare j oa 
‘ Vie Seats ae eh CS. - _ eee Se ee Ss fr ae 3 Be te ee gs 4 ee sy ae J 3 cae, ae 

é = : , * 2 ee SME emi ar oo a.) ae toe " a eis ee 

‘ ee 3 Meorren es are s cea Jon. a —_i : ~ b oy Lelia areatiecr a © 

' " > a - “ak, ae 9) Sa 0 eae = ane E a, ‘ ne : cot ata ad 

, * i iz ££ —— hats i ; q he ie ui oS Ss ‘ sf ; “~ . : é oe a oe eee 
¥ ; A a ot —— =—C Bo. ae ie suit 4 : dt S ‘ - ieee { x eet. : 
ll ae * Me, aad ae a 4 et si Bs 4 be - ‘ a ici a ta al 

+e . j Or an F Te, 2% oe i Se ae ne a -— st ee ge eet > = 5 i 2 eae ani: 
nag . ae : ms tT" ~ oe Wh — =. | aa is ig Ge w * - — + ‘ fae” 
he ais . be we oe # ‘ oor as ee oa a ee panes a = Mee * ‘3 eat) ee 

iy x ae : . Pe... a é ‘a ce BE r al 4 +, —, 5 me, 
i ae . ‘ > a ae ple "ad . te. i 7 i Be 5 > 3 ¢ ‘oi NE. eo 

: - Sam , ee oa f id Se BS eticmelieem te See ge 5 a. © . a ee " ? * ee ey ee es ae 
: Be ees: 4 ni - * _ ad » Fa. Ee cas Sas i tt ee. ns! Nah a gee — <i i “gt e - $ e * ipiboans oa ; Be ee 
; oes ‘ & ~ m3 nee en ee ea ca ste ad ce 4 = a . a * Fe a parc Be 
6 le each 2 »; « 4 ll Ores Beer ty Blah iy a Se ee Sa se * , Ec i eS aS * - * ee uae tee tesa) * 4 5 gent 
J a ini - : A Pee < ” ei. 2 Re aes: Se UE bP, “a ee a o i ee “ ee Pe . % a i ‘ r io 
Pe ae ae ieee aes A, a in item Bale a % Nee tg Oe a ‘ er eS , Bales : 

‘ ci. a ars aan pe a ‘4 * ie ie es Sa “ata § be — ie eee : oe ae ¥ % eee Pee. aes te 
vs ee ey hae Bes aha See & dl ee eS y Sg CE ed © ga i. —— ee Mile - aR § hig a ee Beasts) asl 
ok i ges By ei et FESS ., == Seve Pare, rites a Se ee 33 \ Sn = - “ % “ . mee ast ay Beso ae a ce 
=i rat. ha ce aaa a ae ge * o> an ie ay A anaes eee hs. 5 ‘a he a fae” ‘ * Pe ght Oe fs ee : Sri! 4] 
eed gt ae on cote: enn be & ee ey ee ees oes = oe fe ; j att ie: — 2s palaces ee j eee ee Be 
- ole acs aaa OR Se So pont rea o> oe FSi Coeur oie ea Se Oe ia ie ae Me ae RE ee gS. Ci | Paine ogee 
FAs he ey 1S hg ee >on ogee clic cS ana SS, ated oe ae ae # i. is Peer aes kc! 2 ae aa } 

i ccs on Ace ee Be ek eee Be ag a es, SLs erie ah arke bs ec Pub. oy a * pg GEE Mes. ig, a >» = Pete” Oe SERED ne fc ee 
Rah Se eINY alain Se gv aan arene RT grees Mens. oh Oe eas F gee a ee tee of : gs Mees, i te oa | >, ener Es ee ears Seto, ea 
e © adie aa) tea uae es gti Sy aa agree eee hers ig Se ie Pm tiga . ; : me % aa ig | eg es Cee 2 ae oe 
es pies Gag ise SS Poe a eae Boy eee 8 net nea ee ay Seah, “Cae § ie % it ee lO ea ee 7 ae 
i. Oe hot eg ae ie eo ri = Sie es me each a SOP Me Bl ae gt ih ae if 5 Stee, : i £2 Po ees Me, : ie ae ae ieee sae se 
uy ie ens “ iS Seng Be eee cage es P ee. eed Psd Nd . i, ee : ny se he eee 25. Bie : ye Ae Se 
SO ee ca ee oe = paeGe ie ES ee ae eee f Bh eras ¥ x ee site ae —_ i agli aa iE . he ae 
- ef 4 Oeamriar ! We coh te ibs a ths ee Nig OR EP a wate fo Ae Be aa -) ee * o pee i Pen cee terse Raa ie cae oe 
* miei Sp A ee a eee Mien Sa tit ee aaa Fo Ee. ae Fhe itis Ges a am # : AEs elie ar Ric NE las ara ee See gs 
SER Sate soporte ee eee ee Pee Mae ii ae Se ee = 2. Se dened a curt. a See 6 ae 

a er ar wa ee. iene regen ees rae ee eee ic Me are A ea reek Pen i eed 

ey Pe ae : Sa es ae i j ke = ear Brae F a og CR eee aL Seas Re ea 

i ee ney ag a eg Ra 3S #7, wee jt : a a fit: cial lal eae % oS Roadlig: ane ic algae ee Pe ee ee LS SAR mae, 

‘ of ‘ ; : my lad Wee Shigeo, oe Be ae Vs all ees, _ sa a i ; hel a Bt Die ere es |i ia 

es ' De lm econ : Ne a ig fe tet. Geel hs ——n Oa ee Ten De ees os ee aa Ps ie 

i _ Ae; : a ee ke PS % 42 : i oi on - Rah eee ce arc te, 2 La os a hake : 
ay ea i me, + ap ves eee te ae ne bee ze i, nt ei oe at a ee Ei Saages s fet : ‘ = Sane Ss al ai ‘ 
is ecole ° ee sae gts Mtg : ; ¥ ahs Pe 3 ae ee icc ne és a Re * Py ' Deane eae ee. ; ne ii 
ss es Sen, ce oe = ees ieee. f aaa What 3, See ee eden rue Cr nae ae ee Pa aS cits : ia a 5 ; ‘ ae ; ——- : ie 

Le) Cee SAT yin EN iit. ni Ban ad RT Nearer ttt ae ty ar eee ae < oy a eg Eases oa Se en Sg ae . a Smee 3 os sa pe ee 4 ects! \ Baie ets ieee 
? =a a ) ‘ i » the ey See pale Sean Be pane on a LAE Weal” Tice ree) Pg 2 ied. : tel > ERM nary aeale aS He ahah yee 
< a, ; Hei, 2 : Oe eee eae ant Dene us Pace Same ee os a oe, Chi wise 6 Sore eee Rei sh ee ‘ ee, Fp satin et ae aN et SApest ata 

. F z i 7 ae a) ects as i; oh, Oe oe mee Fe a za EN a ah abe 3 < a ee ts: ee ery rN ae 

; F : a is Sopa i 2, Peg sa ia oot Cem ar re Wh Rees i ie riaes te ‘i a oe . ne ore de tai 4 fis 

es salle a ae me, “iid BE gr “dah Na ve ee LE tee ee a , Wi age ‘ nat be i we a : ™ Lees tie Ate ek 

: : ; cae are f ‘ ae ss ieee” ¢ Pee els # tata a. ey ; Een Ma my 

i mel cee Oat, © pees, 2. ; - SE oes Oe a SOs ee e : : i NE ae TER gi : a 

: 5 Pe ei hohe real Xi ; a ie een eae gta ,  « exes ae =e a ye be een ee 
: 7 : 16 sali : ‘ pte ee fF Py a ie ee “ ae pe 2 « 3 > ps ie is ee ES Sy 
es ae Bee eee mer? CO a ae ee 1 ee ec ee 

: ape < Wo aS Tears ee 2 ‘< : sige Rehr Z re ka - A ’ if 4 “idl € e - 5 iam . gus be ‘age — ee Ce ae ‘ whales Ee 

7 ee ea tay Ee ie ee ta ee ORE ae Ke tah okies nod, cee eS whe F ns ee a ae ae ae } a : ve 

: coum pas eo ee ey oon ig a at ce ee Yipee ae On ‘em ‘ oo a ae a ; ‘ai 
‘ nts ray b ee tee Re ee Sy SAP hain dich eR beat Serer ; y ee mG el tA a ; Ct a oy ae ne ey 
| tes , ce Tie et ian a i Vee eae ats cn eee eee on ee ae fa see : eee eee pas mt 
eu oe pepe s'. * jeu ae ‘ fr ce a eae Naas a ea Kamer ind eee en oie ete. 6g ee es “i i ** Po oe ge ae Rae cure?) 
f gaia PS 2 Seer Tae ae 63 rit ee Lave eis iain: See ah EI ae ee mee i eee ctene f~* “Ae a Gane are Gah ore a 4 ee — gk oa a ee 

=e et fe ec on ne rs Bee ar ce one fy, eee Be pe ee 2 ‘ i Hk ean aoe i i We. aw pe ls * ogi Me li eer at eas ot ee ig — 2 tg 7 ; aa 
hoy > ; i fies ; ; « ae ie sNeapet ae, oe " gle id ite 5 RT 3. Saari a a et P : Ree i % . i a me Md it: 
a : : oi. eames ae omer “Gee eee : eS ee et eno aa ae ; Sa rae. Se ei , aa Gea oe a ee! gt. at Pe 
s 6 ipo + P's. : es SES ie esac ete i Rc Pv alioth VM gee : Saeed uso : a tx Sy a Ea re caine ee cues 3 a ae, aie ws ee Bs aaa 
ie Prey a ee be a rw he aa Ane ea yes pioo mee menses ee shee Bn eae e * #; ; vate one &. Saag oer ma : A 3 eS et on ea eed nc < Oe na eg ta ae tite, ee ees 
+ Re - o> nea ev kPa He he Se : ae ss Gaemhane ee ag ig. eae inate wee Teva ge. aaa atone eae ; e: 2 eit ee aeeree fae aed . OE Is a ae Oe, mee Pas Wi ee “%« = eR eae tity oe fe ey are 
- ct Aes ee, \ eal tesa, gellar ae eee a Oh gud thee (i pea «TAREE SP Cea i | aM Ss | ie a NS. | Ae Sis! a , Nee ee ~~ oe 2 aa Re te 
i ee a ay i ei Sag! ee et. eee EN it A 0 ee: ae ae if «ean: Biss ae SS tenn Ae ak a a) a a pape Es 1h, san ie Sesto eres ho oe gp haa . ues ee as = 5 ESay 
: Bi ee ae ec its Slain ete 5 = nt hs Aor Re oe coe Mr seis: eB eNO” 1 a ela ea Pean leery nak © x ae Saige ea Ne a ria nS RL rele ey ay “<P seagiousd ost miiake % 4 “ ' egg Mees aM) 
o : et Bice, Dit ok Male see aac a Te) dees | ey ech Pee on ea Set i uN a roe pee Me et Tear /atey cas ; eer ee eg a oe eae enc ere ae es A Ree ah es apap deed 
: ee a ———— lap aie nitacnieniold* thal a | ee ae ca, ee ge acme pote: SOS Ss — — raw meas 3 

* vee gat epee et Sich aie aia pet ot cen See tie fe, Bde Ss peas ; Be and Re stn es Eee 4 le Pgh gh See pasate as a pe ese | tena at we a eee as bs pacer pero 
“ : ee 7 ok ee : ; bin TA Cameaiilte eS Lat ager ah Ae ae baa oie ew Ei a re. Bese Seer eee MS ANI T3 Eagan coe = eer oe Fee ee eR yh Bede sc INE | nee a he, 
‘ i A ag es +k as eT tae MINER: ald Pea i age ad Sait oN Cs tye ae al Re ag een: wee, eae. ee i ie EP ye ee | ma eeeio! 

; a, : if Aiea sey ess ae Pei ce : ee oe ae Z oe me Uae legit lait a ae i Cae oe ps, Ba aaa ans 8 i : Ute entre = 
i Ath : : ; Se Ot ee 5) at at atl - ms Seer tie, : ‘ a ce \ aoa Sit peed. 3 ? Regie Gi ti, re eae Sle eee ee ie ; “ tpi ale 2 Sy 
J “ye ‘ Sa re tee : aus ea Bs ** oC en re De eee Suge Sei Cone ee mere iL Riemer sc uae ieee oe ' ogee ae cis 

Pee aes) ia ‘ae eee ae aia ae Be ert ane abe | RE, See ae Cs Mee Rie ca aa. > ey a ae 

: vas : r é a het a ae ee He eh le eal i aes oN Oe se A SIE 2a lie Be rte “Yeh: ae eee Ms ae oe ae ae ae ere tr 

} i ae c . ; cg a ees Be a an ree ge ae We Ran wean ee hie Roe ce ee, oy ot, ap Bass et oe Bee at ne hy 

: * : ae, Borer ie ay rie ee a, Ne gd PE ea ie Wiig ot oe ce reer te are Pen aad meee Co re 
i } 4 ‘i nes vee ate ‘ Di a hs. du an ete, SS Mena Gey ee ci ae etal Aas gt 2 aia eee amt Bo hg a ae 

f ‘ a ey 8 : MN a a ; ce : Pee Nee pee rag pee ae EE Sad Sian cy need ie, as mmr 2 Beet Wee 

= ae nl ‘ i ‘ peer oe. ; : ee cm be ee hes ees ? d oak +“ ae 3 ; stapes he ‘Siena Batre co | ee at 

: phe ; a ea 3 ; "a i ap ngs, OS re pa 4 : Me fag ce ae Lok : ace ae 
; ——— ae rey ay mag Mes Be es F SS gl ae ae aR She 
oto Natal . i BER ey” iyi ee I eet ot iy ts Se: ere ae i 
; ; Ee ee OF ap, one ht, bead gece Oi fe $ Sey it , ane 
; ae an Pp ied Pade eo iat sarc elec penile sipite: np : : : 
i oe a gee Trai, “in ae as ‘ne mate ue or, a eee i : 
a “Saag Pi ee hey ag # (are fei Sse os 
‘ F oe a a ; he Pee o- ;e Py ae : | rt 
ae 4 a Peete oes ¢ 
: : er “ - Oe eg he. 846% gpa cm 
é “ id es aah <P See = ie 
; - . : nob, ‘<% ‘ 
 . cert aareenne 
ae Bi . es i 
, Fm gee oo ea ae sf (ee the 
ee ‘ amen aoe: pear 
: ‘ Pi 7 i : ine “ . 2, 
‘ ; re pet) : : “ , — : 
Sane Ce tea a i. 
| GER ; ‘ : P seas oa oe hh Bete Same ee Cee Be in ea beg ee oe ha : see 7 ie s : 
i . vi ce i AS rs pects # os Auman aie A ae ae Oy, el. ee oer Ole ie oes. sie 
ae ‘ ; ‘ ae dos: ee se es Sy ke oe as ae Figen. ; iN hits peas: tees ae f 
Na ie Sah ea ‘ A? Fal : f pew ’ eae ot ng Ege ht 2 . a Cee ee ae ee) ilar a ea: 
: * : F eee Pegs pre i : at 4 es ie lh er aee én ; alias o, A =e 
° Si Re . = et ‘ ee pee Bt ‘ = Z mes : 2 a 
; sf L Potro, ie if a eee e i ye, 2 ig 5 ‘ f Cine ae 

: . wast le | i f ee eae 3: : a a alt i a. . an 
i ’ 4 : ae re ee ot. he fie : : ; ia aces ‘ oe : 

7 a = : a ee ee ries ey le er tak J : j oo = 

hea ‘ \ iain age Ne bate tes © a ‘ 

: aye is ; F . 

3 ‘ : i ‘i om Beye ha mye! me ig A : . 5 te ok 
i 5 ite ROPE ra Pe: i ; + ‘ re: 4 ee es ae ¥ ‘ aes al peor « A 

¢ ve - pe - i i - a a hates <a , Re: a te ig ei a ae ‘ ‘ : Pa ! ? , —* Phos: ea aes: Race fates Se i ee fe ab ae 
CF ae i ‘a : -* $y F rs y : Yaa: rae rf : z : 
Peeling Sag ee, f6 are = ae epee : 3 + at gett. F ore se or . - 7 es ok ? Bat 2 
Pea ae he ks Se PE ay. “ AES ey 
= " ei ie Cie saptg te 


soe oe ee 


— 


if 
h 


NOW ON TELEVISION 
...39 brand new half-hour films 


Thrilling adventure. Mike Waring, The 
Falcon, is an undercover intelligence 
agent for the government. His assign- 
ments take him all over the world—on 
both sides of the Iron Curtain. Wherever 
he goes, The Falcon meets mystery and 
adventure. 


Outstanding production. Exciting for- 
eign backgrounds add to the superb real- 
ism. Inspired production by Hollywood’s 
Harry Joe Brown keeps the action 
trigger-fast! 


A great new star. Charles McGraw, as 
Mike Waring, is the most dynamic person- 
ality on TV since Jack Webb. His pictures 
include “The Killers,” “War Paint,” and 
the soon to be released “The Bridges At 
Toko-Ri.” 


SURE TO BE THE HOTTEST SHOW 
SINCE DRAGNET 


NBC FILM DIVISION 


SERVING ALL SPONSORS...SERVING ALL STATIONS 


Ready-made audience. The Falcon has 
proved popular during nine great years 
on radio for such sponsors as Procter & 
Gamble, General Mills, and Kraft. 


Low cost per thousand. Nielsen says, 
“Mysteries deliver the lowest cost-per- 
thousand in night-time television.”* And 
the best new mystery-adventure show on 
the market is THE FALCON. 
THE FALCON carries with it NBC FILM 
DIVISION’S exclusive merchandising 
package: 

¢ to help bring in every possible 

viewer 


¢ to help bring in every possible 
customer 


For high-flying sales in your market, 
ride with THE FALCON. Call, write or 
wire today. 


*Based on Sept.-Oct. 1953 Nielsen Television Index. 
Evening shows half-hour or longer. 


NBC FILM DIVISION — 30 Rockefeller Plaza, N. Y. 20, N. Y. © Merchandise Mart, Chicago, Ii). 
Sunset & Vine Sts., Hollywood, Calif. © In Canada: RCA Victor, Royal York Hotel, Toronto 
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Columbia Reports Success with Mail Order |WELOTV Goes Off Air 
Record Selling Plan, Seeks Dealer Support 


tion, has stopped telecasting and 


has suspended operations for an 


New York, May 11—Columbia’s| players will be included, etc., are indefinite period. Joe Eaton, presi- 


“Family Record Club” merchan-| questions 


that remain to be 


dising plan (AA, April 12), which| answered. 


got going in some areas before 
dealers were aware of it, will be 
adopted nationally as a dealer 
project if the dealers are inter-| 
ested. 

Tests in Illinois, Indiana and) 
Ohio have indicated that customers 
who accepted Columbia Records’ 
mail order invitation to join the 
club and get a dividend record for 
every three bought are not estab- 
lished record fans. 

“The people who joined the club 
are not those who normally come 
into a store to buy records,” Paul 
Wexler, v.p. in charge of sales for 
the company, said. “We checked 
18 members of the club. Sixteen 
of them had never bought a re- 
cord before; one had bought one 
Arthur Godfrey record and anoth- 
er purchased $10 worth of records 
in 1953.” 


s More than half the people who 
joined the club in Ohio ordered 
equipment to play the new 
speeds—which Columbia takes as 
a further indication that these are 
new record fans. The club plan 
included an offer of a choice of two 
record players at 20% less than 
the local retail price. : 

Mr. Wexler said the test mail- 
ings in the three states were small, 
and did not indicate how many 
club members signed. The com- 
pany plans no more mailings in 
the test area, but will fill the 
orders contracted for under the 
plan by present members only. 

Whether the plan will be ex- 
tended nationally as a dealer con- 
ducted function will depend on the 
dealers, he explained. Columbia 
approached Ohio retailers before 
the club test was started and they 
said they had no desire to par- 
ticipate at that time. 


@ Dealer squawks in the Chicago 
area were created by the news of 
the club merchandising program 


because dealers heard about the 


plan after it was already under 
way through an “oversight,” Mr. 
Wexler said. 

A revised plan whereby the 
dealer will conduct the project 
will be announced in a couple of 
weeks. Just how it will differ from 
the original test formula, whether 
the 20% discount offer on the 


NATION'S LARGEST ‘TRADE TERRITORY 


$80,000,000 
That's the annual payroll to 
the military and civilian person- 
mel at Ft. Bliss, one of the 
Nation's largest military estab- 
lishments, located in El Paso. 


The £1 Paso Times 


An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 


A Scripps-Howard Newspeper 
Evening 


TWO Separate Newspapers 
30 Line BUYS BOTH! - 


| 
| 


Though Columbia is convinced 
there are many customers who 
prefer to buy records by mail, the 
dealer plan will not go into effect 


‘until August at least because sum- 


mer is not considered a good time 
for mail order business. 


‘dent of Mid-America Broadcast- 
‘ing Corp., blamed the move on 
“economics which have beset all 
u.h.f. operators.” Mid-America has 
asked the Federal Communications 
Commission for permision to re- 
tain its right to telecast over Chan- 
nel 21 “if and when it resumes 


operations.” The station began 


, operations last October as an ABC 
‘and DuMont affiliate. WKLO ra- 
dio outlet will continue its opera- 
| tions. 


Joe Cook Joins ‘TV Guide’ 

Joe Cook, formerly sales pro- 
motion manager of KSTP and 
KSTP-TV, St. Paul, has been 
/named advertising sales manager 
‘of the northwest edition of TV 
Guide. Mr. Cook has received 10 
national awards and many minor 
awards for his promotion activi- 
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ties and authored the book, “My 
Friend Mike.” 


Okays Fight Telecasts 

The New York State Athletic 
Commission has given its approval 
to the two-year contract signed 
between the DuMont Television 
|Network and the London Sporting 
‘Club to televise the weekly Mon- 
day night fights frem- Saint 
Nicholas Arena in New York on a 
| 60-station network. DuMont will 
pay $12,150 for each weekly card. 


Low! 


From the findings of Latin America’s most extensive 
media research: 


“A new look at magazines 
serving Latin America’ 


NTIL NOW, advertisers in Latin 

America have had little reliable 

information to aid them in the selection 
of magazines. 


Although individual publications 
have offered data on their own audi- 
ences, never in the past has there been 
an adequate basis for comparing the 
advertising effectiveness of the leading 
Spanish-language magazines. 


To fill this pressing need—to provide 
advertisers with definitive answers to 
their most frequent questions —Selecci- 
ones del Reader's Digest commissioned 


(— 


Latin American 


International Public Opinion Research, 
Inc., to undertake the most extensive 
series of magazine studies ever made 
in Latin America. 


These research findings—from more 
than 10,000 personal interviews in 
seven representative countries—pre- 
sent an accurate, detailed picture of the 
principal Spanish-language magazines, 
both international and local, serving 
Latin America today. 


Now you can compare them — for 
market coverage, audience character- 
istics, advertising readership and cost. 


IPOR audience study in 17 Latin American 


circulations of leading 
International Spanish- 
language magazines 


Total Audience... .....eeeeeeeeee 27% 13% 
Selecciones del Reader's Digest...... 1,087,564 ils edoccesssvectocsaeetoese 30% 16% 
Wis crtc ac aesevveseseoutans 24% 13% 
Life en Espafol. TEETER 250,000 (est.) PES IEEE IE PPO EET ETE 37% 25% 
Mecdnica Popular.....++++++eeeee+ 111,746 Auto Households.....---++++++ees 36% 21% 
Occupation of Household Head— 
WE. 6 KA ch CCC URSDSEHEC COO ROCCES 86,504 Executive or Professional rrr re 36% 21% 


A We 


cities (Based on 4,746 personal interviews) 


Per cen? who read 
second magazine 


Per cent who read 
Selecciones 


y, 


With over four times the circulation of the second place 
magazine, Selecciones del Reader's Digest now offers the 
most complete coverage of Spanish-speaking Latin America 
available through any single advertising medium. 


IPOR found that a single issue of Selecciones was read by 
27% of the population in the cities studied. In addition, 
Selecciones leads all other magazines in penetration among 


the most desirable prospect groups. 
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Lace Maker to Lewis & Gilman 

Quaker Lace Co., Philadelphia 
manufacturer of net curtains, lace 
cloths and hosiery, has appointed 
Lewis & Gilman, Philadelphia, to 
handle its advertising. Hanly, 
Hicks & Montgomery, New York, 
is the previcus agency. 


B-W Footwear to Central 

B-W Footwear Co., Webster, 
Mass., manufacturer of slippers, 
sandals and casual shoes, has ap-)| 
pcinted Central Advertising Serv-' ley 


ice, Boston, to handle its adver-,lers, and Dant Distillery & Dis- the acccunt of Carlin Co., Weth- 
tising and sales promotion. Trade |tributing Corp. His headquarters | ersfield, Conn., 
publications and direct mail will will be at 350 Fifth Ave., New | oil burners. 

be used. 


Schenley Promotes O’Brien 
Edward F. O’Brien, v.p. of Mel- 
'rose Distillers, has been appointed | Hartford, Conn., has appointed | 
to direct state store operations for W. Prelle Co., Hartford, to handle 
‘three of the principal sales af- | advertising and sales promoticn | 
filiates of Schenley Industries. He for 
will take charge of monopoly state Glow, Outdoor Oven Fireplace | Syracuse and Boston agencies, will | 
activities immediately for Schen- 
Melrose Distil- 


Distributors, 


York. 


'Prelle Adds Silent Glow | 
Silent Glow Oil Burner Corp., | 
F. 


| | Smith-Lee Names Bollinger 
Smith-Lee Co., Oneida, N.Y., 
specialist in dairy packaging, has 


ee 


appointed Alfred W. Bollinger 
manager of advertising and mer-| 
_chandising. Mr. Bollinger, former-| 


lly an account executive with) 


its three divisions, Silent 
Co., and Little Red Hen Equip-/| direct an expanded sales promotion 


| ment Co. The agency will resign! program for the parent company 


Le Selecciones del Reader’s Digest 


MEXICO 


297,259 


‘THE WORLD'S MOST WIDELY READ 


_ SPANISH-LANGUAGE MAGAZINE 


PERU-ECUADOR 


Available as a 
separate edition. 


Total 77,549 


16,950 Uruguay. 
75,100 Ecuador 
10,573 Peru 


Selecciones is the only magazine offering a separate edition for each of these major marketing areas! Circulations for a typical month are shown. 


CONSIDER THESE FACTS in planning your Latin American advertising 


SOUTHERN HEMISPHERE 


@ Selecciones has by far the largest circulation and 
audience of any Spanish-language magazine. 


@ IPOR found that Selecciones leads all other maga- 

zines in readership among the higher income groups; 

the better-educated; executives; home and auto owners 
categories of special interest to advertisers. 


@ Selecciones not only reaches more readers in these 
primary prospect groups than the next most popular 
magazine, it does so at far lower cost. 


Personal interviews with 
4,565 dealers, distributors, 
and professional men 


Went ce sheers ouws 


\ 


Selecciones. .....++eeeeee+44+3016 
Life en Espafiol.........++++++1739 
MecGnica Popular........+.... 790 


ssccsccee Fda 17% 
all 


Read regularly 


66% 
38% 
17% 


A separate study of magazine preferences and reading habits 
among eleven categories of dealers, distributors and pro- 
fessional people in six countries revealed that two-thirds of 


them were regular Selecciones readers. 


CARIBBEAN 
Colombia . . . 73,011 Honduras ... 6,807 
Costa Rica . . 12,247 Nicaragua .. 12,375 
NE. 0s 6 a 120,229 Panama.... 8,923 
Dominican Puerto Rico . . 19,325 
Republic .. 7,467 El Salvador . . 10,936 
Guatemala . . 16,500 Venezuela . . 67,213 
Edition Total.......... 355,033 


BRAZIL 


Served by a separate 
Portuguese-language edition— 
Selegdes do Reader's Digest 


380,000 


THE ARGENTINE 
200,000 


@ In Latin America today, only Selecciones offers ad- 
vertisers five separate editions serving logical market 
areas. Thus your advertising can match the distribu- 
tion of your product. 


Let us give you all the details of the surveys referred 
to here. For a complete presentation, ask to see 
“A New Look at Magazines Serving Latin America.” 
Reader’s Digest International Editions, Inc. 
New York ¢ Chicago * Los Angeles 


- ~ 


AUDIENCE DUPLICATION 
INCOME GROUPS 
Read only Read Read only 
Selecciones both Life 
Mesessacecsedeccese te 29% 20% 
Ds civssesescscausscaaee 33% 22% 
cea eas 17% 18% 


As this chart shows, Selecciones del Reader's Digest is read 
by 80% of all A income readers who read either or both 
magazines. Fifty-one per cent of this audience is exclusive 
to Selecciones; only 20% read Life en Espaiol exclusively. 


manufacturer of |{ is 


MERCHANDISER—Dealers who order an 

assortment of lighter accessories get this 

new rack free from Ronson Art Metal Works 

Inc. Fuel, flint and a kit can be displayed 
on the rack. 


and its division, Milwaukee Lace 
Paper Co., producer of specialty 
papers. 


Pick fhe. 
GREENVILLE, S. c. 
Market _ 


money 


Advertisers want circulation within 
the City and Retail Trading Zones, 
where it counts and can pay off. 
The Greenville Newspapers give 
advertisers far more for their 
money in circulation. 


Here’s the comparison: 

DAILY SUNDAY 
GREENVILLE.... 94,533 73,712 
Columbia ..... 80,151 58,477 
Charleston .... 65,633 45,863 


ABC 9-30-53 Net Paid City 
and Trading Zone Circula- 
tion Figures 


The Greenville Market also leads all 
others in South Carolina in Popula- 
tion, Incomes, Retail Sales, Autos & 
Trucks, Wages and Employment. It's 
your first market in South Carolina. 


. £ 


[> eee 
GREENVILLE $x Mons 108 SOUS MONey 
\ 


The Greenville Neus 


GREENVILLE PIEDMONT 
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Freburg Joins Sperry-Boom 

Charles R. Freburg, formerly 
administrative assistant to the 
president in charge of program- 
ming for KWWL and KWWL-TV, 
Waterloo, Ia., has been named 
radio-tv director for Sperry-Boom, 
Davenport, Ia., agency. 


Powell Appoints Dickstein 

Powell Publications (Paint & 
Varnish Production and Modern 
Sanitation), New York, has named 
Sol K. Dickstein, publishers’ con- 
sultant and exec. v.p. of Harold 
Miller Co., to direct its advertising 
and promotion activities. 


1702 W. WASHINGTON, 
- CHICAGO 12 = ILLINOIS 


Lennox to Fulton, Morrissey 
Lennox Furnace Co., Marshall- 
town, Ia., has named Fulton, Mor- 
rissey Co., Chicago, to handle con- 
sumer advertising of heating and 


air conditioning products. Lennox 


consumer advertising has been 
handled since 1949 by Henri, Hurst 
& McDonald, Chicago. Kelly & 
Lamb, Columbus, handles trade 
paper advertising; Cary-Hill, Des 
Moines, directs promotion for ag- 
ricultural products, and MacMan- 
us, John & Adams of Canada, 
Toronto, places all Canadian ad- 
vertising. 


Foley Names Two V. P.s 

Earle S. Steiert, account execu- 
tive, and W. Raymond Barr, direc- 
tor of copy, have been named v.p.s 
of Richard A. Foley Advertising 
Agency, Philadelphia. 


Perris to McCann-Erickson 


Don Perris, formerly on the pro- | “ 


gram staff of WEWS, Cleveland tv 
station, has joined McCann-Erick- 
son, Cleveland. 


Advertising Age, May 17, 1954 


Manhattan Advertising Business May 
‘Strangle Itself,’ Stanford Warns 


HARTFORD, May 11—Alfred Stan- 
ford, former v.p. and advertising 
director of the Herald-Tribune, 
New York, told a Hartford Adver- 
tising Club luncheon last week 
that “the advertising business, as 
it is practiced today in New York, 
is in danger of strangling itself to 
death.” 

One reason for this, he asserted, 
is the over-elaborate mechanics of 
Manhattan advertising. 

“The art of advertising is one of 
communications, and communica- 
tions you must agree have got to be 
a person to person matter.” 

He charged that the business has 
become so far removed from per- 
son-to-person communication that 
we have to employ psychologists 
to get us back to emotional prin- 
ciples that will work.” 

Mr. Stanford is now publisher 


“Probably a big space buyer making sure he remembers the 
Daily Enquirer has the most WOMEN READERS in Cincinnati.” 


LEADS IN CITY ZONE CIRCULATION - NO. 1 WITH WOMEN, TOO. 


For more proof of The Daily Enquirer's preference 
by Cincinnati women write for Special Survey's new 
study “Cincinnati Newspaper Profiles.” It’s one 
more reason why there’s no longer any doubt 
about your basic buy among Cincinnati dailies. 


CITY ZONE CIRCULATION 


Daily Enquirer 133,780 
Times-Star 129,263 
Post 126,215 


Sunday Enquirer 209,504 
Source: A.B.C. Publishers’ Statements, September 30, 1953 


Represented by Moloney, Regan and Schmitt, Inc. 


of the Citizen, Milford, Conn., and 
editor and publisher of Boais. 

“It just isn’t considered safe to 
base decisions that may involve a 
$10,000,000 expenditure in one 
year on such fugitive material as 
one’s impression of how a specific 
fellow down the street, Joe Smith, 
might react,” he said. 

Instead, he continued, agencies 
take probability samples of the 
people in an area being considered, 
construct questionnaires, hire field 
interviewers, tabulate the total re- 
actions by machine. 

They must study readership 
figures, listening habits and store 
audits, and “then advertising is 
safe.” 


e Mr. Stanford asserted that ad- 
vertising produced this way “is di- 
rected at a ghost—the statistical 
man.” 

The “experts of Manhattan,” he 
continued, are also mistaken in 
their evaluation of the media of 
communication, because of their 
addiction to statistics. 

“Twenty-five years ago, in a 
rush for radio, these experts buried 
newspapers,” he said. 

“Today, newspapers are the top 
medium in total dollars of adver- 
tising revenue—over $2.5 billion. 
It would seem that this burial was 
a bit premature.” 


s Mr. Stanford also charged that 
the same “experts” are attempting 
to bury radio in a rush to tv. 

“In spite of the Madison Ave. 
death sentence, in tv homes, the 
radio has not been thrown out. In 
the period of tv’s greatest expan- 
sion, from 1950 to date, at least 
twice as many new radio sets have 
been bought as tv sets,” he pointed 
out. 

The publisher advised the adver- 
tising executives: “The closer you 
are to people, the better off you 
are. There is more to be learned 
about people on the village green 
than over frog legs Provencal in 
Sardi’s restaurant.” 


ABC Adds Nine Members 

Audit Bureau of Circulations has 
added four advertisers, one agency, 
one magazine, one business pub- 
lication and two weekly newspa- 
pers to its membership. They are 
(advertisers), Crown Zellerbach 
Corp., San Francisco; Food Ma- 
chinery & Chemical Corp., San 
Jose; Harper-Wyman Co., Chicago, 
and International Latex Corp., 
New York; (agency) Aylin Adver- 
tising Agency, Houston; (maga- 
zine) High Fidelity, Great Bar- 
rington, Mass.; (business publica- 
tion) Rubber Age, New York; 
(weekly newspapers) Anne Arun- 
del Star, Glen Burnie, Md., and 
Bee-Picayune, Beeville, Tex. 


‘Record,’ ‘Landmark’ Combined 
The Daily Record and the Land- 
mark, Statesville, N. €., have been 
consolidated and henceforth will 
be published as the Statesville Re- 
cord & Landmark. Hitherto, the 
Landmark has been a semi-weekly. 
The two papers were merged be- 
cause publishing both “was too 
much of a load on the staff.” 


Switzer's Names New Agency 

A recently formed agency, Lynch 
& Hart, Clayton, Mo., has been 
named to handle advertising for 
Switzer’s Licorice Co., St. Louis 
maker of Switzer’s Old Fashioned 
licorice twist. Kane Advertising, 
Bloomington, Ill., previously han- 
dled this account. 


Alloy Metal Names Towne 
Alloy Metal Wire Co., a division 
of H. K. Porter Co., Philadelphia, 
has named W. L. Towne Adver- 
tising, New York, to handle its ad- 
vertising. 
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work hand-in-hand when you use 


™ STAR WEERLY 


IN A 


# 


a 


NEW susscnirrion onper FORM ; 


00d Ravertising Age 070 cach we jo 


C13 Years at $6, C2 Years at $5, C1 Year at $3 


(Payment enclosed OC) Bill me (Bill my firm 
Name... 

Firm — ssa 
Oe Be — 
City esas 
But send my ——Zone__State_ 


Home Addeors 


a. 


average WERT Um Besse — 

the largest A.B.C. audited paid circu- 
lation in Canada. This circulation is 
not only verified—it is unduplicated. 


aires oes 


CANADA'S LARGEST READING AUDI- 
ENCE is yours in the Star Weekly*. 
And you get more adult readers than 
with any other publication in Canada. 


(IT'S CANADA'S MOST INTERESTED 
AUDIENCE! 99.3% of Star Weekly 

‘circulation is bought by readers every 
week on a cash basis, only '4 of one 
per cent by subscription. 


@ YOU'RE IN GOOD COMPANY when 
you base your campaign on the Star 
Weekly. The Star Weekly carries 
more advertising for more advertisers 
than any other magazine or week-end 


newspaper in Canada. Results are the 
reason! If results are your No.1 adver- 
tising objective...it pays to put the 
Star Weekly No. 1 on your media list. 


*Write for interesting ‘‘ Audience Study of Canadian 
Week-end Newspapers and Magazines” 


Published at 80 King St. West, Toronto + Montreal Advertising Office: University Tower + U.S. Representatives: Ward-Griffith Company Inc. 
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i @ Michigan is a big ($2,868,866,811) close-by, 
fm | easy-to-ship-to market! It’s not only big already .. . 
but according to recently released U.S. Census Bureau 
| figures, it’s the fastest growing of all Midwest States 
(population up 7.5% in three years.) 


85% of this big, fast-growing state (outside of Wayne 
County and the Upper Peninsula) is in the 8 Booth 
Michigan Newspaper Markets! 2,117,944 people. 628,- 
| 551 homes! Largest owner-occupied home ratio in the 
} country! 


Are your newspaper advertising schedules compet- 
itive in this big, fast-growing Michigan market? 


For specific market information, 
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3-year government figures show 
‘Michigan fastest growing of all 


MIDWEST STATES! 


welte or AH. Kuch Sheldon B. Newman Brice McQuillin 
110 E. 42nd Street 435 N. Michigan Avenue 785 Market Street 
phone= New York 17, New York Chicago 11, Illinois San Francisco 3, California 
Oxford 7-1280 Superior 7-4680 Sutter 1-3401 


Ahh! 


For 40 years, Booth Michigan Newspapers have 
been recognized as top-flight, low-cost, year-in-and- 
year-out volume sales producers for leading national 
advertisers. 


Let a Booth man show you how a real dealer service 
plan can implement your schedule. Call him today! 
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M. Jackman to West-Marquis Los Angeles, to handle its adver-- Maytag Boosts Claire Ely 


M. Jackman & Sons Inc., Los 
Angeles manufacturer of men’s 
apparel, has appointed the fashion 
arts division of West-Marquis, 


'tising. Media will include Gentry, 
The New Yorker, Town & Coun- 
try and Vogue, plus trade publica- 
| tions. 


ce quilly ode mieux 
G0 point de yue vente en 
_ enseignes et réciames. 


*the very best in point-of-sale 
signs and displayers! 


. Lo mejor en anuncios y S : 
exhibiciones que muestran 
el punto-de-venta, 


QHIO ADVERTISING 


DISPLAY COMPANY 
CINCINNATI 2, OHIO & 


| advertising. 


Maytag Co., Newton, Ia., has 
promoted Claire G. Ely, formerly 
manager of product and market 
planning, to general sales man- 
ager, succeeding Verne R. Martin, 
who has retired after 30 years 
with the company. A. B. Murray, 
formerly general service manager, 
has been promoted to manager of 
product and market planning, and 
S. R. Payne, previously manager of 
parts sales and shipping, succeeds 
Mr. Murray as general service 
manager. 


Welsh Resigns from Moore 
John Welsh III has resigned 
from the board of directors and 
as secretary and public relations 
director of Moore & Co., Stam- 
ford, Conn., agency. He has not 
announced his future plans. 


Vertrod Corp. to Nicosia 
Vertrod Corp., New York ma- 


|chinery manufacturer, 


has ap- 
pointed William Nicosia Adver- 
tising, New York, to handle its 


ATLANTIC City, May 11—Adver- 
tisers are guilty of miscasting— 
even more so than Hollywood—in 
the selection of pretty girls to sell 
household products, according to 
Edward Carroll, sales promotion 
manager of Hess Brothers’ Depart- 
ment Store, Allentown, Pa. 

Addressing the annual advertis- 
ing salesmen’s conference of the 
New Jersey Press Assn. in the 
Madison Hotel here last weekend, 
Mr. Carroll said too many adver- 
tisers in this country still insist on 
the premise that ‘“‘a pretty girl will 
sell anything.” 

“Sleepy, seductive models 
shouldn’t be shown in advertising 
art holding pots and pans,” Mr. 
Carroll declared. “The Marjorie 
Main prototype of model belongs 
with the pot and pan ads, while 
the mannequin that looks like 
Marilyn Monroe is just fine in 
bathing suits.” 


He added that “no sincere ad- 


pinpoint your tv audience in the daytime with woai-tv. 


do you sell products to women interested in cooking, 


gardening, interior decorating . . . mothers with 


young children . . . businessmen... kids? on 


woai-tv, top nbe shows and programs featuring well- 


known local personalities are beamed at specific 


daytime audiences. daytime rates are low. 


sales results are high when you sell to prospects 


only. check petry for available adjacencies and 


| participations. 
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Pot and Pan Ads Need Marjorie Main, Not 
Marilyn Monroe, Hess Bros.’ Carroll Says 


vertiser would think of advertising 
a roasting pan for $1.95 and then 
marking it up to $2.95 when the 
customer came into the store shop- 
ping for it. That would be outright 
misrepresentation,”’ he went on. 

“And so is a beautiful, enticing 
Marilyn Monroe-type pictured in 
an ad holding a mop in a typical 
family kitchen scene. The same 
goes for a Marlene Dietrich shown 
struggling over the kitchen range 
or the Ava Gardner counterpart 
wielding a vacuum cleaner. The 
latter role should cast the Spring 
Byington type, definitely!” 

Mr. Carroll said the same holds 
true for menfolk ir advertising 
copy, remarking that “it is foolish 
for advertisers to insist on the 
theory that the ‘tall, dark and 
handsome male model will sell it, 
no matter what the item may be.’ 


# “There is no doubt that Tyrone 
Power, if pictured in an ad, would 
sell more fancy dress shirts than 
our tv friend, Waliy Cox, who in 
his portrayal of ‘Mr. Peepers’ ex- 
udes more of the homespun appeal 
and would be the ideal type to be 
used in newspaper advertising 
heralding the sale of coat sweat- 
ers,” Mr. Carroll asserted. 

“When it comes to modeling 
work pants or lumber jackets for 
the hard-working man, there’s no 
one like the William Bendix type 
in an ad. Shoppers today are solely 
interested in getting the right and 
serviceable type of item at the 
right price, rather than a ‘closed 
eye’ dreamy view of what he or 
she might look like, but doesn’t.” 
Mr. Carroll provided a checklist 
of personalities and the types of 
merchandise their appearances 
suggest as a guide in selecting ad- 
vertising models: 


s Marilyn Monroe got the nod for 
bathing suits, strapless, backless 
evening gowns, negligees, dia- 
monds and costly furs. Mr. Carroll 
wisely cautioned not to put Miss 
Monroe in underwear since she’s 
stated publicly she wears none. 

Marjorie Main drew pots, pans, 
ironing boards, steaming broilers, 
mops and brooms. For June Ally- 
son, sportswear, modern clothes of 
medium price range, fisherman- 
type rainwear combination sets, 
etc. Marlene Dietrich was tabbed 
for minks, high-priced distinctive 
continental-type apparel, sophisti- 
cated hats, long cigazret holders, 
sheer hose, leg stances. Terry 
Moore was listed for college girl 
fashions, and Barbara Stanwyck or 
Katherine Hepburn got tweeds 
and two-piece suits. 


= In masculine advertising, Adolph 
Menjou was ticketed for Homburg 
hats, white gloves, morning and 
evening wear and spats; John 
Wayne for pipes, rugged sports 
jackets; Tony Curtis for fashion- 
plate type clothing, and Andy De- 
vine for work pants, corduroy 
jackets and overalls. 

The conference was attended by 
200 delegates representing 16 daily 
and 25 weekly newspapers in New 
Jersey. Harry B. Adsit of the Pas- 
saic-Clifton Herald News is pres- 
ident of the NJPA and conducted 
the sessions. 


Henri, Hurst Has Oster 

ADVERTISING AGE, in its May 10 
issue, incorrectly stated that 
Klau-Van Pietersom-Dunlap, Mil- 
waukee, handles advertising for 
Oster Mfg. Co., Racine. Henri, 
Hurst & McDonald, Chicago, has 
handled the Oster account since 
February. 


LeVant Leaves B. B. Pen 


Jack LeVant has resigned as 
v.p. and national sales manager 


of B. B. Pen Co., Hollywood, be- 
cause of ill health. 
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Later Closing for 
Classified Ads 


Beginning with the issue 
of May 24, the closing date 
for classified advertising in 
ADVERTISING AGE has been 
changed to five days pre- 
ceding date of issue. 

This means that instead of 
closing 10 days ahead, as 
heretofore, ads for this page 
of AA, “The Advertising 
Market Place,” can be ac- 
cepted until noon, Wednes- 
day, May 19 for the issue of 
May 24. Proofs cannot be 
submitted for display clas- 
sified ads received on that 
day. 

The changes have been 
adopted to increase the value 
of the classified advertising 
columns of AA to readers 
and advertisers. 


Fruit-Flavored Trix, 
New General Mills 
Cereal, Is Launched 


BuFrFALo, May 11—The cereal | 
industry—already premium packed 
and gimmicked—is going to get a 
new kind of cereal to compete with. | 

General Mills, Minneapolis, is, 
introducing in this area a pre-| 
sweetened, fruit-flavored and’ 
fruit-colored breakfast food called. 
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Trix. Color pages in newspapers | 
will launch the new product! 
May 23. 


Newspapers to be used are the | 
Binghamton Press, Buffalo Couri- | 
er-Express, Elmira Telegram, 
Rochester Democrat & Chronicle | 
and Syracuse Herald-American. | 
This is to be followed by half pages | 
and a steady campaign with one- 
third pages using color comics. 


# The newspaper promotion is to, 
be backed with television, includ- | 
ing a special spot campaign, and) 
outdoor advertising. 

The campaign will be aimed at 
the younger set and “delicious 
when eaten as a snack” will be 
one of the themes stressed. 

Trix will expand into the nation- 
al market later, but at what rate 
has not been revealed. 

The cereal is in the form of lit- 
tle puffed corn-balls in raspberry 
red, orange and lemon yellow col- 
ors and flavors. 

Tatham-Laird, Chicago, is han- 
dling the campaign for General 
Mills. 


El-Tronics to Arndt, Preston 


El-Tronics Ine., Philadelphia 
maker of miniature electric organs 
and equipment fcr the detection 
of radioactivity, has appointed 
Arndt, Preston, Chapin, Lamb & 
Keen, Philadelphia, to direct its 
advertising. The agency has ap- 
pointed William Y. E. Rambo, 
formerly in charge of sales pro- 
moticn copy at Ward Wheelock 
Co., Philadelphia, to its public 
relations staff. 


Murray Gross to WCBS Buys Overseas Radio Shows 

Murray Gross, former CBS radio! Colgate-Palmolive Co., New 
spot sales copywriter, has been| York, has purchased 130 radio 
named promotion manger of) programs from Harry S. Goodman 
WCBS, New York. He succeeds Productions for exclusive use in 
Don Foley, who has been named | Thailand. In addition, Colgate has 
director of OBS-owned television optioned Goodman programs for 
stations promotion service. | ae in Iran. 


Elects Calhoun President | Watts, Payne Names Starr 

Edward H. Calhoun, merchan-| Jack Starr, formerly with KCEB, 
dising manager of American Home | Tulsa television station, has joined 
Foods Inc., New York, has been|the television and radio depart- 
elected president of the New York ment of Watts, Payne—Advertis- | 
Merchandising Executives Club. _ ing, Tulsa. 


Hitch Your Sales to a Pony 
And Watch Him Pull for You! / 


are you promoting foods, drug 
, dairy products, candy? Whatever x is. Tie it's 
@ consumer item and children use it too, you'll 
never believe the downright magnetic drawing power 
of a “Give-a-Pony"’ prom: es always 
Dave, and - + will, lead the sales promotion 


— poco. ts, too! You'll see here the 
ultimate in A -- Mc stimulation. 


And a Pony is very inexpensive compared to 
amount of interest you will create with any other 
prize. 

One or a thousand available immediately. 


Get the full story today ... write or phone 


Fashion Club Shetland Pony Sales Co. 


749 Rush St. + Chicago ll, Ill. + DEL. 17-7566 


= 
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the publication ofa_ |"'"" 
new monthly 


magazine 


FACTS ABOUT | 
CONTROL ENGINEERING 


1. What is Control Engineering? 
It is the design of instrumentation and control sys- 
tems for processes and machines through the ap- 
plication of electronic, hydraulic, pneumatic, me- 
chanical or electrical components. 


2. What role does it occupy in industry? 
One of increasing importance to meet the insistent 
demand for more effective data processing in 
business, for greater production efficiency and 
finished products of uniformly high quality. 


3. What industries are prospects for manufacturers 
of automatic controls and instruments? 
Practically every major manufacturing and proc- 
ess industry including chemicals, petroleum, ma- 
chine tools, aviation, textiles and all phases of 
business data processing. 


4. What is the size of the market? 
Estimated purchases of controls and instruments 
by industry in 1953 were $2.6 billion. In addition, 
there is the large, uncharted sales volume for 
components. 


5. Who are the men who make up this market? 
They are engineers and technically trained man- 
agement men with many different titles and work- 
ing in many different industries. 


6. How can you reach this growing market with your 
advertising? 
Through a magazine specifically edited for design 


engineers, process and production engineers, and | 


technically trained management men— covering 
the new developments in systems engineering and 


Control | 


i 
‘ 


w 


wy 


ENGINEERING 


INSTRUMENTATION AND AUTOMATIC CONTROL SYSTEMS s., 


devoted to the design and application of 


Conceived over 10 years ago by McGraw-Hill editors 


Research in the science of feed-back systems during World 
War II brought a new dimension to the art of instrumenta- 
tion and control for business and industrial processes and 
machinery. 


Out of this development a new engineering art —the design 
and application of closed-loop control systems—has grown. 
It can provide a new level of productivity for American 
business and industry. 


Since 1944, McGraw-Hill has been conducting a series of 
market analyses to determine editorial scope, circulation 
and advertising potentials for a magazine serving this field. 
The most recent of these studies, conducted early in 1958, in- 
dicated a strong current need for such a magazine among 
design engineers and technically trained management men 
in a broad range of industries. 


in the electrical, mechanical, electronic and other 


» Components of these systems. That magazine is _ 


. "Control Engineering."' 


—= 5 enthusiastic reception on the part of the men it was designed 


Accordingly, in January, 1954, the first pilot issue of “Con- 
trol Engineering” was published. Field surveys indicated an 
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| announcement of a new magazine captured the imagination and generated the enthusiasm 


of so many technically trained men in industry. 


Here are some of the typical comments re- 
ceived on ‘‘Control Engineering's” Pilot Issue 
published in January of this year: 


‘You have produced an excellent magazine 
that should be well received in one of Ameri- 
ca's fastest growing industries.” 

Instruments Engineer 

Textile Manufacturing Company 


‘Control Engineering will be useful to those 
who make and use instrumentation." 
Production Manager 
Instrument Manufacturing Company 


‘Control Engineering will perform a good serv- 
ice in bringing all the instrument advertising 
together under one cover." 


Engineer 
Manufacturer of Chemical Machinery 


‘‘Control Engineering fills a need and we would 
most certainly be a subscriber." 


Director of Research 
Paint Manufacturing Company 


instrumentation and control systems in business and industry 


to serve. Many letters were also received praising its edito- 
rial scope and usefulness. Strong advertising support was 
voiced by leading manufacturers of instruments and control 
devices. Unsolicited advertising contracts began to arrive in 
the mail. 


FIRST REGULAR ISSUE 


SEPTEMBER, 19 


“eae ; (IN THE MAILS AUGUYT 20) 
First issue will reach 15,000 design and process engineers 


and technically trained management men 


Although the size of the market that can be served by a 
magazine of this type is difficult to determine in advance 
of regular publication, intensive research studies indicate 
that 15,000 is a sound and logical base upon which to build. 


Carefully directed circulation effort, relying on the selec- ( O Nn T rO | 
tivity that can be achieved only by paid subscriptions, will, 
we believe, provide a steadily expanding market of strong ENGINEERING 
interest and value to many advertisers. EASRAAGE amet stRORSEE Contin Tee 


} If you would like further information on Control Engi- 


. ' A McGRAW-HILL PUBLICATION 
neering and its market in relation to your products, please 330 WEST 42nd STREET, NEW YORK 36, NEW YORK 


| contact your nearest McGraw-Hill office. 
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Connery Joins Greetings Inc. 
J. J. Connery, formerly with 


Consumers Don't Believe the Ads They Read, 


Warwick Typographers Inc. St. Motivation Research Conference Concludes 
Louis, has been appcinted sales 


and advertising manager of Greet- 
ings Inc., Joliet, Ill., greeting card 
publisher. 


Bankers Trust to Arnold 
Bankers Discount Trust, Boston, 


ton, to handle its advertising. 


has appointed Arncld & Co., Bos-| 


New Sales Opportunities 
for Fishing Tackle and 


Equipment Manufacturers 


Reaching more than 10,000 key dealers 

(total circulation 12,700) who serve the 

needs of 25,000,000 sport fishermen. 
Write for facts. 
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| Ann ARBOR, MicH., May 11— 
'Next year, perhaps, the University 
of Michigan’s one-day advertising 
/conference will get around to solv- 
,ing the problem stated for this 
year’s conference: “Improving 
|the effectiveness of advertising 
'through new understanding of the 
consumer.” 

| At the kick-off conference last 
Friday, however, the emphasis was 
‘mainly on giving the problem a 
practical re-phrasing, as speaker 
after speaker pointed out to the 
300 assembled admen that “too 
large a percentage of consumers 


don’t believe the advertising they 
read.” 

| Most eloquent of the many calls | 
for “truth and verisimilitude” in- 
|advertising was that by Walter | 
| Weir, v.p. of Donahue & Coe, New 
York, who charged that “the cor- 
ruption of trust in communication 
is a more immediate threat than 
communism.” 


“Only now,” Mr. Weir said, “is 
the profession awakening to the 
fact that the mere printing of a 
statement does not cause people to 
accept and believe it. No matter 
what size type it is set in, unless it 
bears some relation to the reader’s 
own beliefs and experience it gets 
an inward laugh and a quick dis- 
missal.” 

Mr. Weir foresees a “revolution” 
in advertising—‘“a revolution that 
will establish the consumer as an 
intelligent, discriminating  indi- 
vidual; that will see the callous, 
cynical appraisal of the public as 
gullible oafs with 14-year-old 


‘mentalities overthrown. 


“Advertising as communication 
—understandable communication 
—will at long last be understood 
even by admen themselves,” he 
predicted. 


a E. H. (Ed) Weiss, president of 
Wess & Geller, Chicago, extended 


the problem of non-belief to intra- | 
company relations, with a charge, 
that most sales meetings (on 
which, he said, national advertisers 
will spend over $400,000,000 in the 
next year) fail to reach the sales- 
men. 

As a result of “management’s 
failure to understand the real feel- 
ings and emotions of its salesmen,” 
he said, “they often return to their 
territories after a sales meeting 
either confused and bewildered, 
angry and rebellious or possibly 
worse—apathetic and _ uninter- 
ested.” 

Mr. Weiss’s explanation: Most 
sales meetings are a one-way street 
in which management does the 
talking and salesmen do the lis- 
tening. 

“Unfortunately, sales training 
methods seem to be based on the 
ancient and archaic principle of 
child training,” he observed. “They 
assume that the salesmen are eager 
and anxious to learn . . . Manage- 
ment fails to realize that the sales- 
men attend sales meetings full of 
resistance and prejudices built up 


\ putitin 
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Cowmenciat Appear — Press-Scimitar 


“TWO REPRESENTATIVES 
of the Mid-South’s 
GREATEST Sales Force 


these welcomed 


Two Dailies and the South's 


Every weekday (once on Sun- 
day) the doors of the homes 
representing top buying pow- 
er in the nation's eleventh 


wholesale market open to 


Are they working 
for you? 


SCRIPPS- HOWARD NEWSPAPERS 


salesmen. 


Greatest Sunday Newspaper 


Advertising Age, May 17, 1954 


Motivation, Please 

Hand-written sign on the 
Union News Co. siand 
(closed-down) in Ann Ar- 
bor, Mich., train station, 
May 7: 

“Stoffet News: Please don’t 
leave any more papers after 
today. They aren’t selling 
good. 

[Signed]: Ann Arbor Stand 
Mgr.: Phyllis Pitris” 


over a lifetime.” 

As a solution, the Chicago ad- 
man suggested an “each one teach 
one”’ program in which the sales- 
man receives the new advertising 
and promotional story from an- 
other salesman. ‘“Salesmen must be 
made to feel that this material re-" 
flects their own ideas, which their 
company and the advertising agen- 
cy have merely formalized for 
them,” he declared. 


# Pierre Martineau, director of re- 
search for the Chicago Tribune, 
also took some digs at lack of be- 
lievability in advertising, this 
time in the automobile field. 

“Advertising must fit the car 
personality,” he pointed out, be- 
cause “people read believability in 
advertising in terms of their atti- 
tudes toward the car.” 

He cited a recent magazine ad 
which showed a Plymouth in a 
Sun Valley setting. This. got com- 
plete disbelief from readers, he 
said, because “nobody could see a 
Plymouth in that kind of setting. 
Ford or Buick, yes; Plymouth, no.” 

Mr. Martineau pointed up one 
general change in American buyer 
attitudes—the “big recent shift to- 
ward informality and self-indul- 
gence.” 

In the automobile field, he noted 
that “we have moved out of the 
1930’s emphasis on value and econ- 
omy. People now want modernity 
and experimentation; or they want 
individuality, as expressed in MGs, 
Jaguars and Studebakers.” 


® How to reach, not the consumer, 
but the copywriter, was the burden 
of a talk by Miss Alberta Hays, v.p. 
of McCann-Erickson, New York. 

Miss Hays pointed to two ways 
in which motivation study can help 
the copywriter by (1) getting him 
closer to the consumer, and (2) 
narrowing his field—i.e., reducing 
the number of exploratory copy 
trials and presentations needed. 
Then she offered researchers the 
following “limitations” on motiva- 
tion study as a tool for copy- 
writers: 

1. It is not equally fruitful for all 
products. “Please be frank—if 
nothing is revealed by your study, 
say so.” 

2. Motivation studies “tend to 
spread out too much.” The psychol- 
ogist must narrow his findings to 
the one or two most significant. 


fi 


_— 


. 


SCRIPPS - HOW A 


3. Motivation findings are often 
‘too general. “They leave the copy- 
|writer selling, not a brand of 
toothpaste, but toothpaste per se.” 

4. Also, the findings may be so 
Freudianly “basic” that the copy- 
writer can’t use them “within the 
limits of taste.” 

5. Above all, motivation discov- 
eries must be interpreted in terms 
creative people can understand. 
“Most good creative copywriters 
are very simple people,” Miss Hays 
observed. 


Offers Use of Car Abroad 

Auto Europe Inc., New York, 
‘will use space in Holiday, The 
New Yorker, Saturday Review 
/and metropolitan dailies to push 
|the theme “drive through Europe 
/in a new car.” The company places 
/new cars at the disposal of Amer- 
ican travelers abroad, either on a 
rental or purchase basis. Pur- 
chasers of cars may sell them 
back to Auto Europe at pre-ar- 
ranged figures. Fairfax Inc. is the 
agency. 
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CAR RADIO QUEEN—Ingeborg King has 
been named queen of National Car Radio 
Month (May) and accepts a new Motorola 
Volumatic radio from Robert Darnay on 
behalf of Motorola’s Sportsmen Club. 


ICC Anti-Liquor Ad 
Bill Hearing Nears; 
Debate to Be Curbed 


WASHINGTON, May 11—The House 
interstate commerce committee, 
which will soon hold hearings on 
legislation outlawing advertising 
of alcoholic beverages, is asking 
prospective witnesses to cut down 
and consolidate their arguments. 

The committee has set aside 
May 19-21 for the “Dry” bill, but 
it has received so many requests 
for appearances that it recognizes 
it will be difficult for everyone to 
be heard. 

The requests are coming from 
both sides of the issue. Scores of 
individuals have indicated a desire 
to support the bill; an equally 
large number want to oppose it. 

The opposition comes from a 
variety of interests. The advertis- 
ing and media groups have all 
* registered their interest; the wine, 
beer and alcoholic beverage indus- 
try associations want to be heard; 
so do the transportation industries 
and the unions—particularly the 
various locals of the brewery 
workers union. 


® The bill (H. R. 1277) complete- 
ly stops all interstate movement of 
ads for alcoholic beverages and 
covers press, radio, and the mail. 
An identical bill was considered 
by the Senate interstate commerce 
committee in 1947 and 1948. 
Constitutional objections were 
raised and a revised version was 
considered in 1950. A modified 
version, covering only radio, bare- 


Anyone in your office can set perfect 
headlines, body text, with Fototype. 
(A stenographer set this entire ad!) 
Cuts type costs by as much as 90%. 
Use for house organs, catalogs, ads, 
direct mail, brochures—even letter- 
heads! Clean, sharp characters for 
offset, zincs or silk screen reproduc- 
tion. Over 250 type styles and sizes. 
Send for your free copy of Catalog 53. 
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committee in 1952. 


House interstate commerce com- 
mittee chairman, in a letter to pro- 
spective witnesses last week sug- 
gested they file statements for the 
record, and band together for joint 


hours will be available for the 
hearings. 


| NBC, CBS Change Stations 


WABT, WAPI and WAFM (tv, 
am, fm respectively) in Birming- 
ham, Ala., have affiliated with the 
National Broadcasting Co., effec- 
tive July 4. As of that same date 
WBRC will replace WAPI as the 
CBS Radio affiliate in that city. 


Avery-Knodel Appointed 
Avery-Knodel has added four 

more stations to its representative 

list. They are: KIMN, Denver; 


and KXLY-TV, Spokane, Wash. 


ly missed approval by the Senate | 


Charles Wolverton (R., N. J.),| 


presentations whenever possible. | 
He indicated a total of only six 


WSMB, New Orleans, and KXLY | 
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—Here’s your Market— 
100% women subscribers . . . buy, read and use 
The WORKBASKET . . . depend upon its needlework, 
food, flower and garden sections . . . respond to 
WORKBASKET advertising because they believe in 

their favorite magazine. 


NEW YORK 489 Fifth Avewe Fhe WORKBASKET pasadena, cAtir., 234 E. Colo. St. 


BE CHICAGO, 360 N. Michigan Ave. 543 Westport Rd., Kansas City 11, Mo. OELAND, FLA., 202 Conrad Building 
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This is interest 


This is ENTHUSIASM! 


The 


THE 


| On May 11th, The AMERICAN WEEKLY celebrated —with good reason— 


more dramatic format. The good reason:—two years of enthusiastic response 


AMERICAN WEEKLY, 


American Weekly creates ENTHUSIASM” 


the second anniversary of its change to a new, more modern, 


from readers, advertisers, and newspaper publishers 
. .. plus the promise of more to come! 


The 
AmericaNWEEKLY 
as ENTHUSIASM is interest raised to the buying pitch! 


63 VESEY STREET, NEW YORK 7, 
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Ad, Business Press 


Stories Beyond Their Worth: Beirn 


New York, May 11—The hiring 


of California liquor lobbyist 
Arthur H. Samish by the Biow Co. 
to help service the agency’s 


Schenley account has been likened 
to the hiring of a doctor for advice 
on a medical account by F. Ken- 
neth Beirn, president of Biow. 

Mr. Beirn made this comment 
last week at a meeting of the Met- 
ropolitan Advertising Men _ in) 
answer to a question put to him at. 
the conclusion of a formal talk in, 
which he made a strong plea for 
“faith and belief” in America’s 
business future. 

He said that news reports con-| 
cerning the affairs of the convicted | 
liquor lobbyist did not place) 
enough importance on the fact that 
Mr. Samish, due to his connections 
and experience in the field, had an) 
expert’s knowledge about the. 
liquor business in California. As, 
such, it was logical for the agency | 
to hire him. 

e Mr. Beirn said further that “the, 
fact that the advertising trade} 
press doesn’t have a hell of a lot, 
to talk about in one week” was in| 
part responsible for blowing up| 
the story beyond its worth. He) 
added that the “business trade 
press doesn’t have a hell of a lot) 
to talk about” either. | 

He thought the handling of the) 
Samish stories by the press was| 
“practical business” and pointed 
out that he was “not mad” at the) 
advertising or business press. 

Answering a question by an AA. 
reporter as to what effect the Sa-| 
mish case has had on Biow Co.’s, 
relationship with its clients, Mr. | 
Beirn said he would repeat his) 
earlier statements that the only) 
effect has been “distraction from | 
the job at hand.” 

Mr. Samish is free on $10,000 
bail pending appeal of his $40,000) 
fine and three-year jail term for, 
income tax evasion. He was found 
guilty of neglecting to pay taxes 
on some $110,000 he received from | 
Biow Co. (AA, Nov. 2, et seq.). | 


| 
| 
| 


s Other questions put to Mr. 
Beirn by the MAM guests evoked 
the following comments: 

The use of “spectacular” tel- 
evision shows—in the manner of 


A BIG 2-STAT E, 36-COUNTY MARKET 
Greatest 
Retail Market 


between Richmond | 
and Atlanta | 


"EFFECTIVELY COVERED | 
BY ONE NEWSPAPER 


The Largest 
Newspaper 


AT A MILLINE RATE 
AMONG THE LOWEST IN AMERICA. 


bserver 


First in the Carolinas in 
CIRCULATION - ADVERTISING - NEWS CONTENT 


National Representatives: SAWYER-FERGUSON-WALKER CO. 


Charles Antell 
,;example of a successful tv adver- 
| tiser who started out small. 


was cited as an 


Blew Up Samish 


gs Biow Co. does about 65% of its 
| business in television, the agency 
General Foods and Ford—lends president said. 
itself to events of great topical Discussing “phony advertising,” 
news, despite the high cost-per- Mr. Beirn commented: “If you’re 
thousand. 
Regardless of the rising costs of will catch up with you.” 
television, small enterprising ad- In his formal remarks Mr.) 
vertisers will be able to afford and | Beirn said that much of the con-| 
be successful in the medium. cern about America’s’ business 


‘phony enough, the cash customer | 
'and thus lead the pack? 


Advertising Age, May 17, 1954 


future is based on “careless gos-| ‘faith’ has been the theme for 
sip... baseless implication...half- many speeches, but the fact re- 
read headlines and half-listened- mains that it still is the only real 
to-news broadcasts.” answer to our problem.” 
He decried an attitude of “wait-' 
ing to see and to move with the a The distributive system, he said, 
wind,” urging instead a philosophy ‘the force which can impel the 
“based on the exact opposite. How buyer to go out and buy, is failing 
do we work against the wind? to do its job properly, somewhere 
How do we move in a new way along the line. 
_ “We in advertising flatter our- 
“IT personally believe it is a selves that we have reached the 
matter of faith, of belief within pinnacle of perfection. The exact 
one’s self. I know that the word opposite is the truth. American ad- 


SHE BUYS FURNISHINGS, APPLIANCES! Your Brand? 


First in percentage of married women and house- 
wife readers among the ten top circulation maga- 
zines, Family Circle sells women who are brand- 
deciding when they’re equipping their homes! 
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Advertising Age, May 17, 1954 


vertising, as a profession and as 
an art, has not even started really 
to function. There is a little too 
much of ‘stealing from yesterday,’ 


a little too much self-complacency. | 


We are getting so big and success- 
ful that we fall into the trap of 
blaming everyone but ourselves 


for any drop in the consumer mar-| 


ket.” 


sales weapon and the “industrial 


‘ing to provide that 
‘which will compel the consumer to 
a With newspaper readers at an) 
alltime high, radio still a powerful | 
‘that should be the case.” 


revolution” that is television, “this 
is an incredible era for the adver- 
_tising man,” Mr. Beirn said. “Even 
‘Jules Verne would not have dared 


predict anything so fantastic. 

“If there is any failure in the 
American economic system,” he 
added, 
in the advertising profession fail- 
ingredient 


go out and buy. It would be a 
terrible indictment of all of us if 


“it can only be relatively | 


McIntosh to Ketchum, MacLeod 
Thomas H. McIntosh has been, 


appointed an account executive 


in the public relations department 


of Ketchum, MacLeod & Grove, 


Pittsburgh. Mr. McIntosh former- | 
‘users. 


ly was a financial public relations | 
counsel with Reuter & Bragdon. 


A. B. Dick to Harshe-Rotman 


pointed Harshe-Rotman, Chicago’ 


information program on the use of 
duplicating products and processes. 
The program will supplement the 
company’s other instruction serv-| 
ices to business firms, schools, 
churches 


RGR Appoints Slayton 

Slayton, who operated | 
|his own public relations firm in 
A. B. Dick Co., Chicago, has ap- Dallas, has been appointed direc- | 
tor of public relations in the Chi-| 


Fred D. 


and New York, to direct a public! cago office of Ruthrauff & Ryan. 


market to buy— 


TO GET FAMILY CIRCLE: 


SHE BUYS THE FAMILY GROCERIES! Your Brand? 
First in pages of food advertising among all 
monthly magazines, Family Circle pre-sells 
customers of 14 supermarket chains that do 


40% of U.S. chain grocery volume! 


SHE BUYS THE FAMILY CLOTHES! Your Brand? 


Department store merchandise managers and 
buyers know how powerfully Family Circle’s 
fashion pages influence 4,000,000 women. 
Leading retailers promote these fashions. 


Home is where the heart—and job—is for the kind of 
woman who buys Family Circle at the supermarket 
every month. She’s “in business” for her family. ..and since 
she’s known to be the family buyer, Family Circle fits 
right into her life with new ideas on spending her money 
wisely — whether it’s to equip the kitchen, expand 
the attic, or feed, clothe and care for a growing family. 
How good are we at helping housewives do 
their jobs? Family Circle is first in 
percentage of married women and housewives 
... first in percentage of families with 
children, among readers of the ten top 
circulation magazines! 
How good are we at getting results for 
advertisers? For the fourth year, Family Circle 
leads all monthly magazines in pages of food 


and grocery advertising. And during these same 


years, Family Circle has gained 142% 
in non-grocery pages. Put your brand in 
the Family Circle market—with 
4,000,000 in-the-market family buyers! 


SHE BUYS DRUGS, TOILETRIES! Your Brand? 
71% of supermarkets where Family Circle is 
sold stock health and beauty products. 82% of 
readers surveyed also shopped in drug stores 
within two blocks of the supermarket! 


SHES THE BRAND BUYER FOR 4,000,000 FAMILIES ! 


and other duplicating! 


| 


sal MEMBER—Newest honorary member 
| of the Louisville adclub is none other than 
| President Eisenhower, who visited the Ken- 
| tucky city recently. Here, William T. Owens, 
director of public relations, Girdler Co. and 
Tube Turns, and board chairman of the Ad- 
vertising Club of Louisville, presents tke 
with a James M. Sessions painting of the 
D-Day landing on behalf of the adclub. 


Lockheed Sets Canada Drive 
Coincident with the inaugur- 
ation of Super Constellation serv- 


| 
| 


| 


IN 
FAMILY 
CIRCLE 
— youre in 
the market 
to sell! 


ice from Canada to Europe by 
the Trans-Canada Air Lines, 
| Lockheed Aircraft Corp., Bur- 
/bank, Cal., will begin an exten- 
‘sive Canadian campaign _ this 
| month. Drive will break with 
/1,000- line space, followed by fur- 
ther large space ads in both Eng- 
“lish and French newspapers in 
principal Canadian cities. Full 
pages will be used each month in 


_Time- -Canadian. The Los Angeles 


and Mcentreal offices of Foote, 
Cone & Belding have cooperated 
in preparing and placing the cam- 
paign. 


‘Paint Maker to Bob Howe 


Ramcote Products, Chicago 
paint manufacturer, has ap- 
pointed Bob Howe Public Rela- 
tions, Chicago, to handle its pub- 
lic relations and sales promoticn. 
The company is planning to in- 
troduce a new plastic finish in 
hotel, restaurant, shelter, hobby- 
craft, do-it-yourself, marine and 
sports car markets. 


Laughlin Opens Media Office 


Jess M. Laughlin, formerly as- 
sistant manager of Reynolds- 
Fitzgerald, Los Angeles, has 
opened his own office as a media 
representative at 3922 Wilshire 
Blvd., Los Angeles. His first an- 
nounced account is Minute Maga- 
zine. 


NOW 


IT’S OFFICIAL — 


New ABC Rating for 
Appleton-Neenah- 
Menasha 

& 


A corporate city 
market of 58,832— 


The 4th market 
in Wisconsin— 


The 190th in 
the Nation. 


The APPLETON 
Post-CRESCENT 


Appleton - Neenah - Menasha, Wisconsin 
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With High Incomes 


The family incomes of Elks are far 
above average. That’s why these 
fraternal-minded men are exceptional 
prospects. They can and do buy 

more to live better. 


. 
a 
P 


Ail Elks are co-owners 
of The Elks Magazine. 
They welcome it, read it, 
believe in it. The 
effective selling power 
of The Elks Magazine 
‘(js due to the preference 
E these 1,078,590 men 
a give to the products 
| advertised in it. 


. 


L io =a 


MAGAZINE 


New York + Detroit « Chicago « Los Angeles 


CBS-TV Signs Advertisers 
for Murrow and Moore 


Noxzema Chemical Co., Balti- 
more (Sullivan, Stauffer, Colwell 
& Bayles), will alternate as spon- 
sor of “Person to Person,” with 
Edward R. Murrow, starting May 
28 (CBS-TV). At that time the 
current sponsors, American Oil 
Co. in the East, and Hamm Brew- 
ing Co. in the Midwest, will cut 
back to an_ every-other-week 
schedule. 

Meanwhile, Simoniz Co. has 
bought a quarter hour period 
weekly of the “Garry Moore Show” 
on the same network starting June 
1 for a five-week run. Time was 
cleared through Tatham-Laird. 


Sansweet to Pa. Range Boiler 

Samuel Sansweet, formerly pur- | 
chasing agent and sales executive | 
of Raymond Rosen Co., Philadel- 
phia RCA Victor distributor, has 
been named advertising and sales 
promotion manager of the Penn- 
sylvania Range Boiler Co., maker 
of Pennsylvania and Bradford Vi- 
traglas water heaters and the 
Douglas dryer. 


Zarker Advertising Bows 

R. W. (Zig) Zarker, formerly 
v.p. of Grant Advertising, has or- 
ganized Zarker Advertising Co., 
with offices in the Penobscot 
Bldg., Detroit. Mr. Zarker will 
represent four Detroit manufac- 


turers. 


Paint Center Names Agency 
Helge Hultgren Inc., operator 
of a new color styling and paint 
center in San Diego, Cal., has 
named Dan Lawrence Co. of that 
city to handle its advertising. 


eee 


MON. they FRI, 
12:00 Noon - 6:00 P.M. 
SUN. thru SAT. EVE. 
6:00 P.M. - 10:30 P.M. 


Co port shows that, in these doytime counties, : 
"A KWKH reaches 22.3% more people than 


Adjusted to compensate for the fact that Stotion B signed off af $30 P.M. in January ond 6 P.M. i 


SHREVEPORT, LOUISIANA 
‘| ARKANSAS — 
is Mente e = 


Fred Wotkins - 


Getting Personal 


Mrs. Louis Milakovich, of the KBID-TV, Fresno, Cal., staff, is 
now accepting congratulations on the election of her husband as 
mayor of the neighboring city of Dinuba... 

Norman Glenn, editor and publisher of Sponsor, has been made 
an honorary member of the Yale Broadcasting Co., student organi- 
zation at Yale University... 

Stanley G. Breyer, commercial manager of KJBS, San Francisco, 
has been named to direct the advertising and graphic arts division 
of the Jewish Welfare Fund’s 1954 campaign, now under way... 

Larry Wherry and other executives of Wherry, Baker & Tilden 
Inc., which took over the Chicago agency of Sherman & Marquette 
May 1, greeted friends at a cocktail party celebrating the birth of 
the new company at the Drake Hotel May 7... 


Sa 

BURNETT BIRTHDAY—Members of Verne Burnett Associates, New York p.r. counsel, 
celebrate the company’s tenth anniversary with cake and candles. Left to right: 
Margery Link, Alice Buxton, William Case, Mr. and Mrs. Burnett, Arthur Howard 
and Dorothy Ashton. 


Philip G. Lasky, general manager of tv station KPIX, San Fran- 
cisco, has been named by Mayor Elmer E. Robinson to serve on 
the citizens’ committee to support the observance of the city’s 178th 
anniversary on June 29... 

Bill Pond of The American Weekly is general chairman of the 
Boston Lantern Club’s annual golf tournament and dinner, which 
will be held at Wentworth-by-the-Sea, Portsmouth, N. H., June 4 
and 5... 

Mary Edna Busch, v.p. of Emery Advertising Corp., received a 
silver bowl as a token of her election as “Advertising Woman of 
the Year” in Baltimore. The presentation was made by Elsie Kane 
White, president of the Women’s Advertising Club of Baltimore, at 
a combined meeting of the men’s and women’s adclubs on April 
a 


PHOENIX HO—John W. McPherrin, publisher of American Magazine, and Mrs. Mc- 
Pherrin soak up the sun beside the patio pool at the Westward Ho, Phoenix, during 
a recent Arizona vacation. 


When the staff of Horton-Noyes Co., Providence, surprised Fred- 
erick C. Noyes, celebrating 25 years with the advertising agency, 
with a ship model, they were surprised to learn thai, as a youth 
in Vinalhaven, Me., he had helped load the original James A. Web- 
ster. The ship was turned over to her new master by H. W. Gerlach, 
Horton-Noyes account supervisor. Since then Mr. Noyes has sailed 
for Europe with Mrs. Noyes (on a more modern vessel) for an ex- 
tended vacation... 

The talk by Charm editor Helen Valentine before the Washington 
Fashion Group and Adwomen April 28 on legislation discriminating 
against women, so impressed Sen. Jackson (D., Wash.) that he had 
it read into the “Congressional Record” .. . 

The p.r. firm of Dine & Kalmus was considerably shorthanded 
the week of May 3. Missing were Dine & Kalmus—Joseph Dine 
out having an operation, and Allan Kalmus with a strep throat. Both 
are now reported doing well... 

Newest novel by Benton & Bowles radio-tv script writer Gordon 
Webber is “The Far Shore,” published by Little, Brown & Co. last 
month ... Harry C. Isaacs, advertising manager of B.V.D. Co., has 
been named to the 20-man citizens’ advisory committee to the Board 
of Education in Rye, N.Y.... 

Bill McKenna, copy chief of Scheideler, Beck & Werner, is serving 
his third year as publications chairman of Rutgers University’s 
alumni fund... 


Advertising Age, May 17, 1954 
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(ADVERTISEMENT) 


Foresee 100% Increase in Housing; 


In testimony before the House 
Banking and Currency Committee, 
Richard Hughes, President of the 
National Association of Home 
Builders, reported results of stud- 
ies that reveal some startling in- 
dications of housing needs by 1960 
—less than 6 years from today. 
For example, Hughes illustrated 
that: 


1—6,900,000 additional homes 


With Other Construction Keeping Pace 


built that year. And, home build- 
ing in the six years following 
World War II amounted to only 
41% of the total light construction 
dollar volume. 14% of 41% repre- 
sents a pretty slight percentage of 
the total light building field! 
There are many other indica- 
tions, too, that the industry need 
not become unduly alarmed simply 
because project building isn’t 


HOUSING NEEDS 70 1960 


seed HOUSING ane 
HOUSING NEEDED 
SUPPLY | 108 MEW 
| 83 RENAE. OR 
REPLACED 


1950 


1960 


This chart, which makes allowances for normal deterioration and replacement needs, 
was displayed before the House Banking and Currency Committee by Richard 
Hughes, National Association of Home Builders’ President. Illustrating how the 
1950 housing supply of 38.6 million houses compares to the 1960 estimated need 
for 48.5 million, the chart points to a need for the construction of over 19 million 
new homes in the 10 year period. As only about 5 million have been built up till 
now, the chart indicates a need for more than 2 million homes a year, average, 


between now and 1960. 


will be needed for net new fam- 

ily formations by 1960. 

2—Approximately 7 million 

homes are now in a “dilapi- 
dated” condition; and this figure 

is expected to increase to over 9 

million by 1960. 

3—Nearly half of all present 

homes considered habitable are 

deteriorating and need substan- 
tial repair. 

4—The national birth rate 

jumped from 3 million in 1943 to 

four million in 1953. 

5—Family formations, now at a 

750,000 annual rate, will be twice 

that in the 1960’s. 

These facts, said Hughes, have 
convinced the N.A.H.B. that the 
new home construction pace of a 
million units a year during the 
past 8 years needs to be greatly 
increased between now and 1960. 
To further illustrate, he displayed 
the chart reproduced above com- 
paring the housing supply of 1950 
with estimated housing needs by 
1960. 


Practical Builder 
Readers Confident 


Along the same line, Practical 
Builder editors have found their 
builder readers extremely confi- 
dent about their over-all business 
outlook. Mortgage money is easier 
to line up, both for their own needs 
and for their customers; the 
amount of money being spent for 
remodeling and repair, in home 
building as well as in commercial 
and light industrial construction, 
is considerably increased this year; 
and a great many of their post-war 
customers are already buying new 
homes—or are in the market—be- 
cause they’ve outgrown the homes 
purchased after World War II. 


Project Builder's 
Importance Slight 


Contrary to misconceptions held 
by many not too familiar with the 
building industry, the mass project 
builder is, and has been, a rela- 
tively small influence on the total 
light construction industry. In one 
of their best years (1949), for ex- 
ample, the 300 “headline” builders 
of 250-plus homes each, accounted 
for less than 14% of all homes 


what it used to be. For example: 
~(1) Editor Philip Salisbury of 
Sales Management magazine 
points out that 98% of American 
families in 1953 DID NOT move 
into new homes or apartments. 
This emphasizes the point that 
our million-plus output in new 


homes is quite a small figure, 


comparatively. 


(2) In 1950, according to Cen- 
sus figures, almost 14 million 
more people were living in com- 
munities of 25,000 or less than 
did in 1940. This compares to an 
increase of only 5 million living 
in cities of more than 25,000 
population, where the project 
builder customarily operates. 


(3) According to the Depart- 
ment of Labor, 82% of all new 
single family homes built in 1952 
were in places of less than 50,- 
000 population. This is interest- 
ing in view of the fact that 
project builders are known to 
operate principally in Standard 
Metropolitan Areas—which are 
based around cities of greater 
than 50,000 population. 


(4) While 1954 new housing 
starts number just about the 
same as the comparative totals 
for last year, building material 
manufacturers report their vol- 
ume holding up, and many show- 
ing increases of as much as 10% 
to 20% above 1953. Obviously, 
the commercial and light indus- 
trial building, and the remodel- 
ing, modernization and repair 
segments of the industry more 
than make up the difference. 
The project builder, of course, 
does not participate in these 
segments, being interested in 
home building only. 


(5) Walter Hoadley, Armstrong 
Cork economist, estimates that 
the remodeling and repair dollar 
volume for homes alone is at 
least 75% as great as new home 
expenditures. This figure would 
amount to 9 billion dollars for 
1953, instead of the 6 billion, 
plus, reported. If, as Mr. Hoad- 
ley and PB both believe, all “fix 
up” business is similarly under- 
estimated, the presently reported 
11 billion dollar annual volume 
is probably actually much larger. 


Building Is Done 
Where People Live 


Actually, a full understanding of 
the building business can be de- 
veloped from the simple statement 
that “building is done where peo- 
ple live.” For example, consider 
the “Standard Metropolitan Areas” 
now so popularly used as a meas- 
uring device. These areas have now 
been expanded to a point where 
they practically adjoin one another 
in 171 giant areas covering the 
country. Even so, they include only 
56% of our population and 44% of 
our total dwelling units! Churches, 
schools, stores, factories, etec.—and 
the “fix up” and maintenance of 
all this construction—are located 
to serve the people living in these 
houses. Thus, when you measure 
building by the activity in “Stand- 
ard Metropolitan Areas,” you view 
something less than half of the 
total picture. 

This the manufacturer of build- 
products must thoroughly under- 
stand to gauge his selling activities 
accurately, Further, he must guard 
against the popular misconception 
that a “Standard Metropolitan 
Area,” say Chicago for instance, 
has much relation in size to the 
actual city limits—or even the 
“trading area” of the central city. 
The “Chicago S.M.A.,” includes 5 
Illinois counties and 1 Indiana 


(ADVERTISEMENT) 


county. Within it are hundreds of 
places that are neither satellite nor 
suburb, hundreds of villages and 
hamlets, and great areas of farm 
land. As a matter of fact, over 4% 
of the total population living with- 
in all the “S.M.A.’s” in the coun- 
try, live on farms. 

The Standard Metropolitan Area 
is an inaccurate device for meas- 
uring building activity for still an- 
other reason, best illustrated by 
this example: 

(A) In Elgin, Illinois (part of 

the Chicago SMA), virtually all 

of the home building, and the 
church, school, store, small fac- 
tory, etc., building is done by 
local builders. These builders 
buy their materials and tools 
from local dealers; they, or their 
customers, obtain their financing 
through local banks or loan as- 
sociations, they employ local 
laborers and tradesmen. This is 
the building industry frame- 
work within which they’ve op- 
erated for years and years in this 

city of between 30 and 40,000 

population, and the same frame- 

work under which they operated 
in November and December of 

1953, when they erected 27 

houses. 

(B) In Burlington, Iowa (a non- 

metropolitan area), virtually all 

of the building is also done by 


local builders, operating under 
the identical framework as out- 
lined for Elgin, Illinois. In this 
city, also of between 30 and 40,- 
000 population, builders have op- 
erated in the same way for gen- 
erations, and performed in ex- 
actly the same way in November 
and December of 1953, when 
they erected 31 homes. 

The above examples represent 
two very similar population centers 
quite typical of any other ordinary 
city of their size. Yet one is “lost,” 
statistically, within a “Standard 
Metropolitan Area,” and the other 
is regarded as a “Non-Metropoli- 
tan Area.” In both cases, however, 
the local builders—large, small, 
old and new—control the buying 
power that consumes the bulk of 
all the building manufacturers’ 
products sold in each area, 

Thus, it should be clear that 
whatever our national output in 
housing, in remodeling and repair 
volume and in other light construc- 
tion, the bulk of this business must 
come from local builders, building 
locally and buying from their local 
dealers. And these are the builders 
reached best, most often, most 
thoroughly, in the greatest number 
and at the lowest cost, by Practical 
Builder, the only real trade mag- 
azine for builders in the entire 
building industry! 


The thing that makes Practical Builder a great 


buy for advertisers ig something that money can’t buy: 


born of implicit faith in its editorial pages. 


This prestige, in turn, is transmitted to its 


The prestige it enjoys with its readers... prestige 


advertising pages. You can’t measure it with 


millines or slide-rules. You won't find it in Standard 


Rate & Data. It carries no price-tag. 


It costs you nothing. Yet it means everything. 


It is the priceless ingredient that makes 


practical builder... 


poo 08 the 


light construction 


industry 


CINDUSTRIAL PUBLICATIONS, INC. CHICAGO 
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Seattle Brewer and 
Its Agency Get Top 
Puget Sound Award 


SEATTLE, May 11—The Roy S. 
Marshall Award, given for the 
outstanding advertising campaign 
originated in the Puget Sound area, 
was presented last night to Sicks’ 
Seattle Brewing & Malting Co., 
producer of Rainier beer, and to its 
agency, Miller & Co. 

The recognition came as the 
highlight of the seventh annual ad- 
vertising awards presentation un- 
der the auspices of the Advertising 
& Sales Club of Seattle. 

Awards were broken down into 
four types of campaigns—national, 
regional, industrial, and retail. In 
each category campaigns . were 
broken down into three sizes of 
campaigns. 


® The list of advertisers and their 
agencies follows: 

National advertising: More than 
$100,000, Weyerhaeuser Timber 


A TECHNIQUE FOR 
PRODUCING IDEAS 


Where do the moneymaking ideas 
come from—those ideas which 
make success novels, radio and 
television programs, moving pic- 
tures, sales campaigns and busi- 
nesses? 

James Webb Young, one of the 
highest paid idea men in the ad- 
vertising business, set out to an- 
swer this question for his students 
at the University of Chicago. The 
result is a little book which you 
can read in an hour but will re- 
member the rest of your life. 

In the simplest and clearest of 
language Mr. Young has succeeded 
in describing the way the mind 
works in all creative people. He 
gives you the formula which they 
consciously or unconsciously fol- 
low in producing ideas. He shows 
you how to train your mind so 
that idea production is, as he says, 
“as definite as the process by 
which motor cars are produced.” 

Enthusiastically endorsed by 
sales managers, editors, college 
professors and students, poets, ad- 
vertising men, salesmen and busi- 
ness executives who have read 
it. Send for your copy of A 
TECHNIQUE FOR PRODUCING 
IDEAS now. Only $1.25 postpaid. 


ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Gentlemen: 


Please send me on 10-day money- 
back guarantee. . . . copies of “A 
Technique for Producing Ideas.” 


Enclosed is $........ 


ttn ds iased ease ase ces 


are 
ee . Zone.. State.... 


Co., Tacoma, Cole & Weber; $50,- 
000 to $100,000, Washington State 
Advertising Commission, Cole & 
Weber; under $50,000, Seattle-First 
National Bank, Ruthrauff & Ryan. 

Regional advertising: Over 
$100,000, Buchan Baking Co., 
Seattle, Wallace Mackay Co.; $50,- 
000 to $100,000, Pacific Coast Paper 
Mills, Bellingham, Ruthrauff & 
Ryan; under $50,000, Seattle-First 
National Bank, Ruthrauff & Ryan. 

Industrial: $15,000 to $50,000, 
Ederer Engineering Co., Seattle, 
Pearson, Morgan & Pascoe; under 
$15,000, Craftsman Press, Seattle 
(no agency). 

Retail: Over $25,000, Grunbaum 
Furniture Co.; $5,000 to $25,000, 
Frederick & Nelson; under $5,000, 
Frederick & Nelson. 


A special award was made under 
the category of regional campaigns 
to the Seattle Retail Clerks Union 
for a campaign undertaken earlier 
this year to induce retail customers 
to shop earlier in the day (AA, 
March 8). 

The citation indicated that the 
campaign “differed from other en- 
tries in its category in that it was 
not product advertising. It was felt 
that this campaign, built around an 
unusual idea and concept of com- 
munity service, was deserving of a 
special award.” Pacific National 
Advertising Agency handles the 
account. 


Book Publisher Names Weiss 
Exposition Press Inc., New York 
book publisher, has appointed 


Harold Weiss, formerly account 
supervisor and copy chief of I. R. 
Stempel Advertising Agency, New 
York, director of promotion, pub- 
licity and advertising. 


Gannett Buys Two Dailies 
Gannett Co., Rochester, has ac- 
quired full control of two Hudson 
River Valley mewspapers, the 
Newburgh News and Beacon 
News. The company, which here- 
tofore owned 51% of the stock of 
the newspapers, bought the re- 
mainder of the stock from the 
heirs of Mrs. Helen B. Warner. 


‘Esquire’ Jumps Cover Price 

Esquire will boost its cover price 
from 50¢ to 60¢ with the July is- 
sue. 


Advertising Age, May 17, 1954 


Farson, Huff Names Will 

J. Rodney Will, formerly v.p. 
and account executive in the Lou- 
isville office of Mitchell WerBell 
Advertising, has been named an 
account executive in the Louis- 
ville office of Farson, Huff & 
Northlich. 


Six O’Clock Names Quick 


John F. Quick, formerly adver- 
tising director, has been named 
v.p. in charge of advertising by 
Six O’Clock Foods Inc., New York. 


WIST Names Sawyer S. M. 
Thomas B. Sawyer, previously 
president of WSSB, Durham, 
N. C., has been named local sales 
manager of WIST, Charlotte, N. C. 


dupont. 


For the first time anywhere in Radio, a group of 
stations represented by NBC Spot Sales offer full-scale, 
local community service announcements for listeners 

to live by... for advertisers to sell by. 


1 4 
— 


Virtually every vital service that people need and want 
is now broadcast on a regularly scheduled basis. 
To acquaint listeners with the exact times of broadcasts, 
these stations have printed and distributed over 
5 million pocket-size service time-tables to the people 
in their service areas. (Send for one and see how 
your product can use these cards for merchandising.) 


Advertisers can now do a better selling job by 
identifying their products or services with specific, 
related community services. Now, your product can be 
related with those services that Radio does best 

and at extremely low cost. For instance: 


Farm Service announcements in a midwest market 
deliver over 4 million weekly impressions at only 
38 cents per thousand. 


Commuter Train Service in another major market... 


over a million listener impressions each week .. . 


at 44 cents per thousand. 


Weather and Traffic spots in a third market... 
over a million and a half listener impressions 
weekly ... 35 cents per thousand. 


To saturate markets covering almost 14 the nation’s 
retail sales with service announcements that people are 
already living by, call your NBC Spot Salesman. 
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Milloy Opens Branch, Adds 1 
Milloy Advertising, Washington, 

has opened a branch office in 

Philadelphia. The agency has been 


appointed to handle advertising | 


for General Electric Appliance Co., 
Philadelphia. 


Neuweiler's Names Hening 

Hening & Co., Philadelphia, has 
been appointed to direct adver- 
tising and market operations for 
Louis F. Neuweiler’s Sons, Allen- 
town brewer. 


Newspapers Promote White 

Carter H. White, v.p. and gener- 
al counsel of the Record and Jour- 
nal, Meriden, Ccnn., since 1949, 
has been elected general manager 
in charge of all operations. 


CARL M. POST, formerly a v.p. of Henry 
M. Hempstead Co., Chicago, has joined 
the Chicago office of Erwin, Wasey & 
| Co. as a v.p. Mr. Post previously was a 
v.p. of Foote, Cone & Belding. 


‘Marketing Manager 
Is Key to Selling 
Puzzle, CIAA Hears 


Cuicaco, May 11—The many- 


4 handed marketing manager got a 
"double treatment at a meeting of 
>| the Chicago Industrial Advertisers 


Assn. last week. 

John S. Hawley remarked that 
witn the advent of the marketing 
manager “sales Management has 
come of age,” while John H. 
Brinker cautioned that perhaps 
some companies have gone too far 
in gathering all marketing func- 
tions under one manager. 

Documenting his “coming of 
age” argument, Mr. Hawley, mar- 


keting manager of Shakeproof di- 
vision, Illinois Tool Works, Elgin, 
Ill., outlined the heavy responsibil- 
ities of the marketing manager, 
which he said include marketing 
leadership and motivation, an ef- 
ficient sales organization, promo- 
tional programming, service to 
customers, advertising and sales 
promotion, market research and 
sales training. 


s These all add up to “full respon- 
sibility for the complete sales 
function,” he said, adding that the 
position was developed in the 
first place because of manage- 
ment’s growing awareness that 
sales are the final test. “All else 
goes for naught if the company 
does not have a good marketing 


Can the people who dial in any of these services 


buy you 


Traffic & Weather 
Commuter Trains 
Home maker's Service 
Flight Service 

Ocean Liner Service 
Schoo! Closings 
Farmer's Service 
Communify Bulletins 
Blessed Events 


r product: 


Lost & Found Pets 
Ski Service 
Mariner's Service 


Pollen Count 
Scholastic Sports 
Shopper's Service 


Beach Temperatures 
Fishermen's Service 


Civil Service Information 


If your answer is yes, ask your NBC Spot Salesman 
for all the details today ... you can be on the air 
tomorrow. 


SPOT SALES 


30 Rockefeller Plaza, New York 20, N.Y. 


representing TELEVISION STATIONS: 


WNBT New York 
Chicago 
Los Angeles 
St. Louis 


Washington 


WNBK 
KPTV 


WRGB 


WAVE-TV Louisville 


KONA-TV Honolulu, Hawaii 


Cleveland 
Portland, Ore. 


WNBC 
WMAQ 
KNBC 
Schenectady-Albany-Troy 


Chicago 

Detroit 

Cleveland 

Washington 

San Francisco 

Los Angeles 
Charlotte® 

Atlanta’ 
*Bomar Lowrance Assocsates 


representing RADIO STATIONS: 


New York 
Chicago 

San Francisco 
St. Louia 
Washington 
Cleveland 
Louisville 
Honolulu, Hawaii 
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program,” he asserted. 

Mr. Brinker, director of mar- 
keting, A. O. Smith Corp., Milwau- 
kee, urged a “go slow” approach 
in centralizing marketing func- 
tions. He said he believes a mar- 
keting manager should be a “line 
officer” who reports to a “staff 
officer”—not a staff officer in his 
own right. 

In his own company, he said, 
the marketing director’s duties are 
to oversee market research, adver- 
tising, sales coordination and dis- 
tribution staff functions. But he 
does this only as an adviser to the 
various product divisions, Mr. 
Brinker pointed out. 


Sam Himmelfarb Moves 

Sam Himmelfarb & Associates, 
Chicago advertising displays pro- 
ducer, has moved to 2500 W. 21st 
St. 


Griesedieck Names Schram 

Griesedieck Bros. Brewery Co., 
St. Louis, has appointed Bernard 
K. Schram & Associates to handle 
its public relations. 


of technical progress 


in the packaging 
and materials handling 
fields 


ee Industrial 
— Packaging and © 
Materials Handling 


@ Unique exhibit of products, 
equipment and materials 


@ Short Course Educational 
Program (sponsored by Dept. 
of Mech. Eng., Univ. of Illinois) 


@ National Packaging and 
Materials Handling Competition 


Pan nowt allen 


CHICAGO COLISEUM 


Produced by - 
SOCIETY OF INDUSTRIAL 
PACKAGING and MATERIALS 
HANDLING ENGINEERS 


111 W. Jackson Bivd., Chicago 4, Ill, 
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Department Store Sales... 


Early May Sales Trail ‘53 by 4% 


WASHINGTON, May 13—Depart- | 
ment store sales in the U. S. for! 
the week ended May 8 trailed the 
corresponding week of last year by | 
4%, according to the Federal Re- 
serve Board. 

The board reported that store 
officials were disappointed with 
results of Mother’s Day promo- 
tions, but at the same time, pointed 
out that Mother’s Day sales had 
reached a record peak in 1953. 

A contributing factor to the de- 
cline in sales was unusually cold 
and wet weather in many parts of 
the country. 


= There was not a single district 
in the nation that reported sales 


Department Store 


Sales Barometer 
Change from 1953 


—3% 
=o 
Week Jan. 1 
Ended to 

May 8, 1954 May 8, 1954 


for the May 8 week ahead of the 
corresponding week of 1953. Both 
the New York and Richmond dis- 
tricts showed sales on a par with 
last year. Sales drops ranging 
from 1% in the Boston district to 
8% in the Cleveland district were 
reported elsewhere. Sales from 
Jan. 1 to May 8 were down 3%, 
compared with 1953. 

Since March 1, Detroit has re- 
corded a sales drop of 8%, re- 
flecting heavy layoffs in the auto- 
motive industry. 

On the brighter side, sales of 
major appliances, tv sets and fur- 
niture were well ahead of 1953. 

% Change from '53 


Week Ended 
Federal Reserve Apr. May 
District, Area and City 24 1 
UNITED STATES ................ r— 3 —1 
Boston District ................. + 2 + 6 
Metropolitan Areas 
BE, ceicictericisccutvesmesniers + 2 +7 
Downtown Boston ...... —3 +4 
Cambridge on... +32 +4 
Lowell-Lawrence _.......... —6 +30 
Cities 
II cicsentemeniisrsscsvns +4 + 8 
PFOVIGENCE  ......cccceessesee-eeeee —4 + 8 
New York District | abet —5 —2 
Metropolitan Areas 
REE: kabsccesiestaiecaindonnsnnises —7 +2 
nn +11 +17 
SAID cecccscsceecsesoserenesercece r+ 8 —2 
Cities 
TOUTE cccctnermwnttcscnsens r—5 —4 
DRTGNTE  cevencecsesscnsterscserscoein —l7 —3 
Philadelphia District ........ r— 2 0 
City 
PRAIRGOIIIR oecsecccsesesscccee —5 +1 
Cleveland District ............ r—4 — 3 


Metropolitan Areas 


Akron ...... —7 
Cincinnati + 3 
Cleveland — 6 
Columbus +7 
ED accunensien —-12 
Erie ....... —1 
City 
FPTUI, . cxrtecsecsenecesnsseenee ° bd 
Richmond District ........... tr—1 +4 
Metropolitan Areas 
Washington  occccccccccccesersees r— 6 —5 
Downtown Washington r—10 —7 
| ee + 2 +19 


UNION QuDSER & ASOESTOS CO. 
TRENTON, © 4. 


TIE sieivctccceniinacnion r+7 
Atlanta District .................. r+ 2 
Metropolitan Areas 

Birmingham _ .........c0000 —7 

TacKSONVville — .........00-ceere0es +8 

Miami + 6 

TI snctsiniinivicnitnaevin r+16 

Augusta ..... zs —l1 

New Orleans .. —T7 

SII + “sissiciiciisintarinneheosine —13 
Chicago District ................. —3 
Metropolitan Areas 

II: - aicenernoncistctrsecinneises —1 

Indianapolis .... + 2 

DORON cctncctseessee — 8 

Milwaukee +1 
St. Louis District .............. r—4 
Metropolitan Areas 

eS een —17 

Louisville —7 

St. Louis +1 

Memphis —12 
Minneapolis District ........ 0 
Metropolitan Areas 

Minneapolis-St. Paul .. ° 

Minneapolis City ......... + 2 

St. Fe Gee wivtnicen ° 
Cities 

Duluth-Superior _............. + 3 
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Kansas City District 
Metropolitan Areas 


Denver 


Albuquerque 
Oklahoma City 
Tulsa 
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City 


Kansas City ............... 
Dallas District ............... 


Dallas 


San Francisco District . va 
Metropolitan Areas 


Los Angeles ..... 


Downtown Los Angeles 
Westside Los Angeles 


San Diego ........... 


San Francisco-Oakland 
San Francisco City .... 
Oakland City .. 


Bath DOGS  cecsesins 
Portland .......... 


once oe ca savesoesoenense 


Seattle 
Spokane ........ 
Tacoma 


r—Revised. 


*—Data not available. 
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Eight for Publicizing 
2 the Values of Wood 


| Granp Rapis, May 11—At the 
_ Woodworkers Industry Show here 
Wood Working Digest presented 


“| award of merit plaques to eight 
— ) 


companies and trade associations 
|for their work during 1953 in “ad- 
vancing public understanding of 
the many values and uses of wood 
and its products.” 


Those getting first prizes were, 


| the Hardwoods Exhibit Committee 
for its display at the Chicago Mu- 
/seum of Science & Industry; Pacif- 
for its various 
public information leaflets and re- 
search in wood utilization; Kings- 


aan ‘ford Chemical Co., for making 


| charcoal briquettes from logs that 
otherwise would be waste; Wood 
Office Furniture Institute, for pro- 
moting wood office furniture over 
‘other materials; E. L. Bruce Co., 
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| for an intensive promotional cam- 
paign to sel] hardwood flooring; 
and DeWalt Inc., for new design 
of machines and advancing educa- 
tion in making things from wood 
through leaflets, monthly bulletins 
and material for dealers. 
Honorable mention went to the 
West Coast Lumbermen’s Assn. 
for booklets showing best use of 
lumber in home and public con- 
struction, and Borden Co. for its 
advertising showing advantages of 


/ laminated timber. 


These are the first awards ever 
given to the woodworking indus- 
try in recognition of this type of 
service, according to Hitchcock 
Publishing Co., publisher of Wood 
Working Digest. 


Direct Mail Siill Rising 

An estimated $121,281,000 was 
spent for direct mail advertising 
during March, according to the Di- 
rect Mail Advertising Assn., New 
York. This is a gain of 6 43% over 


the expenditure for March, 1953. 


New York Sunday News Sections circulation 
& percentage of family coverage 


Country Split Run . 


nanan a 4,081,149—total city, suburban, and country 
- 1,570,237—outside New York City and fifty mile zone 
785,119—every other copy in the country edition 


City & Suburbs . . . 2,510,912—63.2%, in New York City and fifty mile zone 
SplitRun ...... 1,255,456—31.6%, every other copy in New York City and suburbs 
Manhattan ..... 1,167,184—64.1%, in Manhattan, Bronx, Staten Island; suburban 


New York, Connecticut and Northern New Jersey 
687 685—62.4%, in Manhattan, Bronx, Staten Island 
159,824—65.5%, in Westchester, Fairfield and Putnam counties 


Brooklyn ...... 1,014,335—66.8%, in Brooklyn, Queens, Nassau and Suffolk Counties 


480,092—60.3%, in the borough of Brooklyn only 
534,243—74.0%, in Queens, Nassau and Suffolk counties 
312,181—67.6%, in the borough of Queens only 
222,062—85.3%, in Nassau and Suffolk counties 
329,393—52.1%, in Newark and adjacent Southern New Jersey counties 
196,792—67.5%, in Passaic, and in Bergen and Sussex counties 


114,467—66.7%, in Hudson county, except Arlington, East Newark, 
Harrison and Kearny 
Source: Annual Audit, Sept. 27, 1953, as filed with the ABC 
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Deckinger Urges Newspapers to Act More 


Like Statesmen, Cites Radio's Technique 


New York, May 13—The trouble|ing medium. But while it is true 
with newspapers is that they are| that evening papers in general en- 


not statesmen. 

That’s the opinion of Dr. E. L. 
Deckinger, v.p. and research di- 
rector of Biow Co., who told the 
New York chapter of the American 
Assn. of Newspaper Representa- 
tives today most big-circulation 
papers are deficient in “media 
statesmanship.” 

Dr. Deckinger explained his ap- 
praisal as meaning that surveys 
are needed to indicate how much 
time readers devote to their news- 
papers, which pages are read more 
attentively than others, and “read- 
ership information” generally. 


s “It has long been regarded as 
axiomatic,” he said, “that evening 
newspapers are read more thor- 
oughly than morning papers and 
are, accordingly, a better advertis- 


joy larger circulations than morn- 
ing journals, no one has yet 
demonstrated conclusively that the 
p.m.’s are digested more carefully.” 

When it comes to “media states- 
manship,” said Dr. Deckinger, the 
boys who really wear the striped 
pants are the radio stations. These, 
he said, do a substantially better 
job in giving fairly precise infor- 
mation to advertisers and agencies 
on the size and character of the 
audiences they can expect at given 
times of the day. 


#® This challenge to newspaper 
publishers, he added, must be met 
if the papers are to continue get- 
ting the $2.7 billion in ad revenue 
they obtained last year. 

Dr. Deckinger also criticized 
newspaper publishers for a ten- 


dency to take the audience claims 
of tv at face value. 

“The newspapers,” he - said, 
“either don’t have better figures to 
offer, or they don’t have a more 
precise kind of information which 
would show how important news- 
papers are in addition to television. 
We need far more information 
about how people read newspapers 
so that we can use newspapers 
more intelligently and profitably.” 


AFA Gets Two Adclubs, 
Five Company Members 

The Advertising Club of Rich- 
mond, Va., and the Fox Valley Ad- 
vertising Club of Northern Wis- 
consin have become members of 
the Advertising Federation of 
America, New York. Arthur J. 
Danley, advertising manager, Four 
Wheel Drive Auto Co., is president 
of the Fox Valley club, and Dean 
F. Byers Miller of the University 
of Richmond Schcol of Business 
heads up the Richmond group. 

AFA also announces five new 


sustaining memberships: Libbey- 
Owens-Ford Glass Co., Toledo; 
Cook Chemical Co., Kansas City, 


Mo.; Howard J. Ryan & Son, Se-_ 
attle; Tri-State Advertising Co., | 
Warsaw, Ind., and Edward Kletter | 


Associates Inc., New York. 


Etiquet Offers 25¢ Deal 


Lehn & Fink Products Corp., | 


New York, will refund 25¢ to pur- 
chasers of the 63¢ size Etiquet 
deodorant between July 1 and Sept. 
15. Advertising, emphasizing the 
“no deodorant fade-out” theme, 
will run in newspapers, consumer 
publications, television and radio. 


McCann-Erickson, New York, is) 


the agency. 


Champion Windows to Frank 


Louis K. Frank Co., Boston, has 
been appointed to direct advertis- 
ing for Champion Windows Inc., 
Boston manufacturer of combina- 
tion storm and screen doors and 
windows. Newspapers and radio 
spots will be used. 


Suit yourself on the size! 


A barrel’s a big deal when a man wants 


Each Section offers greater potential sales 


just a beer! And a case lot is no comfort 
for the customer who craves a quick one! 
The bar and package store are retailers— 
cater to the specific consumer capacity and 
cash on hand. 


IN the New York area we’ve been cutting 
the paper’s pattern to the retailers’ capacity 
for years—in the Sunday News Sections. Now 
the national advertiser can get into the act! 

He can sell metropolitan New York piece 
by piece...choose specific geographic sections 
which best fit his budget, inclination, factory 
capacity, plans, or distribution program. 

The advertiser now can select fast-growing 
Nassau-Suffolk counties, go after Westchester 
wealth, get new customers in Newark, or 
major in Manhattan. The boroughs of Kings 
and Queens have individual containers. New 
York City and suburbs are packaged with 
full or half coverage. 

And Full Run with more than 4,000,000 
circulation, includes the metropolitan market, 
plus national coverage. 


and more population than most prize markets 
elsewhere ...and reaches more families in its 
area than any magazine, TV station, or other 
New York newspaper. 


Turse Sunday News sections are tried, 
tested... have been used by the New York 
retailers for years to produce profit, volume, 
traffic, and turnover... have proven records. 

The national advertiser can reach the 
majority of the retailers’ customers, move 
merchandise from shelf to home, from factory 
warchouse to living room. He gets maximum 
effort from a limited budget, reaches most 
customers at least cost. 

Sections listed on the opposite page are 
one of today’s best advertising opportunities 
.. For all facts, ask any News office. 


THE @& NEWS, New York's Picture Newspaper 


with more than twice the circulation, daily and Sunday, 


of any other newspaper in America... 


220 East 42nd St., New York City...Tribune Tower, Chicago... 
, 155 Montgomery St., San Francisco... 1127 Wilshire Blvd., Los Angeles 


Pontiac has all six of these 
services available under one 
roof and one management. 
Individually or collectively 
they are the product of a 
company skilled in helping 


you meet production prob- 


lems and deadlines. 


CALL OR WRITE AND 

LET US TELL YOU MORE 
ABOUT THE WAY PONTIAC 
rs CAN HELP YOU! 


COLOR PROCES. 


ART Worx 
PHOTOENGRAVINGS 


TYPOGRAPHY 


caeny UNIFIED 
Seen owt? SERVICES 
‘4 


grec 


Pontiac 
Engraving & 
Zlectrotype Co. 


812 W. VAN BUREN STREET 
HA ymorket 1-1000 © Chicago 7, Iilinois 
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Daniel Low to Gardner 

Daniel Low Co., Salem, Mass., 
mail order house, has named Don- 
ald W. Gardner Advertising, Bos- 
ton, to handle its direct mail pro- 
gram. 


Frye Shoe Names Small 

John A. Frye Shoe Co., Marl- 
boro, Mass., has appointed William 
J. Small Agency, Boston, to direct 
its advertising. 


RETAIL DEALER ADS 


Yours or Your Cornpetitors 


From newspapers and 
magazines published 
throughout the country. 
Write for booklet . . . 


Along the Media Path 


oo 


e An editorial feature running in 
the May issue of Seventeen was or- 
iginally a promotion piece con- 
ceived by Howard Bergman, the 
magazine’s general manager. The 
editors were so taken with the pic- 
tures and copy of “Seventeen: A 
Happy Time,” that they took it 
over for the magazine. It will still 
appear as a promotion piece, de- 
spite the “scoop.” 


e Two-thirds of television set deal- 
ers using radio successfully divide 
their budgets between spots and 
programming and the average tv 
dealer has used radio continuously 
for three years, according to the 
Broadcast Advertising Bureau. The 
BAB makes its report in a bro- 
chure, “TV Dealers Using Radio 
Successfully,” based on a recent 
survey. 


e U. S. News & World Report has 
launched an overseas subscription 
drive. Big-space ads, reprinting an 
editorial by editor David Law- 
rence, have been placed in the 
European edition of the New York 
Herald Tribune and in the London 
Times. The ads played up reader- 
ship of “more than 700,000 influ- 
ential Americans.” 


e Time has issued a counter dis- 
play on Spain for travel agents 
similar to the one it produced ear- 
lier in the year on France. It con- 
sists of sheets to be torn off by in- 
terested clients of the agent. The 
sheets list tips on what restaurants, 
hotels and places to go to in prin- 
cipal cities of Spain. 


e Thirty department stores in 30 
cities will participate in Made- 
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_moiselle’s June ‘“‘beauty spot” pro-|being promoted by 194 depart- 


June issue, color blowups of pages 


and cover, counter cards and pro- 
motion suggestions. 


e Last year nearly half of all 
magazine advertising pages were 
in two or four colors and about a 
third of all advertising was in four 
colors, according to the Magazine 
Advertising Bureau, which bases 
its calculation on the linage in 56 
general and national farm maga- 
zines measured by Publishers In- 
formation Bureau. 


e This Week Magazine has put 
out a promotion piece with a cir- 
cus theme. Included are a pair of 
plastic shears and animal cutouts 
which the prospect can take home 
to the kids, who then convert the 
promotion piece into their own cir- 
cus. 


e “Companion Pieces,” fashion 
separates featured in the May 


Woman’s Home Companion, are 


THE MOST 


IMPORTANT CORNER 
IN THE U.S. 


- | 

ATW 
SAN DIEGO 
CALIFORNIA 


A. 


San Diego Union 


EVENING TRIBUNE 


Jersey City, New Jersey. . 


Des Moines, lowa 


Fort Worth, Texas 
Peoria, Illinois . 
Dayton, Ohio . 


Louisville, Kentucky . .. . 


New Haven, Connecticut . . 


San Diego, Calif. 


. $295,422,000 
319,547,000 
555,376,000 
538,828,000 
203,881,000 
480,930,000 
293,576,000 


$562,142,000 


Source: Sales Management, Survey of Buying Power, 1954 


because only 


If you're not “in” the San Diego Union 
and Evening Tribune — you're not get- 
ting your share of local retail sales .. . 


papers provide “saturation” coverage of 
the local San Diego market. 


these two great news- 


REPRESENTED NATIONALLY BY THE WEST-HOLLIDAY CO., INC. 


‘motion. They have received dis-| ment and specialty stores. Tie-ins 
play sketches, quotes from the | include window, floor and counter 
displays and the publication is 


supplying merchandising kits, copy 
and display suggestions and 
streamers. 


e The fashion department of the 
New York News has issued a 12- 
page booklet, “How to Be Best- 
Dressed, Anywhere!” containing 
hints for the lady with travel on 
her mind. 


e National Magazine Co., London, 
which publishes British versions 
of Hearst magazines, announces 
that 800 products have now re- 
ceived the Good Housekeeping 
guarantee. It also reports that 277 
British ads featured the seal dur- 
ing March. 


e A 36-page ad in the May Amer- 
ican Paint & Wallpaper Dealer was 
the joint effort of 35 companies 
dealing with Devoe & Raynolds 
Co., paint producer, saluting it on 
its 200th birthday. 


e@ Department of New Laurels: 

All advertising records for a 
single issue of the New York Times 
were broken on Sunday, April 25. 
The paper carried 625,347 lines of 
advertising. The previous record 
high of 614,301 lines was set Dec. 
13, 1953, the first Sunday issue fol- 
lowing the New York photoen- 
gravers’ strike. 

Everywoman’s Magazine showed 
an increase of more than 13% 
in advertising revenue for the first 
three months of this year over the 
same period in 1953. 

The Fisherman Magazine reports 
an iricrease in its average net paid 
circulation of 41,000 since Dec. 31, 
1953. 

American Motel’s April issue. 
which is devoted to building and 
remodeling, contains 120 pages of 
advertising, making it 82% bigger 
than the previous, biggest single 
edition. The edition also contained 
65 new advertisers. 

The Sunday, May 2 issue of the 
San Francisco Examiner carried 
257,803 lines of local, national and 
classified advertising—the largest 
volume it has ever published in a 
single issue. No special selling or 
promotions were used to stimulate 
this additional linage. 


Production Men Elect Rohrsen 

Eldon Rohrsen, Tatham-Laird, 
has been elected president of the 
Advertising Agency Production 
Men’s Club of Chicago. Mr. Rohr- 
sen also is treasurer of Chicago 
Federated Advertising Club. Other 
Production Club officers elected 
are James Chisholm, Needham, 
Louis & Brorby, v.p.; Harry 
Burrell, McCann-Erickson, secre- 
tary; Ralph Stewart, John W. 
Shaw Advertising, recording sec- 
retary, and Henry Crawford, J. 
Walter Thompson Co., treasurer. 


WEDA Sold for $312,000 

WKDA, Nashville, has been sold 
by T. B. Baker Jr. and A. G. Bea- 
man to a Washingicn group head- 
ed by John W. Kluge and Harvey 
Glascock for $312,000. Mr. Kluge 
will be the new president. He 
owns four other stations in St. 
Louis, Orlando, Fla., Silver 
Springs, Md., and Providence, R. I. 
Mr. Baker and Mr. Beaman will 
join WLAC-TV, Nashville, when 
the station begins operation in the 
near future. 


Selby Shoe Names Lake-Spiro 

Selby Shce Co., Portsmouth, O.., 
has appointed Lake-Spiro-Shur- 
man, Memphis, to handle a four- 
fold nationwide advertising cam- 
paign. The program will include a 
year’s advertising promotion in 
professional medical journals; di- 
rect mail to pediatricians and 
orthopedic surgeons; direct mail 
to department and retail shoe 


stores, and a series of cooperative 
‘newspaper advertisements. 
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_ te publiahers of TIME, PE and FORTUNE 


announce a new 
national weekly 


: : =n ISS : raw 
ANONYMOUS—This color and b&w spread for the new sport magazine which 2 q PICTU RE YOUR PRODUCT 


Time Inc. will put on newsstands Aug. 13 
and Time. Copy makes no mention of title 
with a capital S. Charter subscribers wi 


$6, all others pay $7.50 a year. 
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New York, May 11—Time Inc.’s 
new sports weekly will make its 
first appearance Friday, Aug. 13 
(issue date: Aug. 16), but only Mr. 
Luce knows now what people will 
ask for when they walk up to 
newsstands, quarters in hand. 

H. H. S. Phillips Jr., former ad- 
vertising director of Time and pub- 
lisher of the projected magazine, 
said yesterday that Macfadden 
Publications had been approached 
about the title Sport, “but as far 
as I know our book won’t use that 
name.” It won’t be called Leisure, 
either, he added. 

Time Inc. has received more 
than 100 name suggestions, includ- 
ing Form, Quest, Score, Tally, 
Wild and Trops (sport spelled 
backward). 

Whatever the name, the “new 
national weekly” is getting Time 
Inc.’s best professional attention. 
Pre-publication tinkering, now 
more than a year old, has included 
two dummies, selection of editorial 
people and an advertising staff, 
with the latter getting about $750,- 
000 worth of space orders. Mr. 
Phillips said advance orders in- 
clude space for apparel, footwear, 
automotive, beer, wine and liquor, 
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will appear in the June 7 issues of Life 
of magazine, though using word ‘Sport’ 


Q 5,429,367 times a weex in New York area homes.* 
ll get the yet-to-be-named magazine for \) é; 


TV, Kitchener, and CFPL-TV, *Famty ame ad FEARS, Moreh 29 


London. 


the Farmer-Stockman 
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travel, smoking materials, toiletries | 
and sporting goods. 


= Announcement ads for the new. 
weekly will break with the June 7 
issues of Life and Time. Then ads 
will appear in Esquire, Holiday, 
Newsweek, The New Yorker, Town 
& Country and Vogue. The first 
spreads say nothing of the title of 
the magazine, while asking $6 for 
charter subscribers. Subscriptions 
will go to $7.50 thereafter. 

The sport book will publish a 
weekly trade information bulletin, 
which retailers will get in advance 
of publication of the magazine 
itself, so they may plan tie-ins and 
other promotions. The bulletins 
will cover both the editorial and 
advertising content of the maga- 
zine. 

The magazine, which will ask 
$3,200 a b&w page and $4,800 for 
four-color, based on a circulation 
of 450,000, will be printed by R. R. 
Donnelley. It will be letterpress, 
with a trim size of 8 5/16” by 
11%”. Sidney L. James, formerly 
assistant managing editor of Life, 
is managing editor. Richard Neale, 
formerly with Life, is assistant 
publisher. 

Young & Rubicam, which han- 
dles Life and Time, will be the 
unnamed magazine’s agency. 


‘Racket Squad’ in Canada 

The Walter M. Lowney Co., 
through Foster Advertising Ltd., 
Toronto, has bought “Racket 
Squad” for presentation on five 
Canadian stations. The list bought 
by the candy company for the 
ABC syndicated drama includes 
CBOT-TV, Ottawa; CHCH-TV, 


For more than four years, Texas Caterpillar Dealers have advertised 
exclusively in The Farmer-Stockman! These dealers operate with limited co-op 
advertising budgets. They invest their own money — along with the manu- 
facturer’s — and you can be sure they use it where they know it will pay off 
in direct sales! 

We tell you about these Texas “Cat” dealers because they are typical of 
other Texas advertisers — many with small, beginning appropriations — who 
are also using The Farmer-Stockman exclusively to reach new customers. 

Whether large or small, discerning advertisers have been quick to learn that 
you sell the Southwest best through the widely-read pages of The Farmer- 
Stockman. 
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ADVERTISING SALES REPRESENTATIVES 


CHICAGO—A. W. Dreier, 1333 Tribune Tower. SU perior 7-0100. 

NEW YORK CITY—E. P. Struhsacker, 220 E. 42nd St. MUrray Hill 2-3033. 
DETROIT—W. E. Bates, Penobscot Bldg. WOodward 2-8422. 

SAN FRANCISCO — Fitzpatrick & Chamberlin, 155 Montgomery St. GArfield 1-7946. 
LOS ANGELES—Fitzpatrick & Chamberlin, 1127 Wilshire Blvd. MI chigan 0259. 
Member: First 3 Markets Group and Metropolitan Sunday Newspapers, Inc. 
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It's a _multi-billion-dollar market and only one magazine penetrates it deeply—the CHICAGO TRIBUNE MAGAZINE |! 


Chicagoland is a big, tremendously wealthy. 
highly competitive market. It buys prodi- 
giously but you have to act big to get its 
attention and get big sales of your brand. 
Now you can! With the Chicago Tribune 
Magazine, the only magazine big enough 
to get your job done in this market. 
Edited by midwest people — newspaper- 
trained wriiers and editors who know the 


area best —the Chicago Tribune Magazine 
reflects midwest interests, gets midwest 
preference. It has a larger circulation in 
metropolitan Chicago than the top five 
national magazines combined! 

It reaches virtually three out of every 
four families in Chicago and its suburbs. 

It will carry your message into almost 
half of all the households in 840 midwest 


cities and towns of 1000 or more population. 

You can blanket this complete multi-bil- 
lion-dollar market at rates which are lowest 
of any leading magazine or Chicago Sunday 
supplement. For about 314 cents per family. 
you can buy 13 full-page color insertions. 

With the Chicago Tribune Magazine, it 
doesn’t cost much to get big results. Ask 
a Tribune representative for full details. 


CHICAGO TRIBUNE MAGAZINE 
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Serkowich Promoted 
by Westinghouse Air 
Brake to Ad Director 


PITTSBURGH, ._May 11—Joe H. 
Serkowich has been promoted to 
director of advertising and pub- 
licity for Westinghouse Air Brake 
Co., a position he will assume on 
June 1. He has been advertising 
manager of LeTourneau-Westing- 
house Co., Peoria, Ill. 

Mr. Serkowich began his career 
with LeTourneau when it was 
R. G. LeTour- 
neau Inc. It was 
bought by West- 
inghouse Air 
Brake last May, 
and has been op- 
erated as a sub- 
sidiary under the 
present name 
since then. Mr. 
Serkowich has 
been advertising , 
manager since 

mwa 
year won the an- 

nual Outstanding Young Advertis- 
ing Man of the Year award spon- 
sored by the Assn. of Advertising 
Men and last January was named 
industrial adman of the year by 
Industrial Marketing. 


# In his new position, he will co- 
ordinate efforts of all the divisions 
and subsidiaries of Westinghouse 
Air Brake in advertising, publicity 
and sales promotion. 

Lloyd A. Rager, for the past four 
months sales promotion manager 
for LeTourneau-Westinghouse and 
prior to that asssitant advertising 
manager for four years, becomes 
advertising manager for the sub- 
sidiary. Mr. Rager joined LeTour- 
neau 17 years ago. 


Shulton Sets Old Spice Drive 

Using magazines, newspapers 
and radio, Shulton Inc., New York, 
is featuring its Old Spice toiletries 
for men in a special Father’s Day 
promotion. Full-color ads will run 
in June issues of Charm, Collier’s, 
Life, The Saturday Evening Post 
and Seventeen; 500-line ads are 
slated for 117 newspapers in 90 
cities before Father’s Day (June 
20) and special spots will be used 
on Shulton’s regular radio adver- 
tising. As a follow-up, Old Spice 
stick deodorant will be featured 
in August ads scheduled for 104 
newspapers in 87 cities and in 
Argosy, Collier’s, Life, Parade, 
The New Yorker, The Saturday 
Evening Post, This Week Maga- 
zine, Time and True. Wesley As- 
sociates is the agency. 


‘Popular Science’ Promotes 
Glennon, Briggs: Names Flynn 

Stephen P. Glennon, v.p. and 
advertising director of Popular 
Science Publishing Co., New York, 
has been elected to the additional 
post of secretary of the corpora- 
tion. He also is a director. 

F. William Briggs, also a direc- 
tor, and Eugene Watson, circula- 
tion director, have been named 
v.p.s. Ralph H. Flynn, currently 
publisher of Electrical World, has 
been appointed a director, v.p. and 
treasurer of Popular Science Pub- 
lishing, effective July 1. 


Quaker Oats Reelects Lourie 


Quaker Oats Co., Chicago, has 


W ith d b reelected Donald B. Lourie as 
ith a mass product, you Duy mass president of the company and has 


markets. Mid-America is one —a mass am | elected H. Earle Muzzy vice-chair- 


: an of the board. Mr. Lourie re- | ope : 
market, dominated by farmers. You can’t med ee company last month | ilies rate high. And tops among them are the 


sell Mid-America without farm families, nor : ~ertd | a peer ses oe readers of Capper’s Farmer. They are the most | 
° ry 0 e ra inistration. og: . ° . 
the magazine that concentrates on them fm | Mr. Muzzy, exec. v.p. since 1947, prosperous farm families in Mid-America, 


alone! eee | became president on July 1, 1953.) i itself the richest farm market on earth! 


Wen your product costs important money, 
you want people who have money. Farm fam- 


Bayless-Kerr Names Gymer 

Bayless-Kerr Co., Cleveland 
agency, has appointed Ted R. Gy- 
mer production manager. 


alte. nF ria Ly i 
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cocktail mixing equipment in handy form 


eave 


ae 


GOOD MIXER—Richford Corp., New York, thinks it’s a good idea to have your 


for traveling. Hence this novelty carton 


for its ‘Travel-Light’ plastic cocktail kit, designed and produced by Container 
Corp. of America. 


Public Utilities Advertising Assn. Lists 
Winners of Its Annual Better Copy Contest 


Boston, May 14—Winners of the | 
annual Better Copy Contest, spon- | 
sored by the Public Utilities Ad- | 
vertising Assn., were announced | 
today at the group’s annual con- 
vention. 
Nearly 100 judges considered | 
more than 2,000 entries before an- 
nouncing the winners in 22 clas- 
sifications. Utility companies with 
400,000 or more customers entered 
Group A, companies of medium 
size entered Group B, and small 
companies with less than 150,000 
customers entered Group C. 


CLASSIFICATION 1—Complete pro- 
grams. Group A—Consolidated Edison Co. 
of New York, New York State Electric & 
Gas Corp., Binghamton, N. Y.; Cleveland 
Electric Illuminating Co., Cleveland. 
Group B—Texas Power & Light Co., Dal- 
las; Oklahoma Natural Gas Co., Tulsa; 
San Diegd Gas & Electric Co. Group C— 
Hawaiian Electric Co., Honolulu; Chatta- 
nooga Gas Co.; New Jersey Natural Gas 
Co., Asbury Park, N. J. 

CLASSIFICATION 2—Series of three to 
five newspaper advertisements on a pub- 
lic relations subject. Group A—Phila- 
delphia Electric Co., Philadelphia; Cincin- 
nati Gas & Electric Co., Cincinnati; South- 
ern California, Los Angeles. Group B— 
Louisiana Power & Light Co., Jackson, 
Miss., Rochester Gas & Electric Co. 
Group C—Indianapolis Water Co.; Texas 
Eastern Transmission Corp., Shreveport, 
La.; St. Joseph Light & Power Co., St. 
Joseph, Mo. 

CLASSIFICATION 3—Single newspaper 
advertisement on any subject. Group A— 
Northern States Power Co., Minneapolis; 
Consolidated Edison Co. of New York; 
Virginia Electric & Power Co., Richmond. 
Group B—Houston Lighting & Power Co.; 
Narragansett Electric Co., Providence; 
Kentucky Utilities Co., Lexington. 
Group C—Hawaiian Electric Co., Hono- 
lulu; Hartford Electric Light Co., Hart- 
ford; Greeley Gas Co., Greeley, Colo. 


CLASSIFICATION 4—Employe maga- 
zines. Group A—Consolidated Edison Co. 
of New York; Detroit Edison Co.; Phila- 
delphia Electric Co., Philadelphia. Group 
B—United Illuminating Co., New Haven; 
Metropolitan Edison Co., Reading; Utah 
Power & Light Co., Salt Lake City. 
Group C—Hartford Electric Light Co., 
Hartford; Citizens Gas & Coke Utility, 
Indianapolis; Hawaiian Electric Co., Hono- 
lulu. 


CLASSIFICATION 5—Employe newspa- 
pers. Group A—Appalachian Electric 
Power Co., Roanoke; Georgia Power Co., 
Atlanta; Southern California Gas Co., Los 
Angeles. Group B—Arkansas Power & 
Light Co., Little Rock; Ohio Power Co., 
Canton; Florida Power Corp., St. Peters- 
burg, Fla. Group C—Potomac Edison Co., 
Hagerstown, Md.; Central Hudson Gas & 
Electric Corp., Poughkeepsie, N. Y.; In- 
terstate Power Co., Dubuque, Ia. 


CLASSIFICATION 6—Any series of di- 
rect mail pieces. Group A—Consumers 
Power Co., Jackson, Mich.; Boston Edison 
Co.; Cincinnati Gas & Electric Co., Cin- 
cinnati. Group B—New Orleans Public 
Service Inc.; West Penn Power Co., Pitts- 
burgh; Wisconsin Power & Light Co., 
Madison. Group C—Hartford Electric 
Light Co., Hartford; Potomac Edison Co., 
Hagerstown, Md.; Coast Counties Gas & 
Electric Co., Santa Cruz, Calif. 


CLASSIFICATION 7—Any single book- 
let, pamphlet, or other single piece dis- 


tributed to customers. Group A—Public | 
Service Electric & Gas Co., Newark; | 
Georgia Power Co., Atlanta; Pacific Gas 
& Electric Co., San Francisco. Group B— 
Kansas City Power & Light Co., Kansas 
City; Ohio Power Co., Canton; Carolina 
Power & Light Co., Raleigh. Group C— 
Newport Gas Light Co., Newport, R. IL.; 


Potomac Edison Co, Hagerstown, Md.; 
Central Hudson Gas & Electric Corp., 
Poughkeepsie, N. Y. 


CLASSIFICATION 8—Printed material 
used in dealer promotion on any subject. 
Group A—Detroit Edison Co.; Manufac- 
turers Light & Heat Co., Pittsburgh; 
Cleveland Electric MUluminating Co.; 
Group B—Southwestern Public Service 


|Co., Amarillo, Texas; New Orleans Public 


Service; Arizona Public Service Co., 
Phoenix. Group C—Portland Gas & Coke 
Co., Portland, Ore.; Central Hudson Gas 
& Electric Corp., Poughkeepsie, N. Y.; 
Central Massachusetts Gas Co., Webster, 
Mass. 


CLASSIFICATION 9—Special employe 
literature other than house organs. 
Group A—Florida Power & Light Co., Mi- 
ami; Detroit Edison Co.; Philadelphia 
Electric Co.; Group B—Connecticut Light 
& Power Co., Hartford; Arizona Public 
Service Co., Phoenix; Wisconsin Public 
Service Corp., Green Bay, Wis. Group C 
—Blackstone Valley Gas & Electric Co., 
Pawtuckett; Union Gas Co. of Canada, 
Chatham, Ont.; Wachusett Gas Co., Leo- 
minster, Mass. 

CLASSIFICATION 10—Window display. 
Group A—Northern Indiana Public Serv- 
ice Co., Hammond; Ohio Edison Co., 
Akron; Consumers Power Co., Jackson, 
Mich. Group B--Atlanta Gas Light Co.; 
Laclede Gas Co., St. Louis; Kansas Power 
& Light Co., Topeka; Group C—Minnesota 
Power & Light Co., Duluth; Pennsylvania 
Power Co., New Castle, Pa.; Delaware 
Power & Light Co., Wilmington. 

CLASSIFICATION 11—Interior display. 
Group A—Cincinnati Gas & Electric Co.; 
Pacific Gas & Electric Co., San Francisco; 
Public Service Electric & Gas Co., 
Newark. Group B—Shawinigan Water & 
Power Co., Montreal; Kansas City Power 
& Light Co.; United Illuminating Co., 
New Haven, Conn. Group C—Indianapolis 
Water Co.; Washington Water Power Co., 
Spokane; Pennsylvania Power Co., New 
Castle, Pa. 


CLASSIFICATION 12—Car and _ bus 
cards and truck posters. Group A—Con- 
solidated Edison Co. of New York; Pacific 
Gas & Electric Co., San Francisco; Com- 
monwealth Edison Co., Chicago. Group 
B—Milwaukee Gas Light Co.; New Or- 
leans Public Service; Wisconsin Public 
Service Corp., Green Bay, Wis. Group C— 
Hartford Gas Co.; Portland Gas & Coke 
Co., Portland, Ore.; Hartford Electric 
Light Co. 


CLASSIFICATION 13—Outdoor adver- 
tising. Group A—East Ohio Gas Co., 
Cleveland; Public Service Co. of Northern 
Illinois, Chicago; Pacific Gas & Electric 
Co., San Francisco. Group B—West Penn 
Power Co., Pittsburgh; Laclede Gas Co., 
St. Louis; Wisconsin Public Service Corp., 
Green Bay, Wis. Group @€—Mystic Valley 
Gas Co., Mystic, Conn.; St. Joseph Light 
& Power Co., St. Joseph, Mo.; Washington 
Water Power Co., Spokane. 


CLASSIFICATION 14—Annual report to 
stockholders. Group A—Public Service 
Electric & Gas Co., Newark; Northern 
Indiana Public Service Co., Hammond; 
Consumers Power Co., Jackson, Mich. 
Group B—Dayton Power & Light Co.; 
Shawinigan Water & Power Co., Montreal; 
Arizona Public Service Co., Phoenix. 
Group C—Portland Gas & Coke Co., Port- 
land, Ore.; Pennsylvania Power Co., New 
Castle, Pa.; Iowa Southern Utilities, 
Centerville, Ia. 

CLASSIFICATION 15—Radio advertising 
(for all). Ohio Fuel Gas Co., Columbus; 
Pacific Power & Light Co., Portland, 
Ore.; Laclede Gas Co., St. Louis. 

CLASSIFICATION 16—Motion pictures 
(for all). Philadelphia Electric Co.; North- 
ern States Power Co., Minneapolis; Pacific 
Gas & Electric Co., San Francisco. 

CLASSIFICATION 17—Television (for 
all). Peoples Gas Light & Coke Co., Chi- 
cago; Cincinnati Gas & Electric Co., Cin- 
cinnati; Duquesne Light Co., Pittsburgh. 


CLASSIFICATION A—Special for elec- 


tric companies—single newspaper ad 


promoting use of electricity. Group A— 
Duquesne Light Co., Pittsburgh; Pacific 
Gas & Electric Co., San Francisco; Union 
Electric Co. of Missouri, St. Louis. Group 
B—Houston Lighting & Power Co.; Nar- 
ragansett Electric Co., Providence; Wis- 
consin Public Service Corp., Green Bay, 
Wis. Group C—West Texas Utilities Co., 
Abilene; Hawaiian Electric Co., Honolulu; 
Pennsylvania Power Co., New Castle, Pa. 


CLASSIFICATION B—Electric com- 
panies only—Single newspaper ad selling 
electric merchandise. Group A—Consoli- 
dated Edison Co. of New York, New 
York; Georgia Power Co., Atlanta; Pub- 
lic Service Co. of Northern Illinois, Chi- 
cago. Group B—Narragansett Electric Co., 
Providence; Wisconsin Power & Light Co., 
Madison; Texas Electric Service Co., Fort 
Worth. Group C—Hawaiian Electric Co., 
Honolulu; Tampa Electric Co., Tampa, 
Fla.; Otter Tail Power Co., Fergus Falls, 
Minn. 


CLASSIFICATION C—Gas companies— 
single newspaper ad promoting the use of 
gas. Group A—Consolidated Edison Co. of 
New York, New York; Public Service 
Electric & Gas Co., Newark; Public Serv- 
ice Co. of Colorado, Denver. Group B— 
Laclede Gas Co., St. Louis; Iowa Electric 
Light & Power Co., Cedar Rapids; 
Houston Natural Gas Corp., Houston. 
Group C—Indiana Gas & Water Co., 
Indianapolis; Greeley Gas Co., Greeley, 
Colo.; Union Gas Co. of Canada, Chatham, 
Ont. 


CLASSIFICATION D—Gas companies— 
single newspaper ad selling gas merchan- 
dise. Group A—Public Service Co. of 
Northern’ Illinois, Chicago; Southern 
California Gas Co., Los Angeles; Con- 
sumers Power Co., Jackson, Mich. Group 
B—Southern Union Gas Co., Dallas; Day- 
ton Power & Light Co.; Arizona Public 
Service Co., Phoenix. Group C—Portland 
Gas & Coke Co., Portland, Ore.; Missis- 
sippi Valley Gas Co., Jackson, Miss.; 
Coast Counties Gas & Electric Co., Santa 
Cruz, Calif. 

CLASSIFICATION E—Transportation 
companies—single ad on any _ subject. 
Tampa Transit Lines, Tampa, Fla.; Hono- 
lulu Rapid Transit Co.; New Orleans 
Public Service. 


Old Country Store 
Atmosphere Evoked 
in Ex-Adman’s Book 


New YorK, May 11—Former 
agency man Gerald Carson has 
produced a nostalgic and evocative 
tome called “The Old Country 
Store,” and published by Oxford 
University Press ($5). 

From his historic probings, Mr. 
Carson has attempted to repro- 
duce the sights, sounds and smells 
of an old American institution 
quite graphically, in a series of 
anecdotes about drummers, store 
keepers, farmers and other types 
who gathered about the cracker 
barrel instead of the television set. 

Reflecting the commercial 
growth of this country, Mr. Car- 
son has this to say about the even- 
tual demise of the cracker barrel: 


a “The cracker barrel followed 
the oatmeal barrel out of the gen- 
eral store as a consequence of the 
formation of the National Biscuit 
Co. in 1898. In that year the new 
concern put out Uneeda Biscuit 
as a consumer-unit, 5¢ package of 
soda crackers in an airtight, pat- 
ented moisture-proof package, 
which stayed fresh—the first soda 
cracker ever sold nationally under 
a single brand name. 

“*The idea was novel, and we 
soon found we had struck the taste 
of the people,’ the president re- 
called later in an annua] report. 
Advertising was used lavishly to 
launch the new crackers. A mys- 
terious new word appeared in 
bold, black type in the newspapers, 
the single word UNEEDA. Next 
day it was UNEEDA BISCUIT. 
The day after that, ‘Do you know 
Uneeda Biscuit?’ Next, ‘Do YOU 
know Uneeda Biscuit?’ Next: ‘Do 
you KNOW Uneeda Biscuit?’ and 
finally, ‘Of course, Uneeda Bis- 
cuit. Certainly!!!’ ” 

Mr. Carson was v.p. and copy 
director of Benton & Bowles from 
1940 to 1947; v.p. and member of 
the board of Kenyon & Eckhardt, 
from 1947 to 1951. He has now re- 
tired from business to devote his 
time to writing. 


Wesley Names Perine 

Jay Perine, formerly a v.p. of 
Abbott Kimball Co., has joined 
Wesley Associates, New York, as 
account executive on Shulton Inc. 
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Wri a product for farmers, you want on- 
the-farm circulation. Not would-be farmers, 
or half-acre farmers, but those with fields 
to work ... stock to raise... buildings to 
maintain. Capper’s Farmer circulates 90% 
right on the farm! 
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PROMOTERS AlLL—Here are some of the many delegates to the NNPA convention in Nashville last week. 
TOP ROW: Jim Murry, Atlanta Journal and Constitution; Marty Burke, New Orleans Times-Picayune and 
States; Les Barnhill, Miami Herald; Joel Erwin, Cincinnati Enquirer; Millard Cope, Marshall News Messen- 
ger; Bob Horsley, Nashville Tennessean; Lewis Cope, son of Millard and “youngest promotion-man-to-be” 
at the meeting; Earl Truax, St. Paul Dispatch-Pioneer Press; Bert Stolpe, Des Moines Register & Tribune; 
Dave Henes, Arizona Republic and Phoenix Gazette; Don Burum, Honolulu Star-Bulletin; Franklin McPeak, 


Newspaper Promotion Men Get Lots 0 
Advice on How to Meet Competition 


(Continued from Page 1) 
was Henry G. (Ted) Little, presi- 
dent and board chairman of 
Campbell-Ewald Co., Detroit. Mr. 
Little said this “blizzard” of direct 
mail was “too confusing,” and 
seemed wasteful to him. 

Much of the market study and 
research material that he receives 
is good, Mr. Little said, but a lot 
of it is too superficial, and in 
many cases, he added, he suspects 
the conclusions reached are not 
correct. 

Newspapers could do a better 
job of serving agencies and adver- 
tisers, he continued, if they would 
do the following: 

1. Get to know more about the 
prospects they are trying to reach. 

2. Feed more specific facts to 
their salesmen. 

3. Know the sales objectives and 
policies of their prospects. 

Because newspapers are so close 
to people’s daily lives, they have 
a great opportunity to improve 
their competitive position by of- 
fering intensive service to adver- 
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_ tisers at the local level, Mr. Little 
concluded. 


s The newspaper ad manager was 
Russell Harris, general advertising 
manager, Buffalo Courier-Express, 
who warned his audience that 
“other media are stealing millions 
of dollars from newspapers, prin- 
cipally because these other media 
have glamorized themselves.” 

To get back some of these lost 
dollars, Mr. Harris urged newspa- 
pers to make a uniform, construc- 
tive effort to produce maps, route 
lists, ete. These are services that 
an advertiser cannot provide for 
himself, he said, and newspapers 
can use them to “promote and sell 
yourselves.” 

However, Mr. Harris warned, 
newspapers should never do any- 
thing in the way of merchandising 
services that an advertiser is bet- 
ter equipped to do for himself. 


= The advertiser with suggestions 
for increasing newspapers’ ad rev- 
enue was M. S. Wigginton, v.p. 
of General Shoe Corp., Nashville. 


NEW NNPA OFFICERS—Elected at the Nashville convention of the National News- 

paper Promotion Assn. to serve as officers for 1954-55 were (I. to r.) Clifford A. 

Shaw, promotion director, Providence Journal, president; William E. Coyle, pro- 

motion manager, Washington Star, 2nd v.p., and Joseph P. Lynch, promotion man- 
ager, Grand Rapids Press, Ist v.p. 


|The three suggestions he offered 


were: 

1. Run more fashion articles. 

2. See that retailers have suf- 
ficient stock of the merchandise 
they are offering in their ads. 

3. Get the local advertising de- 
partment of the paper to work 
harder on getting the retailer to 
tie in with a factory-placed cam- 
paign. 

Mr. Wigginton told his listeners 
not to sell the soft goods industry 
short. He predicted that soft goods 
would “really move” across retail 
counters this year, and advised 
newspapers to seek additional ad 
linage from this field. 


@ The editorial man was Norman 
Isaacs, managing editor of the 
Louisville Times. He told the con- 
vention that both promotion and 
editcrial men had fallen down on 
the job on recent years. 

Promotion men have failed to 
keep pace with changes in reader- 
ship, he said, and are still addicted 
to using “outmoded promotional 
stunts.” In many cases, he added, 
promotion men are failing to keep 
abreast of what their papers actu- 
ally have to offer their readers. 

Editorial personnel have fallen 
down, Mr. Isaacs contended, be- 
cause they, too, have refused to 
recognize many of the changes 
that have taken place and persist 
in their “ivory-tower attitude.” 

Calling newspapers “still the 
world’s dominant news medium,” 
he advised newspapers to “quit 
acting like an ostrich about com- 
peting media.” They are not men- 
aces, he asserted, and actually 
have a salutary effect on news- 
papers. 

He described television as a 
medium with a “great future,” but 
termed it ‘a purely supplementary 
news medium now.” 


s The publisher, George C. Big- 
gers of the Atlanta Journal, advo- 
cated placing promotion men at 
the top executive level of the 
newspaper, so that they could be 
aware of all executive decisions 
and could thus be able to plan 
their promotional activities more 
intelligently. 

Mr. Biggers listed three func- 
tions of good newspaper promo- 
tion: 

1. Stressing the character and 


integrity of the paper. 

2. Keeping present readers in- 
terested, while at the same time 
working to attract new readers. 

3. Never letting advertisers for- 
get that the advertising in the pa- 
per moves their merchandise. 

The Atlanta Journal publisher 
also touched on a promotional an- 
gle that was mentioned by several 
other speakers at the convention: 
The importance of gearing much 
promotional effort to the job of 
attracting young readers. It is 
these young readers, Mr. Biggers 
and the others agreed, who are 
being subjected to a vast array 
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for Outstanding Contribution to 
PROMOTION OF ALL NEWSPAPERS 


Leroy F. 


The National Newspaper Promotion Association, in 


concerved and executed by Leroy F. Newmyer, 
advertising director of the Toledo Blade, 

‘This: promouon campaign on behalf of newspaper 
advertising,: sponse’ by newspapert under 

Mr. Newmyer's leadership, has been extremely yaluable 
to the industry over the past three ycars. 
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CITATION 


convention assembicd at Nashville, Tennessee, salutes the 


‘superb promotion project, “Let's Get the Picture Straight,” 


ee 


McClatchy Newspapers; Roy Brown, San Rafael Independent-Journal, and Rudy Marcus, Riverside Daily Press. 
BOTTOM ROW: Harold Riesz, Scripps-Howard Newspapers; Larry Merahn, New York World-Telegam & 
Sun; Irv Taubkin, New York Times; Frank Knight and Ned Chilton, both from the Charleston Gazette; 
Barry Urdang, Philadelphia Bulletin; Ed Templin, Lexington Herald-Leader; Bill Birke, Huntington Publish- 
ing Co.; Howard Wilcox, Indianapolis Star and News; Bob Horsley, Nashville Tennessean; Charlie 
Andrews, Newspaper Printing Corp., and Jim Elliott, Nashville Banner. 


of competing media—notably tv— 
and the newspaper promotion 
man’s task will be to “sell” the 
younger generation on the value 
and importance of the newspaper. 
a Ed Burgeson, retail manager of 
the Bureau of Advertising, out- 
lined for NNPA members the 


many services that the bureau has 
developed to assist newspapers in 
garnering more retailer advertis- 
ing. 

He emphasized the importance 
of slow, thorough indoctrination 
of salesmen in selling methods, so 
that these salesmen can in turn 
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Otte A. Sitha, Presiden 
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TRANSATLANTIC—Otto Silha, outgoing president of the National Newspaper Pro- 

motion Assn., put in an overseas call to Rome to tell Leroy Newmyer, advertising 

director of the Toledo Blade, that the NNPA had awarded him this special citation 

for outstanding service he did for newspapers by instituting the ‘‘Let’s Get the 
Picture Straight’ advertising campaign. 
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convince advertisers of the effica- | 


cy of planned—or long-range—ad- 
vertising. 


= There are four basic elements 
in all good newspaper prcmotion, 
he said. They are: 

1. Picture the market and sales 
potential. 

2. Show the need for greater 
promotion. 

3. Tell why the newspaper is 
best. 

4. Make a specific proposal. 

Sen. Estes Kefauver (D., Tenn.) 
welcomed the promotion men to 
Tennessee in an address at the 
convention’s Tuesday luncheon 
session. 


s A unique award ceremony high- 
lighted the association’s annual 
banquet last night. The NNPA had 
voted a special citation to Leroy 
F. Newmyer, advertising director 
of the Toledo Blade, for “launch- 
ing an advertising campaign, ‘Let’s 
Get the Picture Straight,’ which 
was of great value to the newspa- 
per industry.” 

The fact that Mr. Newmyer 
was in Rome last night failed to 
faze the NNPA. Otto Silha, out- 
going president of the group, 
placed a transatlantic call to Mr. 
Newmyer to apprise him of the 
award, while some 215 delegates 
boomed “Congratulations, Roy!” to 
a surprised and happy (albeit 
sleepy—it was 3 a.m. in Rome) 
award winner. 

Carl Himmelman, promotion 
manager of the Cleveland Plain 
Dealer, presented the second an- 
nual version of the NNPA Grid- 
iron, this one entitled Newspaper 
Neophyte Professional Amateurs. 

The amateurs were in abun- 
dance, the professionals virtually 
non-existent, and everybody—in- 
cluding the cast—had a good time. 


# Clifford A. Shaw, promotion 
manager of the Providence Jour- 
nal, was elected president of the 
association for 1954-1955; Joseph 
P. Lynch of the Grand Rapids Press 
was named Ist v.p.; William E. 
Coyle of the Washington Star was 
elected 2nd v.p., and Frank A. 
Knight, managing editor of the 
Charleston Gazette and perennial 
secretary-treasurer of NNPA, was 
reinstalled in that office. 

The association selected Chicago 
as its convention site for 1955, thus 
celebrating its 25th anniversary in 
the city in which it was founded. 
Cleveland was named as conven- 
tion site for 1956. 

NNPA membership topped 400 
for the first time (about 175 were 
registered for the convention) 
with enough new members sign- 
ing up at this meeting to swell the 
total to 405. 


s Editor & Publisher awarded 
bronze plaques at the meeting to 
the following papers: 

Trenton Times and Camden 
Courier-Post, best series of six or 
more ads designed to obtain na- 
tional linage. 

Phoenix Republic & Gazette, 
best direct mail promotion piece 
designed to obtain national linage. 

Portland Oregonian, best sales 
presentation to obtain national 
linage. 

Des Moines Register & Tribune, 
best presentation to develop new 
local advertising. 

Pasadena Star News, best pack- 
age presentation. 

Toronto Star, most outstanding 
single campaign to obtain classi- 
fied linage. 

Los Angeles Times, most out- 
standing single circulation pro- 
gram. 

Chicago Daily News, most out- 
standing single community service 
activity. 


Alters Name to Berg & Co. 

Scholastic Enterprises Inc., Palo 
Alto agency, has changed its name 
to J. R. Berg & Co. 


Buys Dupli-Voice Assets 

Felt & Tarrant Mfg. Co., Ghi- 
cago maker of adding and calcu- 
lating machines, in its first diversi- 
fication move, has purchased the 
assets of Valley Industries Inc. and 
its sales subsidiary, Dupli-Voice 
Co., Algonquin, Ill, maker of 
Dupli-Voice dictating machines. 
Dupli-Voice dictating machines 
were placed on the market about a 
year ago. The companies will oper- 
ate as a subsidiary of Felt & Tar- 
rant and will retain their present 


officers. N. W. Ayer & Son is the 
agency for Felt & Tarrant. Tim 
Morrow Agency has been handling 
Dupli-Voice advertising. 


Brewer Names Toomey V. P. 
Melvin F. Toomey, formerly in 
charge of sales for the northwest 
division of Pabst Sales Co., has 
been appointed v.p. in charge of 
sales for California Brewing Co., 
San Francisco, recently purchased 
by Liebman Breweries Inc., New 


York. 


LY, Wy alate y 
FILMACK STUDIOS 1323 So. Wabash Chicago, 


CUT YOURSELF A SLICE OF THIS 


_ fr 


Sugar Coated Market 


THUTTTT 


What a honey of a market this is 


~a busy beehive of activity! 


Salt Lake City commands one of the largest trade territories in 


the United States—with a population of nearly 2 million. In fact, 


well over a half million reside within one hundred miles of the 


city, and Metropolitan Salt Lake is growing at a remarkable 


rate—a 29.9% gain in ten years! 


Utahns eat more, buy more, and do more, by far, than the aver- 
age U. S. Family. 
Lake City, for example, were 35 
store sales were >) 


furnishings 107": 


Yes, this is an area rich in mining, agriculture, stock-raising and 
manufacturing . . 


dollar market. Utah industry is expanding at a rate in excess of 


above; drug store sales © 


$35,000,000 a month! 
“THE SPOKEN WORD IS LIKE THE AIR... 


a Hany HK 


33 EAST NINTH SOUTH ST.. SALT LAKE CITY 1, 


BUT THE POSTED WORD IS ALWAYS THERE!"’ 


For information on industnal advantages in this area, write Gus P. Backman 


Salt Lake City Chamber of Commerce 


In 1953, average retail sales per family in Salt 
above the U. S. average; food 
2’: above; home 


above; and general merchandise !! / 


. a prosperous people in the heart of a billion 


Reach these people outdoors, 
on the way to buy, through 
large, colorful PACKER 
“HEART OF THE CITY’ POSTERS 
Remember—short copy outdoors 
wins instant recognition . . . 


builds consumer acceptance . . . 
makes sales—economically! 


i 


‘> above! 


“HEART 0 


THE city 


Your Advertising Agency has all the facts. 


Cea Cnlerpirise 


UTAH 


Ken Rector, Manager, Utah Dwision 
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GOA Tempts National 


Medium’: Cutout Signs in a Rotary Network 


door Advertising Co. is tempting 
national advertisers with some- | 
thing new in outdoor—the first 
multi-city network of cutout ro- 
tary signs. 

Described as a “new national 
medium” by Carl Henke, general 
sales manager of GOA, the new 
system offers cutouts “on tour” 
among around 100 key locations in 
nine midcontinent cities. The signs 
being offered advertisers include 
oversize cutouts on outdoor painted 
bulletins, topped by electric head- 
lines. 

Under the new hookup the ad- 
vertiser can rotate one set of cut- 
outs, or several, from location to 
location either within a city or 
throughout the whole network. 
Markets included in the system 
to date are Chicago, Minneapolis- 
St. Paul, St. Louis, Kansas City, 
Louisville, Memphis, Atlanta and 
New Orleans. 


Cuicaco, May 11—General promt 


® New cities are to be added, ac- 
cording to Mr. Henke, as soon as 
ertain technical problems are 
york out. Lining up the choice 
“locations is one: ‘“We’ve been 
working for months to get them,” 
Mr. Henke told AA. Another prob- 
lem is the matter of rebuilding the 
bulletins, giving them new-type 
structures which will be standard 
throughout the network. 

Stil! a third problem is devel- 
oping the craftsmen who can 
achieve the ‘“three-dimensional” 
color realism required for the cut- 
outs. “The painting demanded for 
this kind of faithful reproduction 
requires a lot of detail and many 
man-hours,” Mr. Henke said. 


4 Whereas earlier types of “un- 
embellished” rotating bulletins 
were intended for local advertisers 
who could not afford ‘permanent 
paint,” GOA thinks its new setup 
has considerable attraction for na- 
tional advertisers—especially mul- 
tiple-product advertisers. ‘“Com- 
panies like that could follow one 
product with another, month by 
month, throughout the network,” 
Mr. Henke told AA. 

Up to now, oversize rotary cut- 
outs have been available mainly 
on the Pacific Coast, where nation- 
al advertisers have been using 
them. According to GOA, they 
have not been available there on 
an inter-city basis, however. 

Rates on the new GOA opera- 
tion range from $300 to $600 per 
sign per month, depending on the 
city. This is the base price for the 
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CP I/C-B 
CONSOLIDATED 


SERVES EVERYBODY who 
wants facts--men, women, Busi- 
ness firms, Banks, Factories, 
Air and Steamship lines, Rail. 
roads, Hotels, Advertising 
Agencies, Fashion Centers, 

* Foundations, City, State and 
Federal Governments, Colleges, 
Universities, Trade Associations, 
Labor Unions, Civic Groups, 
Clubs, and many others... 
quickly, thoroughly, confi- 
dentially —at little cost. 


Ad 


: “PRESS 
CONSOLIDATED 8 iiiss evscsys 
43! SOUTH CEARPORN STRLET, DEPT. 12 

pennies. “CHIEEGG 5, ILLINOIS 


70 FIFTH AVENUE, NEW YORK 10, N. Y. 
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Advertisers with ‘New Smith Gets All Ag-Chemicals 


Pennsylvania Salt Mfg. Co. of 
Washington has appointed Howard 
, _R. Smith Co., Tacoma, to handle 

a coe pat : ogeg taal advertising for its agricultural 
ae ee pin ggir§ handled agricultural chemicals 
gg Deaths ond con bee ened as for the western states only. Trade 
he likes. GOA said _and consumer publications will be 


-used for the company’s Penco line. 
Cabot Appoints Dromey 


New York, has been appointed di- and television. 
rector of the public relations de-| 
partment of Harold Cabot & Co., 
Boston. Mr. Dromey will set up| 
a new department handling public 
relations and publicity for clients. 


Paramount, Lux Push Movie 
| Paramount Pictures Corp. and 
Lux toilet soap, made by Lever 


| 


Beauty Counselors Boosts 2 Audrey Hepburn and her forth- 
|coming picture, “Sabrina.” Full- 


Beauty Counselors Inc., Grosse 

Pointe, Mich., has promoted Dan | coler pages showing Miss Hepburn, 
Buell, director of advertising and this year’s Academy Award win- 
packaging, to v.p. George T. Hall, | ner, will run in women’s service, 
v.p. and general sales manager,|shelter and chain store publica- 
was named a director of the com-|tions and in Life and Sunday 
pany. newspaper supplements. 


chemicals. The agency previously | 


_The agency also will handle a spe- | 
‘cial 25th anniversary observance | 

John Dromey, public relations of the Tacoma plant and company 
director of Anderson & Cairns, /headquarters, using newspapers | 


| 


Bros. Co., have slated a consumer | 
publication campaign for actress | 


| 
} 
| 


| 


| SEAFOOD FANCIER—Behind the tongue is 
| Robert Q. Lewis whose “Name’s the Same’ 
ABC-TV show will help boost Van Camp 
Sea”’Food Co.’s Chicken of the Sea tuna 
and frozen tuna pie this summer, starting 
June 1. Brisacher, Wheeler & Staff, San 
Francisco, is the agency. 
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De Martini Directs Drive 

Jim Thorpe Memorial Founda- 
ticn has appointed De Martini 
Associates, Philadelphia, to handle 
public relations and to direct a 
‘drive for $10,000,000 to build a 
| heart and cancer hospital as a 
memorial to Jim Thorpe, interna- 
tionally famous athlete. The hos- 
pital will be erected in a commun- 
ity now called Mauch Chunk, Pa., 
but a proposal to change the name 
of the community to Jim -Thorpe, 
Pa., will go before local voters 


. | May 18. 


Art Directors Pick Boulton 
Frederick W. Boulton, v.p. and 
directcr of creative services of J. 
Walter Thompson Co., Chicago, 
/has been named the outstanding 
art director of the year by the 
National Society of Art Directors. 
Bernard Gilwit Joins Orr 
Bernard Gilwit, formerly with 
Grey Advertising Agency, has 
been named art directcr of Robert 
W. Orr & Associates, New York. 
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General Mills Sells 
Appliance Line to 


McGraw Electric 


Cuicaco, May 11—General Mills, 
which entered the small appliance 
field in 1946 to use production fa- 
cilities originally developed for 
armaments production, has sold its 
home appliance division to Illinois 
McGraw Electric Co., Chicago, a 
subsidiary of McGraw Electric Co., 
Elgin, Ill. 

No price was given on the trans- 
action, but it includes capital 
equipment, tooling and present 
production inventories in the Gen- 
eral Mills line of flat irons, mixers 


have the use of General Mills plant, , 


space for the next four months. 

This represents the sixth such 
‘acquisition since the war for the 
|parent McGraw Electric Co. The 
54-year-old firm has increased its 
sales from $9,503,386 in 1943 to 
$121,248,000 ten years later. 

According to D. S. Campbell, 
v.p. of the firm’s Toastmaster 
Products division, sales and adver- 
tising arrangements with regard 
to the new purchase have not been 
worked out yet. 

Erwin, Wasey & Co., Chicago, is 
the Toastmaster agency, and Bat- 
ten, Barton, Durstine & Osborn 
handles the GM appliance line. 


Whirlpool Appoints Sierk 


GOING TO THE DOGS—Society Dog Foods, 
Detroit, is pushing its dog food with four- 
|can carry-home packs like this in the 
Detroit area. Slogan for the promotion: 


_ \served by the company. 


| Parkdale to Steller, Millar 


Power Co. Names Doremus 
California-Oregon Power Co. 
has appointed the San Francisco. 
office of Doremus & Co. to handle) 
its advertising and public rela-. 
tions. A 52-week newspaper cam-. 
paign is under way in 24 newspa- 
pers in southwestern Oregon and 
northern California, the area 


Parkdale Co., Los Angeles man- 
ufacturer of Beam butane-propane 
conversion equipment, has ap- 
pointed Steller, Millar & Lester, 
Los Angeles, to handle its adver- 
tising. The agency has scheduled 
a trade journal and direct mail 


in the morning! 


aE 


“Society Is Going to the Dogs.” Russ Green campaign directed to tractor, truck, 


Advertising, Detroit, is the agency. ‘taxi, bus and other fleet operators. in the afternoon! 


= According to General Mills,|of its dryer and ironer division. Helen Jones Joins Brandt Walker Joins Morey, Humm 
McGraw has agreed to assume the| Mr. Sierk formerly was advertis-| Helen Sue Jones, formerly a, Graydon Walker, formerly with 
responsibility of servicing all GM|ing and sales promotion manager copywriter for the Higbee Co.,|Joseph Katz Co., Baltimore, has 
appliances now in use. Alfred Ber-|and assistant v.p. in charge of Cleveland department store, has) joined the creative staff of Morey, 
sted, president of Illinois McGraw, | sales of Ironrite Inc., Mt. Clemens, joined the staff of Richard T. ‘Humm & Johnstone, New York, 
said also that his company will! Mich. Brandt Inc., Cleveland agency. ‘as a copywriter. 


and electric toasters under the Whirlpool Corp. St. Joseph, 


Betty Crocker label. Mich., has appointed Richard 
Sierk to the sales promotion staff | 


F YOU could preselect the people your advertising 

reaches you’d be mighty specific. You’d make a 
careful distinction between casual, run-of-the-mill 
lookers and genuine, cream-of-the-crop prospects. 


Naturally, you’d want to reach millions. But you’d 
like solid proof of their buying power. And you’d 
prefer to reach them in a medium whose editorial 
content stimulates a buying urge. 


With Better Homes and Gardens you get all this— 
and much more. 


With 4-million families, BH&G is one of America’s 
very largest man-woman magazines. But its selling 
power goes beyond what even this big circulation 
indicates. 


THE POWERFUL PLUS OF BH&G 


You get a powerful plus in BH&G from the kind of 
people who read it, their reasons for reading it— 
and the action they take from their reading. 


Editorial planning preselects the millions who read 
BH&G for their alertness and progressiveness—for 
their high income and home ownership—but most 
of all for their active desire to lead richer, fuller 
family lives. 

These millions know what they’d like. BH&G shows 
them how to get it. That’s why they read BH&G— 
not for mere entertainment. Issue by issue, cover to 
cover, BH&G gives them nothing but sound, inspira- 
tional counsel on raising their living standards. It 
shows them what to do, how to do it, and what to 
buy to do it with. , 


THE BUYING URGE CARRIES OVER 


An editorially created buying urge isn’t something 
you can turn on and off like a tap. Naturally and in- 
evitably it carries over to the advertising pages. And 
here you get another positive advantage of BH&G 
over any other big advertising medium. 


Your advertising in BH&G is not an interruption of 
editorial. BH&G families buy the magazine to read 
advertising as well as editorial. That’s why it works 
harder. 


Add up the advantages of this editorial concept, and 
you'll see why Better Homes and Gardens should be 
your Prime Mover of consumer goods and services. 


BH&G, of all big media in America, is the only one 
that screens its audience for both desire and ability 
to buy what you have to sell. 


BH&G gets more than immediate sales results. It 
gets continuing results, because it remains in the 
home longer, keeps on pulling for weeks and months. 


BH&G serves its readers as a cover-to-cover buying 
guide—in which advertising pages and editorial 
pages are viewed with the same interest. 


The sooner you try BH&G, the sooner you’ll learn 


Better Homes and 


what so many other advertisers know—that here 
your advertising works harder, dollar for dollar, line 
for line, page for page, minute for minute than in 
any other medium. 


ad 


WHERE ELSE CAN YOU FIND 
SUCH EDITORIAL INFLUENCE? 


No—this was not one of our building promotions. It was 
a single editorial feature in the January, 1950 issue of 
BH&G. People read the issue, bought the plans, built the 
home. Since then, over 4,000 of these homes have been 
built, with 5,000 more planned! To our knowledge this 
is a record without equal in American building. BH&G 
readers build 7 out of every 10 homes constructed for 
owner occupancy. And the nation’s operative builders, 
who construct for resale, say that the people who buy 
their homes mentionBH&G more than any other magazine. 


Serving 4-million families, 
screened for the 
BUY on their minds! 


Gardens 


MEREDITH PUBLISHING COMPANY, Des Moines, lowo 


in the evening! 


IN 
Winston-Salem 


NORTH CAROLINA 


. . the hub of a rich, fast- 
growing 15 county market in 
the industrial heart of the. . . 


State in the South 


Whatever your product or serv- 
ice—ygu will sell more of it 
faster to more people when you 
ere 


oa od 
or od 
———oo 
AFFILIATE 
600 KC—5 KW 
AM-FM 


Represented by 
HEADLEY-REED CO. 
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Passion for Conformity, Fear of Original 
Thinking Afflict Advertising: Bernstein 


(Continued from Page 2) 
widget that the widget 
shrinks shyly into the  back- 
ground,” he asserted. 

This striving for technical ex- 
cellence frequently adds vastly to 
the cost of advertising, Mr. Bern- 
stein noted. If it merely satisfies 
some adman’s ego—instead of 
adding to the value of advertis- 
ing—it might be better to cut the 
cost and squeeze another ad or 
commercial out of the budget. 

In his opinion, the answer is the 
exercise of independent judgment, 


itself | 


JUST ASK FOR MARIE: 
ve ask for 


Ca 


| without regard to what other ad- 
ren might think of your efforts. 
As the proper approach when con- 
sidering the expenditure of a dol- 
lar he proposed these questions: 
“Wiil this extra cost add to the ef- 
fectiveness of this advertising? 
Will it sell more widgets?” 


s A third type of conformity de- 
nounced by Mr. Bernstein was the 
tendency to “follow the leader.” 
Admitting the need for the devel- 
opment of product, package and 
distribution changes and improve- 
ments, he deplored the fact that 
such competitive efforts consist of 
pirating ideas instead of develop- 
ing them. 

“Even piracy might not be such 
a bad thing, if only the pirates 
stole only the really useful ideas 
and innovations—instead of blind- 
ly taking everything that comes 
along just because a competitor has 


thought of it,’ he observed. 
Mr. Bernstein said the need for 


|original thinking, unhampered by 


conformity and convention, will be 
particularly great in the years 
ahead. He said he believes the per- 
centage of sales which goes into 
advertising and selling costs will 
be considerably larger five years 
from now than it is today. For this 
reason, all costs will be scrutinized 
more carefully, and waste and in- 
efficiency will be a luxury few 
businesses can afford. 


Woodcraft Names Agency 

Leopold Lewis, New York maker 
of the American Woodcraft line of 
educational toys, has appointed 
Platt, Zachary & Sutton, New York, 
to handle advertising and promo- 
tion. 


Names Hockaday Agency 

Roger Van S Inc., New York 
manufacturer of handbags and 
belts, has named Hockaday Asso- 
ciates, New York, to handle its ad- 
vertising. 


The new head of the Assn. of 
Canadian Advertisers—Robert E. 
Day—quit his job as secretary- 
treasurer of a woolen company in 
1928 because somebody told him he 
didn’t have the guts to be a sales- 
man. 

“I was more or less forced into 
the selling field when an official 
of Bulova Watch Co. told me I 
lacked the courage and nerve for 
/a salesman,” Mr. Day recalls, “and 
in the latter part of 1928 I took 
on a job as salesman with the 
Bulova Co. just to show that offi- 
cial.” 

Starting with this challenge, Bob 
Day became president of Bulova 
Watch Co. Ltd. in 1935. 


® Born in Toronto in July, 1902, 
Mr. Day joined the woolen com- 
pany as an office clerk in 1916. By 
1928 he had been promoted to sec- 


retary-treasurer of the company 


Pleasure starts with the package — 


... WHEN IT'S CHAMPION (A6aiq BOX WRAP 


Perhaps it’s that your heart skips a beat, or that you catch your 
. a thing of beauty affects you. Turn this basic human 
response to your benefit. Give radiance to your product by 
cloaking it in rich, brilliant Colorcast Box Wrap. 


breath . . 


THE CHAMPION PAPER AND FIBRE COMPANY 
District sales offices in New York, Chicago, Philadelphia, Detroit, St. Lovis, 


Cincinnati, Atianta, Dallas and Son Francisco. Distributors in every 


WHATEVER YOUR 


PAPER PROBLEM 


* HAMILTON, OHIO 


major city. 


IT'S A CHALLENGE 


TRADE-MARK 


Symbol of Quality, Integrity, Service 


TO CHAMPION 
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You Ought toRiaow . . . Robert Day 


Robert E. Day 


and might have been there yet had 
it not been for the critical Bulova 
official. 

As a boy, Bob Day was a better- 
than-average athlete, favoring 
baseball and tennis, but more re- 
cently he has taken up golf. Like 
a good many leisure time golfers, 
Mr. Day insists “you couldn’t call 
me a golfer in any sense of the 
word. I just play at it.” 

Married, Mr. Day is the father 
of four children—two boys and 
two girls. One of his sons is asso- 
ciated with a paper box company, 
and the other is studying engineer- 
ing. Both daughters are homemak- 
ers, but one also works as an ad- 
vertising copywriter. 


® His election to the ACA presi- 
dency comes in addition to a long 
list of other business and civic 
honors. He is a past president of 
the Canadian Jewelers Assn., hav- 
ing served in this capacity in 1946, 
and is chairman of the board of 
governors of Canadian Jewelers 
Institute. He is also a director of 
the Rotary Club of Toronto, a 
member of the board of governors 
of Humber Memorial Hospital, 
chairman of the board of Dominion 
Watchcase Ltd. and a trustee of the 
Joseph Bulova School of Watch- 
making. 

Even though these and his duties 
as Bulova president keep him on 
the go, Mr. Day still makes a prac- 
tice of calling on accounts all over 
the country and prides himself on 
being able to call more than 1,200 
Canadian jewelers by their first 
names. 


# As president of the Assn. of 
Canadian Advertisers, Bob Day al- 
ready has plans afoot to arrange a 
meeting of representatives of all 
advertising media. This, he feels, 
will help eliminate the practice of 
one medium discrediting another 
and elevate the prestige of adver- 
tising in the Dominion. 

Canada and its future are close 
to Mr. Day’s heart. The firm he 
heads once had the reputation 
across Canada of “using high-pres- 
sure U.S. business methods,” and 
he has done a lot to dispel the 
notion. The company now employs 
Canadians only and is a strictly 
Canadian company opercted for 
and by that country’s citizens. 

Insofar as business is concerned, 
Mr. Day predicts a greater future 
for the Dominion and maintains: 
“There’s only one way Canada can 
go—and that’s ahead. But we must 
work harder to get there.” 


Color Guide Available 

La Salle Litho Corp., 52 E. 19th 
St., New York, is offering copies 
of its new color guide, 53 pages of 
ink color samples for use in litho- 
graphic offset printing, to art or 


production people with agencies 
and advertisers. 


Rankin Joins Hilton & Riggio 


James O. Rankin, formerly radio 
and tv copy director at D’Arcy 
Advertising Co., has joined Hilton 
& Riggio, New York, as v.p. and 
creative director. 
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Nielsen, on Tour, 
Lays Research Plans 


for Western Europe 


Lonpon, May 11—Arthur C. 
Nielsen, president of A. C. Nielsen 
Co., Evanston, Ill., has laid plans 
for the expansion of his research 
organization throughout Western 
Europe, AA learned here. 

Mr. Nielsen, now on a three- 
month tour of Europe, has already 
set up a new subsidiary company 
in Frankfurt, Germany. He has 
also visited Portugal, Spain, 
France, and Switzerland to begin 
negotiations for similar operations 
in those countries. 

Nielsen companies have been 
functioning for some time now in 
Britain, Belgium and the Nether- 
lands, and Mr. Nielsen has in- 
spected these operations during 
his tour. Before returning to the 
U. S. at the end of this month he 
will revisit Germany and Switzer- 
land. He will also go to Italy to get 
the wheels turning there. 


= Mr. Nielsen also revealed that 
his British subsidiary; A. C. Niel- 
sen Co. Ltd. of Oxford, will be 
ready to offer the Nielsen Radio 
and Television Index to adver- 
tisers as soon as commercial tv 
starts here. Current plans call for 
the start of commercial tv in the 
second half of 1955. . 

Mr. Nielsen said that Henry 
Rahmel, v.p. of engineering at 
Nielsen’s U. S. headquarters, has 
been in Britain for more than a 
month now studying the technical 
problems connected with the es- 
tablishment of the radio-tv index. 
Mr. Rahmel reports, said Mr. 
Nielsen, that there will be no dif- 
ficulties in the use of the Nielsen 
electronic audimeter in British 
radio and tv homes. 

In addition to measuring the 
audience attracted by the new 
commercial tv stations, the Niel- 
sen index could measure listening 
to the British Broadcasting Corp. 
and to the commercial radio pro- 
grams beamed to Britain by Radio 
Luxembourg. Mr. Nielsen said the 
measurement service would be of- 
fered here as soon as it is wanted. 


# The British, Belgian and Dutch 
branches of Nielsen are all in- 
volved in the preparation of drug 
and food indexes for manufac- 
turers. These indexes, which 
measure retail sales of goods, are 
similar to the ones offered by 
Nielsen in America. 

The first job of the new Nielsen 
organization in Frankfurt will be 
to organize food and drug indexes 
for all of Western Germany. Mr. 
Nielsen said that he, “like every- 
one else who has come over here,” 
was tremendously impressed with 
the economic recovery of the West 
German state. 


Gresh & Kramer Adds Two 


Gresh & Kramer, Philadelphia, 
has been appointed to handle ad- 
vertising and public relations for 
Dennis Mitchell Industries, Phila- 
delphia manufacturer of infants’ 
cars and cribs, laundry carts and 
shopping carts for mother and 
daughter, and Richard Stuart Mfg. 
Co., Philadelphia maker of Fire 
Sentry home and industry auto- 
matic fire alarm systems. 


MPTV Appoints Gedney 


Motion Pictures for Television 
Inc. has appointed Richard Ged- 
ney an account executive in the 
New York sales office of its film 
syndication division. Mr. Gedney 
formerly was western manager of 
Consolidated TV Sales. 


Stevens Appoints McGuire 
Robert D. McGuire has been 


appointed assistant manager and. 


a partner of C. E. Stevens Co., 
Portland outdoor advertising 
company. 
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Prudence Penny TV show 


the Times-Union has the 
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the Albany market 


the Times-Union offers 
advertisers thd only 


complete/marketing 


service in Albany 


—_——— eee eee else 


——— 


KEEP YOUR EYE ON ALBANY... 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Four A’s at White Sulphur Springs, 
‘April 22-24—the 36th annual 
meeting. 


‘No Comparison’ which has brought down so much 
To the Editor: I was delighted to Titicism on their heads. 

read your editorial in the April 26, As I see it, the low-nicotine ap- 

issue of ADVERTISING AGE entitled|Proach is rooted in fear psychol- 


“One Man’s Poison, Another’s °8Y. In contrast, the low-calorie an explanation of why one of! 

Meat.” |\theme we are currently using in many excellent coffee brands | 
I have maintained all along, in| °U" advertising is rooted in a con- | wasn’t given a testimonial as was 

the face of criticism regarding low- Sumer benefit. There is simply no one of several excellent cola 

calorie advertising, that there is|C°mparison between the two. _drinks. : 

absolutely no comparison between| Any study of per capita sales in| Four A’s MEMBER. 

this approach and the low-nicotine the brewing industry will reveal) . . ° 


theme used by the cigaret people, there has been a steady decline 


over the last few years. Since Executive's Desk Space 


breweries are among the heaviest Poses Some Questions 


‘users of advertising in the country, To the Editor: The attached ad 
‘this decline cannot be charged to, (U. S. News & World Report) 


lack of promotional or advertising kills me! 

effort on our part. The answer, Where does he find time to do 
must be elsewhere, and it is our SO much? I don’t know; it’s a big 
conviction that the answer lies in secret, just like the location of 
the fiction on the part of the pub- tools of the trade. 

lic that beer is fattening. The} His telephone is ringing? Just a 
present low-calorie campaign is|minute, now, did I put that in 
designed to overcome that miscon-| Drawer D? Or do I hear it buzzing 


| 


2 
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IN QUAD-CITY 


Si 


It would be interesting to read) 
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Some people are born leaders 


The American Weekly creates ENTHUSIASM * 


Wont Grade “A” resuts trom your odvertiung doliors? 
Use The Amemcan Weexiy This sparkling Sundey magazine 
imspwres red hot buying enthusioum among more 
thon 9 milhon 600 thovrond fomviwes each weet. 


iy 
---like WCAU, Philadelphia 


The 
‘AmernicaNWEEKLY 
“ENTHUSIASM is interest raised to the buying pitch? 


CS Ae cams Represented ©. (BS Bate ond Veterncen Spe! beter 


The whole charivari reminds me Easter Bunny Laid ‘Em 
that, in the Mesozoic age when I, To the Editor: Both of the at- 
attended college, we had in our tached ads are from the April 12 
midst a gang of freeloaders who at issue of ADVERTISING AGE. 
the end of four relaxed years ac-| Would it be safe to say that one 


aly Davenport Newspapers Provide | 


ception, which we believe is hurt- 
| ing our industry. 


| RETAIL SALES 


— Dave BLAND, 
Director of Advertising, G. 


Krueger Brewing Co., Newark, 


MORNING Evening ald 
DEMOCRAT DAILY TIMES e ry 7 
Sunday DEMOCRAT & TIMES 
Serving the Quad-Cities of 
DAVENPORT, IOWA; ROCK ISLAND, 
MOLINE and EAST MOLINE, ILLINOIS 
HEADQUARTERS: DAVENPORT, IOWA 


Represented Nationally by 
JANN & KELLEY, INC. 


ffective, Home-delivered Quad-City | 
Circulation | 


Explanation Called For 

To the Editor: “Recess—Coffee 
-and Coca-Cola will be served.” 
| There were two insertions of the 
foregoing in the program of the 


I ory te = 
Pw Fi $+ he 
‘ Pas etd 


AMERICAN 
WEEKLY 


PARADE 


x 
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THE MARCHING 100 SSS SS 


LOUISVILLE 
BELONGS ON 


ANY 


SUPPLEMENT 
SCHEDULE 


DID YOU KNOW? 


Louisville is the second largest market offering supplement advertis- 
ing, yet not served by one of the three national supplements. Many 
advertisers using one or more of the three national supplements, 
also used the Louisville Courier-Journal Sunday Magazine to com- 
plete their national suppl t schedul This Week 1952 adver- 
tisers, for example, also placed a total of 286,419 lines in the 
Louisville Courier-Journal Sunday Magazine. 


Send for your free copy of a new factual study of newspaper 
supplements. Write to: Promotion Department, The Courier- 
Journal, Louisville 2, Kentucky. 


THE LOUISVILLE > 


— Conrier-Zournal 


SUNDAY MAGAZINE 


Sunday Courier-Journal Circulation 303,238 « Member of The Locally Edited Group 
Represented Nationally by The Branham Company 


in the “wastebasket”? (After a 
thorough search of seven drawers, 
he answers the phone, IF it’s still 
ringing.) 

An important order? Wait one 
moment, please, I did put those 
pencils somewhere, Drawer A? B? 
C?, and that pad of paper? I could 


om 0 shee eo sews semen a 
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tilt 
alte 
eqn 
eas | 
} #f 


i 
i 


k 


have sworn it was in this drawer— 
hello, operator? (Too late, order 
| lost.) 

His ashes are burning a hole in 
the rug? Ashtray? Oh, yes, let’s 
see, I filed it away just a minute 
lago... 

You'll be in town a week from 
Tuesday? Let me look at my 
calendar (stashed away in the 
built-in organizer rack). 

His wife’s picture? Glued to the 
bottom of the middle drawer. 
(Natch!) 

How do they empty the waste- 
basket drawers? Simple operation; 
cleaning women merely get in 
touch with the building supervisor 
who hurries down in a cab, opens 
up the desk and in two hours flat. 
the basket is empty! 

How does he lock his desk at 
night? Simple! He just tosses the 
phone in the wastebasket! 

Where does Shaw-Walker get 
the $$$$ to spend so much on so 
little? 

Mary SWEENEY, 
Chicago. 
* * © 
Suggests Social Scientist 
Has Added Fillip of His Own 

To the Editor: Recurrent refer- 

ence to the social scientist as ad- 


vertising’s mew Messiah has 
evoked dissent prior to mine. 
Harry Homewood’s letter (AA 


'“Voice,”’ April 26) typifies the 
general tenor: the social scientist 
offers nothing a sane and sober ad- 
vertising man doesn’t already 
know. 


| But isn’t it in order to recognize. 
'that the social scientist has caught | 
| wind of a good thing—and is add-| 


| ing a fillip of his own? 


quired the badge of distinction, 
B.S.S. 

The wearers spelled it out as 
Bachelor of Social Science. The 
rest of us gave it a more pertinent 
interpretation. 

MEYER C. SEIGERMAN, 
Brooklyn, N. Y. 


“What a Business’ 

To the Editor: Further to your 
| story in the April 19 issue on pop- 
ular records made from musical 
advertising jingles, it would not 


be complc:e without mentioning | 


|what happened to our “Man, Oh 
|Manischewitz” wine jingle... . 

| Since our agency, Emil Mogul 
'Co., created it, “Man, Oh Man- 
ischewitz” has been played on 
116 radio stations all over the 
|country with an average frequency 
of 2,373 times a week—making the 
|total as of this writing of over 


= 40.000 times “Man, Oh Manische- 


witz” has been heard to date, and 
it’s still going strong. 

Particularly in New York City 
where we have one of our heaviest 
schedules. it was almost inevitable 
that some record company would 
want to .rv to make a hit song of 
it—and Tico Records did. 

Just released by Tico within the 
last two weeks is “The Mambo 
Shevitz,” sung by the Crows (the 
first record they made after their 
hit song “Gee”’) and with the mu- 


‘of the idea men concerned with 

|the attached laid an egg in think- 

ing that he had a novel brain- 

storm? 

RoBerT B. HARDENBERGH, 

| Sales Executive, Crosley 
Broadcasting Corp., Cincin- 
nati. 


sic of our “Man, Oh Manischewitz”’ 
jingle set to Mambo rhythm by 
Melino and his orchestra. As soon 
as copies were sent to radio sta- 
tions, disc jockies began to play 
“The Mambo Shevitz’’—so fast, in 
fact, that we hadn’t time even to 
notify our distributors in various 
parts of the country to listen for 
them. We began getting excited 
letters from distributors telling us 
/that they had just heard a number 
called “The Mambo Shevitz” 
played on their local station and 
wanted to tell us about it. 

We also understand that “The 
Mambo Shevitz” has been installed 
in a chain of juke boxes along the 
East Coast and that, because of 
the authenticity of the Mambo 


TELL AND SELL YOUR STORY 
WITH GENUINE PHOTOGRAPHS 
Bx 10's Post Cards Tip-ons 


Miniatures—Portfol ios—Business Cards 


GROGAN PHOTO: COMPANY | 
3ON. Bahls St., Danville, Himois 
i  GNORGO BORGER: FS 

Michigan Ave., Phone WEbster 93219 


THE 
ad 
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or, in the 

plain English of 
our engraver's 
craft, "Practice 
is the best 


master. 


Collins, 
Miller & 
Hutchings, Inc. 


AMERICA’S FINEST PHOTOENGRAVING PLANT 
207 N. Michigan Ave. * Chicago | 
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rhythm in the orchestration, dance 
studios are using it in teaching the 


the words of “The Mambo She- 
vitz” contain no commercial refer- | 
ence to Manischewitz wine, but the 
use of the Manischewitz music and | 
the phonetic similarity between | 
“Mambo Shevitz” and “Manische- | 
witz” results in a 24% minute musi- 
cal commercial. 

Man, oh Manischewitz... what a 
business! 

CHESTER C. Moss, 
Monarch Wine Co., Brooklyn. 


Terms Undeserved 

To the Editor: Having spent 
many years in the brewing in- 
dustry I squirm whenever I see) 
the word “suds,” to indicate beer, | 
in newspaper headlines. 

“Sudsmakers Meet,” to describe 
a brewers’ convention, and the 
like, is quite common. And un- 
deserved by an industry that la- 
bors under a myriad of regulations, 
and tries to conform to public in- 
terest. 

And now AA hands this one to 
the liquor people (April 26 issue): 
“National Distillers Offers PM 
Straight to Western Topers.” Dear 
AA, what does the dictionary say 
is the definition of “toper”? Tell 
us, then duck for cover. | 

J. B. MILGRAM, 
Brooklyn, N. Y. | 
© * ~ | 
Seven-Point Analysis | 

To the Editor: While [The Cre- | 
ative Man is] pulling ads apart, | 
let him try the enclosed one for | 
Air Express. I’ve seen some pret-_ 
ty good ones for Air Express but: | 

1. Is this man young enough to| 
pitch for the Yankees? 

2. If he is pitching, he should 
have let go of the ball before it 
got this far. 

3. The caption under the picture | 
sounds as if Arthur [Wiley, of A. 
G. Spalding & Bros.] is the pit- 
cher and if so, how does he find | 


He’s famous for his fast delivery! 


time for both jobs? | 

4. If the first paragraph is true, 
the first sentence in the second 
paragraph is definitely the un- 
derstatement of the year. | 

5. How in H do two major | 
league teams get to the same field | 
without one baseball between) 
them? 

6. Wouldn’t it have been easier 
to send the bat boy to a nearby 
sporting goods store? As major 
league teams are from _ cities, 
there must have been a-= store 
handy. 

7. “The stands were filled, 
teams in their dugouts and a dou- 
bleheader’’—fine! That’s the way | 
it should be. “The balls. ..were 
actually in play a few hours lat-| 
er.” If the “few” means three or | 
four, the balls must have arrived | 
between 4:30 and 6:30. Who en-| 
tertained the crowd during the 
wait? No matter what, they were 
spectators at the only night dou- 
bleheader in history. 

BILL INGLEBY, 

Dennison Mfg. Co., Framing- 

ham, Mass. 


ABC-TV Adds Sports Fare 


New York publisher of “Collier’s| ment, 


and Timothy P. Peirce,jnamed Elaine Siebert, 


57 


formerly 


ABC-TV, New York, is now pro- Encyclopedia,” “Harvard Classics,” previously with Mercantile Stores| assistant publicity director of E. 
dance of the same name. Of course, | gramming six major sports attrac- “Junior Classics” and other vol-|'‘Co., to its plans-merchandising P. Dutton & Co., to its public re- 


tions for sale locally by affiliates. umes, has set up a publicity and | department. 


These co-op packages include: 
“Boxing from Eastern Parkway,” 
“Wrestling from  Rainbo,” the 
“Dizzy Dean Show,” “Baseball 
Game of the Week,” “Saturday 
Night Fights” and “Fight Talk.” 


Collier Adds PR Department 


P. F. Collier & Son division of 
Crowell-Collier Publishing Co., 


‘sales promotion department under | 
'the direction of Willis H. Homan, 
‘who formerly was with Grolier 
Society Inc. 


N. W. Ayer Names Three 


| N. W. Ayer & Son, Philadelphia, 
‘has appointed Lon C. Hill, form- 
erly a copywriter for J. Walter | 


Thompson Co., to its copy depart- | 


The agency 


has lations staff in New York. 


AIR CONDITIONING & 
REFRIGERATION [/ 


NEW YORK 
CHICAGO 


The Information Authority ¢ 


AIR CONDITIONING BUSINESS 
The Advertising Leader 


WSM Wins Top Programming Award 


Wednesday, April 21, 
+oeee 


THE CITATION 


“There’s gold in them thar hills, and out of 


music of the hill 


country, WSM has mined itself 


a mint of billings, and an 18-carat position 


among radio stations of the nation. 


More than 


that, a solid-gold niche in the pop music busi- 
ness, as a maker of hits, a discoverer of talent, 
and proud pappy of country-style music that’s 
such an important ingredient on the air every- 
where, and in jukeboxes coast-to-coast. 


“‘WSM’s unique position is no accident. It’s 
the result of its continuing conviction that radio 
is healthy and important, and backing up of that 


conviction with 


live programs, live talent. 


year-after-year investment in 


The Nashville Story 


which has made this southern city one of the 
major pop music centers of the U. S. A., is 
largely the WSM story. 


“This is the 


station that today has on its 


talent payroll 241 — count ’em — 241 per- 


formers. 


This is the station that last year fed 


nearly 1,000 individual programs to the net- 


works. 


And this is the station that not only 


programs coast-to-coast via its flock of network 
feeds, but also, in a sense, programs hundreds 
of indies all over the country, through the hun- 
dreds of disks cut each year on dozens of labels 
by its big battery of talent. 


“More and more, AM stations are giving up 
their roles of discovering and developing new 


talent — except 
finds and builds 


for an occasional WSM which 
stars like Snooky Lanson, and 


MANAGEMENT 35 


when it loses them to New York or Hollywood, 
goes right out, scouts the hills and towns, and 
comes up with new ones. 


“Institutions like ‘Grand Ole Opry’ are just 
a small part of the WSM operation. In fact, 
while country music is the mainstay of WSM’s 
programming, it’s not so widely known that 
WSM also does a fine job in programming other 
types of music — jazz, standards and even 
classical. 


“Disk jockeys and turntables are a necessary 
and important part of AM broadcasting in era 
of video, but in the WSM story there’s a mighty 
moral for some other bigtime stations. Maybe 
the small stations can’t afford it, but there cer- 
tainly are a couple of dozen other big-city sta- 
tions in this country that would find themselves 
winning new audiences and bigger ratings by 
going in for the big sound, the live sound. Their 
battle-cry could well be: bring ’em back alive.” 


Clear Channel @ 50,000 Watts 
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A Self-Sticker! 
(for any smooth surface—glass, metal, etc.) 

® Sticks on both sides—any climate 

® Brilliant Baked Enamel Colors 

© Indestructible! Use and re-use! 
Literature and samples FREE on request 


. Come! Cigarettes Westinghouse * Calvert ® Mobiloil * Ansco ond Hundreds of Others 


THE AD-STIK COMPANY ¢ 5850 CENTRE AVE., PITTSBURGH 6, PA. 


| American Home Foods 
Buys Dennison’s Foods 

American Home Foods Inc., New 
York, has purchased Dennison’s 
Foods, Oakland, Cal., as part of an! 
expansion program on the West 
Coast. 

Separate sales organizations will 
be maintained, using present staffs, 
and most of Dennison’s manage- 
ment and plant employes will be 
retained. 


Cities Service in Campaign 
Cities Service Co. has kicked off 
an advertising and promotion pro- 
/gram to introduce 5-D Koolmotor, 
a new multi-range motor oil. El- 
lington & Co., New York, handles 
advertising for the company. 


Headley-Reed TV Named 

WGRB, Buffalo, has appointed 
Headley-Reed TV as its national 
representative. This station has not 
indicated when it expects to be- 
‘gin telecasting. 


Capt. Eddie Rickenbacker 


Chairman of the Board and 
General Manager, 
Eastern Air Lines 


In an industry beset with red ink, Eastern Air Lines 
has shown a profit every year since the Captain took 
over the controls. The fact that Captain Rickenbacker 
and the stalwart Eastern team of executives, engineers, 
pilots, traffic experts and weather wizards who back him 
up read their Business Publications page by page, issue 
by issue, is a tribute to the editing and publishing skill 
of this great group of periodicals. 

Like Captain Rickenbacker and his associates, other 
business and professional leaders throughout the country 


their own fields to bring them 


—: 


— 


The United Business Press 


NATIONAL BUSINESS PUBLICATIONS, 


“At Eastern Air Lines our key 
men in operation, maintenance, 


sales and management rely on 


BUSINESS PUBLICATIONS 


to help keep us abreast of industrial 


developments and business trends.” 


are depending on the business publications which cover 


methods, markets and men. They look upon the Business 
Press as a superbly organized intelligence service cover- 
ing dozens of specific fields. Each issue of a business 
publication is a special report. Because these men who 
influence buying read business periodicals eagerly and 
thoroughly, the advertising pages of the Business Press 
form a direct sales channel for products and services that 
are sold to business and professional men. 


vital news of products, 


INC. 


1001 FIFTEENTH STREET, N.W. » WASHINGTON 5, D.C. + Sterling 3-7535 


The national association of publishers of 165 
technical, professional, scientific, industrial, 
merchandising and marketing magazines, 
having a combined circulation of 3,822,988 
... audited by either the Audit Bureau of Cir- 
culations or Business Publications Audit of 
Circulations, Inc....: serving and promoting 


professions 


in the market of your choice. 


the Business Press of America...bringing 
thousands of pages of specialized know-how 
and advertising tothe men who make decisions 
in the businesses, industries, sciences and 
. «+ pinpointing your audience 


Write 


for complete list of NBP publications. 


‘ment manager, 


Advertising Age, May 17, 1954 


Coming 
Conventions 


May 23-27. National Assi. of Radio and 
Television Broadcasters, annual conven- 
tion, Palmer House, Chicago. 

May 24-25. Inland Daily Press Assn., 
spring meeting, Congress Hotel, Chicago. 

May 24-26. National Assn. of Trans- 
portation Advertising, 13th annual meet- 
ing, Blackstone Hotel, Chicago. 

May 24-30. National Business Publica- 
tions, annual spring meeting, White Face 
Inn, Lake Placid, N. Y. 

June 2-4. National Saies Executives con- 
vention and sales equipment fair, Conrad 
Hilton Hotel, Chicago. 

June 2-6. Associated Business Publica- 
tions, 29th annual spring conference, The 
Homestead, Hot Springs, Va. 

June 6-8. Magazine Publishers Assn., 
35th annual meeting, the Greenbrier, 
White Sulphur Springs, W. Va. 

June 13-16. American Marketing Assn., 
annual conference, Ambassador Hotel, 
Atlantic City. 

June 14-17. National Industrial Adver- 
tisers Assn., 32nd annual convention, 
Hotel Sheraton-Mt. Royal, Montreal, Can. 

June 16-17. National conference of busi- 
ness paper editors, Washington, D. C. 

June 20-23. Advertising Federation of 
America, 50th annual convention, Hotel 
Statler, Boston. 

June 20-24. Assn. of Newspaper Classi- 
fied Advertising Managers, annual con- 
vention, New Orleans. 

June 23. U. S. Trade Mark Assn., an- 
nual meeting, Hotel Pierre, New York. 

June 27-30. Advertising Assn. of the 
West, Ist annual convention, Hotel Utah. 
Salt Lake City. 

June 28-30. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Hotel 
Del Coronado, Coronado, Cal. 

July 3-4. National Assn. of Advertis- 
ing Distributors, The Greenbrier, White 
Sulphur Springs, W. Va. 

Sept. 18-21. Advertising Specialty Na- 
tional Assn., annual specialty fair, Palmer 
House, Chicago. 

Sept. 26-29. Pacific Coast Council, 
American Assn. of Advertising Agencies, 
Hotel Del Coronado, Coronado, Cal. 

Sept. 26-30. Financial Public Relations 
Assn., annual convention, Hotel Statler, 
Washington, D. C. 

Oct. 4-5. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 7-9. Pennsylvania Newspaper Pub- 


lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg. 

Oct. 9-12. Mail Advertising Service 
Assn., annual convention, Hotel Statler, 
Boston. 

Oct. 13-15. Direct Mail Advertising 
Assn., annual convention, Hotel Statler, 


Boston. 

Oct. 18-19. Agricultural Publishers Assn., 
annual convention, Chicago Athletic Club, 
Chicago. 

Oct. 18-19. Boston Conference on Dis- 
tribution, 26th annual conference, Hotel 
Statler, Boston. 

Oct. 21-22. Audit Bureau of Circula- 
tions, 40th annual meeting, Drake Hotel, 
Chicago. 

Oct. 31-Nov. 2. Screen Process Printing 
Assn., annual convention, Hotel Jeffer- 
son, St. Louis. 


Nov. 7-11. Outdoor Advertising Assn. 
of America, annual convention, Hotel 
Commodore, New York. 


Nov. 8-10. Assn. of National Advertisers, 
annual meeting, Hotel Plaza, New York. 


WBKB to Boost Power 


WBKB, Chicago tv station, will 
boost its power to 200 kw.—high- 
est in the city—this month. The 
station began erection of a new 
transmitting antenna that will 
double its power on May 1. The in- 
crease, expected to go into effect 
by May 20, is another of the sta- 
tion’s efforts towards achieving 
the maximum of 316 kilowatts per- 
mitted by the Federal Communi- 
cations Commission. 


Lenox Names Promotion Men 
Robert J. Sullivan has been 
named manager, advertising and 
promotion, and Richard M. Cle- 
public relations, 


for Lenox Inc., Trenton, N. J., 


/manufacturer of china. Mr. Sulli- 
,/van has been the company’s di- 
‘rector of promotion and public re- 


lations. Mr. Clement was with the 


public relations department of Ra- 
'dio Corp. of America, Camden. 


Seidcheck to Miller Brewing 
Miller Brewing Co., Milwaukee, 
has appointed James E. Seidcheck, 
formerly assistant editor of Mod- 
ern Brewery Age and Beer Dis- 
tributor, to its public relations 


staff. Mr. Seidcheck will handle 
| Miller’s national publicity and 
,trade relations. 
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...A Clearing House 
of Advertising 


in Action”’ 


Says 
Dr. Melvin S. Hattwick 


Director of Advertising 


Continental Oil Company 


“Advertising Age is a newspaper and a 


good one. But to me, it is more than that. 
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It’s also a clearing house of advertising 


in action... telling me not only what’s 
going on in our business, but also 
why it is being done, and what happened 


when advertising power was applied. 
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“The feature section... with columns by 
Woolf, Newcomb & Sammons, Weiss, Bedell, 


and of course, The Creative Man’s Corner... 


alone is worth the subscription price.” 


Ay 
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MELVIN S. HATTWICK 


Many of us remember 1934 as the period when a college degree 
would get you a starting job as an office boy. “Mel” Hattwick was 
among them, getting a start with Batten, Barton, Durstine & Osborn 
shortly after being awarded his master’s degree and a doctorate 

in psychology at the University of lowa. Over a four year period he also 
worked in the agency’s production, media, research and creative 
departments before leaving to go with Needham, Louis & Brorby 

as a copywriter, later becoming an account executive. 


While in Chicago, Dr. Hattwick served on the faculty of 
Northwestern University for some 10 years as a lecturer on the 
psychology of advertising and selling, while maintaining a 
private practice as a business psychology consultant and 

civilian advisor on public relations and recruiting 

to Sixth Army Headquarters. 


He is well known as the author of several advertising and sales 
textbooks, the most recent of which is “How to Use Psychology 
for Better Advertising,” now used as a textbook in many 
colleges and universities. 


On June 7th, 1952, “Mel”... as he prefers to be called... 
was appointed to the newly created position of director of 
advertising for Continental Oil Company. 


He is a Fellow of the American Psychological Association, 

a Diplomate in Industrial Psychology, and a member of the 
American Marketing Association, Sigma Xi, honorary scientific 
fraternity, and Alpha Delta Sigma, advertising professional group. 


Recently, he was selected to serve on the motivation committee 
of the Advertising Research Foundation. 


CHICAGO, ILLINOIS 
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SET-UP WINNERS—Among first award winners in the 1954 Set- 
Up Paper Box Competition, sponsored by the National Paper 
Box Manufacturers Assn., Philadelphia, are (top, left to right) 
camera box for Polaroid Corp., made by Consolidated Paper 
Box Co., Somerville, Mass., first in photographic products and 
supplies; “marine theme” box for Swiss American Food Co., 
made by Congress Paper Box Co., Chicago, first in food; sta- 
tionery box for Central Ohio Paper Co., made by Columbus 


ai 


ADMEN UP NORTH—As advertisers, agency and media executives gathered for the Assn. of Canadian 


PHOTO 

REVIEW 

OF THE 
WEEK 


SPECTACULAR—Alfred Bird & Sons Ltd., General Foods subsidiary in Britain, put 

up this illuminated Three-D poster as part of its introductory campaign for Jell-O. 

Piccadilly. The Jell-O mold shown in the 

poster changes alternately to red, orange, lemon and lime—four of the Jell-O 
flavors in Britain. Young & Rubicam Ltd. is the agency. 


Paper Box Co., Columbus, first in stationery and other paper 
goods and products; (bottom) self service display for dispensing 
blessed candles, for Will & Baumer Candle Co., made by J. F. 
Friedel Paper Box Co., Syracuse, first in miscellaneous; counter 
display for Glenmore Distilleries Co., by Bradley & Gilbert Co., 
Louisville, first in beverages, and for Norman Industries Inc., by 
Cambridge Paper Box Co., Cambridge, Mass., first for best dis- 
play box, honorable mention for superior construction. 


president of ACA, and John O. Pitt, advertising ger, Canadi 


ARTISTS’ CHOICE—Conover model Jeryl Johnson, who has been selected as “Art 
Directors Model of the Year’ by the Art Directors Club of New York, accepts o 
bouquet of roses from Skitch Henderson. Her selection starts the promotion of 
the club’s annual exhibition of advertising and editorial art and design to be 
held June 8-25 at the Associated American Artists Galleries, New York. (Miss John- 
son‘s dossier says her 17th birthday came to pass May 14 and she lives in Bronxville.) 


ON THE AIR—To launch sponsorship of ‘Sunday Desk’ on 23 stations of the Colum- 

bia Pacific Radio Network, Mrs. Tillie Lewis, president and founder of Flotill Prod- 

ucts Co. and Tasti-Diet Foods, talked to Tasti-Diet food brokers and their salesmen 

vio a closed circuit covering the network. In the Los Angeles studios of KNX, Mrs. 

Lewis is with William D. Shaw (seated), general manager of the network, and 

Robert L. Redd, v.p. in charge of radio and tv, and Bob Ruston, account executive, 
both of Erwin, Wasey & Co., agency for Tasti-Diet. 


Fairbanks-Morse Co. Ltd. and re- 


Advertisers meeting in Toronto, the photographer found (TOP ROW, left to right) A. T. Lennox, John 
Labatt Ltd.; Peter Charles, Spitzer & Mills; Robert Ruddy, McConnell, Eastman & Co., and G. R. Lamont, 
Young & Rubicam. John Willoughby, Needham, Louis & Brorby Ltd.; F. L. Wood, General Foods, and W. A. 
Potts, Harold F. Stanfield Ltd. Officers and staff executives of ACA, John A. M. Galilee, ACA secretary; 
James A. Bromley, assistant general manager; Robert E. Day, president, Bulova Watch Co. Ltd. and new 


tiring ACA president. BOTTOM ROW: Glenn F. Bannerman, Canadian National Trade Fair; William Mc- 
Cauley, Burns Advertising Agency, and Jay Mayerberg, E. |. du Pont de Nemours & Co. C. W. Reynolds, 
E. W. Reynolds Ltd.; George Chisholm, Eberhard Faber Pencil Co. of Canada, and Gilbert Nunns, Dancer- 
Fitzgerald-Sample. G. C. Hammond, v.p. and general manager, Cockfield, Brown & Co., 2nd head of 
the Canadian Assn. of Advertising Agencies; Mrs. Hammond, and B. S. L. Fitzgerald, Imperial Tobacco Co. 
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What Do You Want to Buy?... 


Advertising Age, May 17, 1954 


stores. This is done to point out 
that the downtown area offers 
features that can be combined 
with a shopping trip. 


s The slogan is counted upon to 
put over the sales story that State 
St. has a tremendous variety of 
goods at a wide price range. 
In this it actually does differ 
from other Chicago shopping areas, 
which tend to carry merchandise 
priced strictly according to the 
income level of people living near- 
by. 

Spot copy is changed frequently. 
Beginning April 1, for example, it 
was pegged to the cut in federal 
excise taxes that went into effect 
that day. Previous commercials 
told the audience to look for State 
St. store advertising in newspapers 
and recommended shopping on 


Saturday because more parking 
‘space is available. 

Spot radio was chosen, Mr. Bo- 
_gart said, primarily because it 
could produce the most results 
with the council’s small ($120,000) 
' budget. State St. stores last year 


j the city, is in progress. | vertiser, and “What do you want 
| In 1952 the council turned its to buy? What do you want to pay? 
‘attention to merchandising State! State St.’s got it—every day” was 
a St. as a shopping center. Nine ad-| the recommendation of Mr. Bo- 
Chicago Merchants Answer Suburban verisine’'sgencies were inter gart 
viewed and the account was given| In making the pitch for the ac- 
. a . ‘to J. R. Pershall Co. because, ac-| count, he was emphatic in telling 
Centers with Spot Radio Campaign cording to Mr. Sizer, of the agen-| the council that it might as well 
_cy’s “apparent ability to get at the forget an ad campaign if it was 
: é nub of the problem.” unwilling to stick with it for sev- 
Cuicaco, May 12—Retailers no In the nine months before the jthough only six years old at|/eral years. He reasoned that it 
longer wonder what effect subur- shuttle routes became self-sup- | the time, the agency had the back- would take at least two years for 
ban housing developments have on | porting, the council spent $25,000 ground required to know State St.’s| housewives to absorb the message. 
downtown shopping areas. in subsidies and advertising for| needs. Mr. Pershall, president of 
They have learned that outlying | the project. The shuttles still ©P-|the agency, had been advertising| # Using spot radio exclusively, the 
shopping areas, if properly planned erate, but the fare has been raised manager of Public Service Co. of! campaign started with a 57-per- 
and operated, can make serious in- to 10¢. (Other street, subway and Northern Illinois, and George B.| week schedule. Most of the mes- 
roads into sales rung up by older elevated fares are 20¢.) | Bogart, v.p. and executive on the sages were broadcast during morn- 
establishments. Merchants know) State St. Council account, had jing hours, before Loop workers had 
they must join the exodus to the # In 1950 the council and the Chi- | spent seven and a half years in de- left home and housewives had 
dormitory belt, fight the newer cago Assn. of Commerce & Industry | partment store advertising and 15 made shopping plans. 
shopping areas with better promo- each contributed $30,000 for aj years in agency work. _ Four months after the start of 
tion, or watch their business fall' study of the downtown area’s the campaign, a survey indicated 
off. 'parking needs. The findings were @ “The ‘nub of the problem’ was that 34% of Chicago women could 
In Chicago, the handwriting was incorporated into the city’s $50,-| that a slogan was definitely neces- recite State St.’s slogan. 
painfully clear in the reports of 000,000 plan to provide parking |sary because very few peopleknew Currently, 58 spots are heard 
the 1940 Census of Population. space for another 6,000 cars in the! what the State St. Council was,” weekly over three radio stations. 
The “flight to the suburbs” that Loop area. The construction, fi- Mr. Bogart told AA. ‘About 50% of the scripts emphasize 
started in the mid-’20s had be-! nanced by revenue bonds and | The idea was to get a slogan that restaurants, theaters, museums and 
come pronounced. Higher income parking meters in other areas of| plugged the product, not the ad- art exhibits instead of State St. 
families were leaving the areas. ; 
near the city’s Loop and moving) 
either to the outskirts of the city 
ior to the suburbs. They were being 
Jeplaced by families with little 
purchasing power. | 
s There were two simultaneous 
reactions in the Loop. First, the 
biggest stores began plans to open) 
suburban branches, and second, 
they studied ways to bring shop- 
pers back downtown. | 


It took time, but through the 
State St. Council, an association of 
Chicago’s biggest State St. mer-) 


that can be adapted to other) 


chants, they evolved a program | do y OU £ é ; 


metropolitan centers. 

The program has three require- 
ments, the lack of which has 
brought a quick end to impressive 
plans of other business men’s 
leagues: 

1. An integrated promotion to 
extend at least five years. 

2. Enough money to do the job— 
in Chicago’s case, $200,000 a year, 
$120,000 of it for advertising. 

3. Cooperation of city officials 
and political lobbying that extends 
into the state legislature. 


the facts 


a Spearheaded by Lawrence W. 
Sizer, Marshall Field & Co. v.p. and 
’53 chairman of the council, the 
association began a study of its 
problems in 1944. The findings, 
adopted by the board of directors 
the following year, emphasized 
that a broad approach was needed 
to save State St. 

One of the first moves was to 
bring in Randall H. Cooper as 
secretary of the rejuvenated coun- 
cil, which had operated on a day- 
to-day basis since its organization 
in 1928. He later was named per- 
manent president. 

In addition to acting as operating 
executive of the council, Mr. 
Cooper combines the best features 
of a chamber of commerce mis- 
sionary and an authoritative lob- 


about your product... 


byist on matters affecting Chicago. 


# State St.’s broad approach has 
followed two lines: The council 
has encouraged public develop- 
ment of better transportation, in- 
cluding superhighways and park- 
ing facilities. These are intended 
to bring shoppers from outlying 
and suburban areas. 

It also has backed public and 
private slum clearance and rede- 
velopment of areas near the Loop. 
This ‘helps keep big-income fam- 
ilies close to State St. 

The council has also supported 
proposals to redevelop blighted 
areas for industrial sites, taking 
the view that it is as important to 
hold industry as it is to encourage 
people to live in Chicago. 

In 1946, the State St. Council 
underwrote a 5¢ fare for shuttle 
bus service to the Loop from Park 
District-owned parking lots at 
Soldier’s Field and Grant Park.! 
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Advertising Age, May 17, 1954 
placed 23,000,000 lines of advertis- 
$15,000,000. 


per 1,000 sales impressions. 


= Visiting celebrities have given a 


valuable push to the State St. cam-|# Chicago’s problem—and that of |Cook County. 
paign. In town for theater or night| most metropolitan centers—is best In 
club appearances, they have cut) described with figures: 
The federal census shows that,sales made in Cook County. In 
turn for inclusion of a plug for! between 1940 and 1950 the popula-/| 1951, the city’s share declined to} 
themselves. State St.’s slogan has|tion of Chicago increased 6.6%. | 84.24%, in 1952, to 83.65%, and in| 
been broadcast by Eddie Cantor,|But during the same period, the 1953, it was down to 82.17%. 
Jimmy Durante, Roy Rogers, Dor-| population of the six-county Chi- 
cago metropolitan area increased that Chicago retail sales increased ; 
Chicago’s non-white popu- |5.9% over 1952 in dollar volume.| JOHN M. WILLEM has joined the account 
season last year, the council tem-| lation increased 77%. 
This indicates that more people |17.5%. Surrounding counties rang |J. Walter Thompson Co. Mr. Willem for- 


commercials for the council in re- 


othy Lamour and others. 
During the Christmas shopping | 12.7%. 


porarily reduced its radio schedule 


to test audience reaction to televi- | are moving to communities outside | up gains from 8.8% to 23%. | 
sion spots. It was felt that people |Chicago than are moving to the 


The State St. Council is satisfied | cago rose 300%, and in Cook Coun- | 
ing in Chicago dailies at a cost of | that its promotion program is doing|ty outside Chicago sales climbed | 
a good job in bringing people to the up as much as 400%. 

Cost of the radio schedule, the| Loop for culture, entertainment— 
council has calculated, is about 11¢| and shopping. But no one is kid-|# State of Illinois retailers’ oc-| 
ding himself that advertising can!cupational tax receipts show that 
substitute for city planning. 


| 


Chicago has steadily lost its share 
of the shopping dollar to suburban | 


1950, Chicago registered | 
84.77% of the dollar volume of all | 


These same tax receipts show 


But sales in Cook County were up | service staff in the Chicago office of 


merly was a v.p. of Leo Burnett Co. 


Most spectacular sales increase | 


would visit the stores at that time | city. It indicates that many of the |in the area was that of Park Forest, these figures show one thing: Chi- 


even without radio reminders. 
While there were 


good impact, the council believes 


newcomers to Chicago are in the|a relatively new suburb south of|cago’s purchasing power is moving 
indications | lower income brackets, hence have 
that its 10-second video spots had | less money to spend on State St. 

In the years between 1935 and/site of a new shopping center, | the trend will continue. An adver- 


the city. The sales volume there| toward the suburbs. Perhaps only 
increased 218.6%. Evergreen Park, |a crystal ball can predict whether 


that, for the present at least, it | 1948, dollar volume of retail sales | boosted its volume 68.2% last year. tising program may be only rear 


cannot afford a tv schedule of the|in downtown Chicago 
188%. But sales made in all of Chi-| # Boiled down to the essence, all! ging-in to enable the downtown 


\size required to do the job. 


increased |guard action or it may be a dig- 


In Baltimore--America's Number | Test Market-- 


you can get them first hand 


through The News-Post's Consumer Buying Panel 


It makes sense to test and prove your 
product in a major market where you can 
anticipate volume sales. Through ‘the 
News-Post you reach more-than-half of 
Baltimore’s families and quickly get ac- 
curate facts about your product’s com- 
petitive standing through the News-Post 
Consumer Buying Panel. 


Each week 400 housewives from 400 
typical families record, in special diaries, 
their day-by-day itemized purchases. 
This information is tabulated, put into 
summary form and issued, free of charge, 
to News-Post advertisers. Grocery prod- 
ucts data is issued bi-monthly . . . drug, 
cosmetic and toiletry products informa- 
tion comes out quarterly. 


In addition, advertisers may purchase, 
at cost, special cross-tabulations of panel 
data to obtain more information about 
their product’s advantages and disadvan- 
tages. Is it purchased by wealthy, mod- 
erate income or low income families? Is 
it more frequently bought by large fami- 
lies, small families or childless families? 
The possibilities are limitless! Consumer 
purchasing habits, brand loyalty, brand 
switching, reactions to test campaigns or 
deals—all are brought into focus reli- 
ably, accurately and quickly. 


Want more information about the Bal- 
limore News-Post Consumer Buying 
Panel? Call or write the Hearst Adver- 
lising Service representative in your ter- 
rilory. 


Baltimore News-Post 
and Sunday American 


Bought and read by more-than-half of Baltimore’s families 
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|/merchants to hold out until the 
|city planners bring up relief. 
State St. merchants aren’t over- 
looking decentralization (virtually 
all of the major stores now have 
branches in outlying areas), but 
they have no intentions of running 
away from the main _— stem. 
_Marshall Field & Co., for instance, 
a pioneer in branch operations, re- 
gards its suburban outlets as dis- 
play counters for the main store. 
| Since the war, the retailers have 
spent $60,000,000 on capital im- 
provements in stores located along 
|the street. And nobody bets that 
kind of money on a dying horse. 


Cain Sets Mayonnaise Drive 

John E. Cain Co., Cambridge, 
Mass., is planning a newspaper 
campaign for its Cain’s mayon- 
naise through Chambers & Wis- 
well, Boston. Major market news- 
papers in New England will be 
used throughout the summer and 
fall, supported by television in 
some markets. Cain’s will spon- 
sor a new half-hour show, “Mr. 
| District Attorney,” over WNAC- 
TV, Boston. 


Scheideler, Beck Adds One 

Sweetheart Cosmetics, Boston, a 
division of Manhattan Soap Co., 
has appointed Scheideler, Beck & 
Werner, New York, to handle ad- 
vertising for Sweetheart deodorant 
pads and Sweetheart spray deo- 
dorant, new products to be mar- 
|keted this summer. Sweetheart 
instant whole egg shampco is han- 
dled by Dowd, Redfield & John- 
stone. 


Mil-Hi Labs Names Shevlo 

Mil-Hi Laboratories Inc., New 
York, has appointed Shevlo Inc., 
New York, to handle advertising 
for Minit-Dri, a spray-on product 
for drying nail enamel. Consumer 
and trade publications will be 
used. 


Zustom Display Service Bows 
Custom Display Service has been 
formed at 503 W. Division St., Chi- 
cago, to serve display brokers and 
sales organizations making perma- 
nent and semi-permanent displays. 
Marvin G. White is president. 


Dextone Names Langeler 
Dextone Co., New Haven manu- 
facturer of Mo-Sai structural con- 
crete products, has appointed 
Langeler Advertising Agency, New 
Haven, to handle its advertising. 


TODAY 


RCA VICTOR 


premium or promotion 
records give you 


real personal impact 


Selling automobiles or a breakfast 

cereal? Give your sales message 

— contact — let RCA Victor 
elp you reach the ears that bring 

results in an entirely new way with . 

an RCA Victor promotion record. 

Example: Sales training, talking 

displays, direct mail that 

speaks for itself. 

Premium records? Leading firms are 

realizing increased sales with 

RCA Victor premium recordings. 


Write, wire Dept. AA-5 or phone today for 
all the facta. 


630 Fifth Ave.,Wew York 20, N. Y.—JUdson 2-5011 
445 WN. Lake Shore Dr., Chicago 11, (i1.— WHitehall 4-3215 
1016 W. Sycamore Ave., Hollywood 38, Cal.— HOllywoed 4-5171 


i) Custom 


Record 


Sales 
RADIO CORPORATION OF AMERICA 


txs® 
RCA VICTOR DIVISION 
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Income, Spending Rise Among Seattle 
Families, ‘Times’ Survey Indicates 


SEATTLE, May 12—One out of 
nine families in Seattle plans to 
build or buy a house in 1954, the 
seventh annual “Consumer Analy- 
sis” prepared by the Seattle Times 
shows. The survey was released 
last week. 

The question of house-buying 
was asked for the first time in the 
current survey. Data was taken 
Jan. 4 to 19. 

Results suggest a continuing mar- 
ket not only for housing but for 
home furnishings normally bought 
when families move, whether they 
go to a new or an old house. 

Asked whether they intend to 
build or buy a house this year, 
11.3% replied yes. Of those intend- 
ing to buy, 10.7% figured on a 
house priced up to $7,500; 29.2% 
in the price range of $7,500 to $10,- 
000; 28.2% in the range of $10,000 ; 


to $12,500; 17.7% from $12,500 to 
$15,000; 9.9% from $15,000 to $20,- 
000, and 4.3% $20,000 and over. 


= The consumer analysis and com- 
parison with previous studies that 
began in 1948 showed also a steady 
rise in family income. 

The number of families with in- 
comes under $2,000 has held about 
constant since 1950, and in 1954 is 
10.2% of the sample, suggesting 
that this group consists mainly of 
those who are on retirement pen- 
sion or receive some public assist- 
ance. 

But the next wage group, rang- 
ing from $2,000 to $3,999 a year, 
has steadily shrunk in size—from 
44.4% in 1950 to 29.6% in 1953 
and to 25.3% in 1954. 

The number in the middle- 
income group, of $4,000 to $4,999, 


has remained about the same, | 


while higher income groups have 
increased in size. 

Those with family incomes of 
$5,000 to $6,999 now constitute 
25.5% of the city, up nearly 2% in 
a year; those from $7,000 to $9,999 
totaled 13.7%, compared with 
11.1% last year and 8.8% in 1952. 

Those with incomes of $10,000 
and over totaled 5%, compared 
with 4.6% last year and 3% in 
1952. 


# Automobiles still have plenty of 
potential buyers. The survey shows 
that 40.2% of autos in one-car 
families were purchased prior to 
World War II. In two-car families, 
the second car in the case of 60.7% 
of those reporting is a prewar 
model. 

Ford showed a sharp gain in 
preference among the 6.6% indi- 
cating they would buy a new car 
this year. Ford was preferred by 
21.6%, against 13.2% in 1952. 

Chevrolet went the other way, 
from 18.8% in 1952 to 13.2% this 


'year. Buick was in third spot again, 


as it was in 1952. 

Changing habits in buyng ap- 
peared frequently in the survey. 

Friday has become the top shop- 
ping day of the week for groceries, 
nosing Saturday out of this spot 
for the first time since the news- 
paper’s consumer analysis was be- 
gun in 1948. 

Asked on what day of the week 
the family bought most of its gro- 
ceries, 44.8% checked Friday, and 
44% checked Saturday. The change 
has been consistent through the 
postwar years. In 1948, for exam- 
ple, Saturday was preferred by 
51.3% and Friday by 37.2%. 


s Grocery stores also are getting 
a bigger share of family purchases 
of cosmetics and toilet prepara- 
tions. The number of families re- 
porting that they buy most of these 
products at groceries has moved 
from 3.7% in 1949 to 10.6% this 
year. 

Electric shavers appear to be 
making inroads on razor blades. 


AFFECT ADVERTISING READERSHIP? 


AVERAGE READERSHIP PER ADVERTISEMENT 
BY TOTAL NUMBER OF PAGES IN ISSUE 


*NOTED | > 18.2 ieee: 9 A 18.8 
(%) ! 
| 
84 a 
ee Fe bev 
LENGTH 265- 300- 
OF ISSUE 299 pp. 325 pp. 
SAMPLE: 33 issves 44 issues 


ere ee 


i ace es a lt és 


| READ 
MOST* 
L (%) 

326- 351 pp. 

350 pp. and over 

37 issues 33 issues 


*“Noted” the per cent of readers interviewed who remembered that they had seen the advertisement. “Read Most" is the per 
cent of readers interviewed who had read 50% or more of the text. Reports by Daniel Starch and Staff. 
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TO DETERMINE the extent to which larger 
issues of industrial publications influenced ad- 
vertising readership in such magazines, McGraw- 
Hill Research analyzed Starch ratings of black- 
and-white, non-bleed advertisements in every 
issue of two McGraw-Hill publications over a 


six-year period. 


THE RESULTS demonstrated that the adver- 
tisements in the larger issues of both magazines 
were read just as thoroughly as the advertise- 
ments in the thinner issues. 


CONCLUSION: This study (summarized in 


McGRAW-HILL PUBLISHING COMPANY, INC. 
ARP 330 WEST 42nd STREET, NEW YORK 36, N. Y. @ 


WEADQUARTER 


Data Sheet #5146) indicates that the size of an 
issue not only does not cut down the readership 
of advertising in its pages—but that the larger 
issue offers a better chance of getting an adver- 
tisement noticed, with an equal chance of hav- 


ing it read. 


TO SERVE YOU: McGraw-Hill Research is 
one of the many “services’’ maintained by the 
McGraw-Hill organization for its advertisers. 
If you want facts on subjects related to business 
paper advertising performance and effective- 


ness, ask your McGraw-Hill man. 


iwrFoRMATION 


M GRAW H/LL 
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The number of men using an elec- 
tric shaver came to 42.3% of the 
sample, compared with 35.3% two 
years ago. Remington is the pre- 
ferred brand at 36.3%, followed by 
Schick and Sunbeam. But Schick 
led in preference among the 5.6% 
planning to buy an electric razor 
in 1954. 
The number of men buying safe- 
ty razor blades was 67.2%, com- 
pared with 72.3% two years ago. 
Gillette led with preference of 
68% of those buying blades, and 
increased its lead over Schick, the 
second preference with 11.2%. 
More women are buying cake 
mixes and fewer are buying pre- 
pared cake flour. This year 76.2% 
said they buy cake mix, up from 
63.6% last year. Betty Crocker is 
the leader with preference by 
53.9%. Swansdown, in second spot 
at 18.7%, lost ground to Pillsbury 
in third spot and to the newcomer, 
Duncan Hines, in fourth. 


= The number buving prepared 
cake flour dropped from 59.1% 
last year to 53.8%. Swansdown led 
here, too, with preference by 50.2% 
against 35.1% for Softasilk. 

Paper towels are coming into 
pretty general use, rising from 
49.3% of families in 1951 to 64.4% 
currently. Scott is the leader at 
70.1%. 

A possible reaction to the high 
price of coffee shows in the slight 
drop in number of families buying 
coffee, down from 96.7% in 1953 
to 94.8% this year, the lowest in 
the Times’ seven surveys. 

A check on frequency of use, for 
which there is no comparison in 
previous surveys, shows 32.1% of 
families use coffee three times a 
day, 36.7% twice a day, 25.1% 
once a day, and 6.1% less often. 
Hills Bros. is the top brand, at 
20%, followed by M.J.B. at 17.7%. 

Instant coffee shows a gain in 
number of families using the prod- 
uct, but use is more sporadic. 

This year, 38.8% report they 
buy instant coffee, compared with 
27.1% last year. Of families buy- 
ing instant coffee, 4.8% use the 
product three times a day, 9.5% 
twice a day, 31.2% once a day, 
and 54.5% less often. Maxwell 
House is the top preference, at 
57.4%, up sharply from 35.6% last 
year. Nescafe and Borden in the 
two next spots both lost ground. 


# But tea has made no splash in 
place of coffee. The number who 
buy packaged tea dropped from 
59% in 1953 to 52.3% this year. 
But the number buying tea bags or 
tea balls rose slightly from 72.1% 
last year to 74.8% this year. In 
both categories, Lipton was the 
top brand by a wide margin. 

Though more families are earn- 
ing higher incomes, there is plen- 
ty of do-it-yourself in maintenance 
work around the house. Of families 
that painted the outside of their 
houses last year, 63.9% did the job 
themselves; on inside paint, 80% 
laid it on themselves. 

The number doing their own 
major repairs on automobiles has 
risen from 4.3% two years ago to 
11.5% currently. On minor repairs 
the increase has been from 6.1% 
two years ago to 30.8% currently. 


# A suggestion that family inten- 
tions to buy can be stepped up, 
through advertising or otherwise, 
is found in figures on television 
sets. A year ago the consumer 
analysis indicated 26,120 Seattle 
families would buy a tv set; the 
current survey shows the number 
who did buy was 39,145. 

The number now planning to 
buy a tv set in 1954 comes to 7.8% 
of the panel, just a trifle more than 
the number indicating a year 
earlier that they would buy in 
1953. 

The Times’ survey was made un- 
der the direction of John W. Sciar- 
rino, research manager. Copies are 
available at offices of the Times’ 


representative, O'Mara & Ormsbee. 
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SUBWAY SWIMMER—Jordan Mfg. Corp., 
New York, is using four-color posters like 
this in New York and other subways in 
May, June and July. The drive also includes 
20 full-color pages in 14 magazines, and 
2,000 outdoor boards. Retailers get pro- 
motion kits and consumers get a 20-page 


booklet called “Sea Nymphs Guide to 
S Gl .’ Gilbert Advertising | 
Agency, New York, handles Jordan. | 


Florida City Shows 
Profit from $9,000 
Newspaper Drive 


PANAMA Clty, FLa., May 12—| 
Tom Moore, chamber of commerce | 
manager here, who last year saw 
a $9,000 ad budget net an esti- 
mated $500,000 in additional tour- 
ist business, is spending $18,000 on 
advertising this year, and hopes to 
eventually have an annual pub- 
licity appropriation of $50,000. 

During the fiscal year ended 
July, 1953, Mr. Moore spent his 
$9,000 budget on insertions in Sun- 
day newspapers in Toronto, Mon- 
treal, St. Paul, Minneapolis, Mil- | 
waukee, Chicago, Detroit, Toledo, | 
Cleveland, Pittsburgh, Columbus, | 
Cincinnati, Indianapolis, Louis-| 
ville, Kansas City and St. Louis. | 

The ads, all small in size, con-| 


| 


tained an inquiry coupon. Tabula-| 
tions made by Mr. Moore revealed | 
that 88% of the persons making | 
inquiries actually spent their vaca- | 
tions here. The study also showed | 
that individual parties averaged 
three and a half persons, 99.9% 
came by auto, average stay was | 
five days and each party spent an) 
average of $143. From these statis- 
tics, Mr. Moore estimated that the 
ads increased tourist revenue by 
$500,000. 

Mr. Moore also said the ques- 
tionnaire disclosed that 90% of the 
vacationers wanted to return. 


| 
| 


KNXT, Los Angeles, Names 3 

George W. Faust, operations and 
traffic manager for KNXT, Los 
Angeles, and Columbia Television 
Pacific Network, has been named 
an account executive for KNXT. 
Sam Hill, formerly an account ex- 
ecutive with KSL-TV, Salt Lake 
City, has been appointed an ac- 
count executive for KNXT and Co- 
lumbia Television Pacific Network. 
Don Rosenquest, formerly traffic 
supervisor for CBS Television, 
Hollywood, succeeds Mr. Faust as 
operations and traffic manager of 
the tv station. 


Stations Boost Maschmeier 

Howard W. Maschmeier, assist- 
ant to the general sales manager of 
radio, has been promoted to execu- 
tive assistant at the Philadelphia 
Inquirer stations WFIL and WFIL- 
TV. Mr. Maschmeier succeds John 
D. Scheuer Jr. 


Institute Changes Name 


The Institute of Models, New 
York, has changed its name to the 


William Schuller Agency Inc., New 
York, 


Mac Shore Expands Program 
Kessler & Burg, New York mak- 


er of Mac Shore blouses, has an- | 


nounced an expanded advertising 
and promotional program begin- 
ning next fall. Full-color bleed 
pages are scheduled for fall issues 
of Charm, Glamour, Good House- 
keeping, Harper’s Bazaar, Made- 
moiselle, Seventeen and Vogue. 
Stores will be furnished with ad- 
vertising and merchandising kits 
for local tie-ins. Daniel & Charles, 
New York, is the agency. 


KFRC Names Nichols S. M. 


KFRC, San Francisco, has pro-| 


moted William E. Nichols from the 
sales department staff to sales 
manager. Mr. Nichols succeeds the 
late Mervin McCabe. 


CBS-TV Names Robert Wood 
Robert D. Wood, formerly ac- 
count executive for KNXT, Los 
Angeles tv station, has been named 
an account executive for CBS 
Television Spot Sales, New York. 


Do-It-Yourself Crowd 
Does Wrong By Itself 


Dallas, Texas—When 30,000 vis- 
itors jammed the opening day of the & 
Exposition of Modern Living (a Do- 


was one thick, milling mass. 
& The show's backers blamed The 
me Dallas Times Herald. The Times 
It-Yourself show) here on March @Herald, alone, they explained, carried 
14, lots of people emerged frustrated ithe promotion . . . advances for a 
and grumbling. mcouple of weeks, plus an opening day 

It was a good show, they admitted, @Mspecial section . . . not a big cam- 
but the crowd was too dense. Do-It-@paign, but embarrassingly effective. 
Yourselfers like to browse, and most The only thing a newspaper can 
of them couldn't even get near their @mofter its advertisers is friendly, in- 
beloved power tools, lawnmowers,@Mterested, intense readership, as meas- 
new materials and methods demon-J@fured not only by circulation but by 
strations. Me specific reaction. 

The show was supposed to open at Bm reaction to The Times 
2:30 p.m. that day. At 10 a.m., how-"@iRHerald is illustrated by the story 
ever, eager early birds were pouring #mabove. As for circulation . . . in 
over latest model lathes and drill @§Dallas County, The Times Herald 
presses. By opening time, 2,000 peo- GH reaches in excess of 24,000 more 
ple were inside. From then on it ™ families daily, and 28,000 more fam- 


ilies Sunday, than any other news- 
paper. 

The Times Herald is represented 
nationally by The Branham Com- 
pany. ( Adv.) 


For further information, see Standard Rate and Data (Consumer Edition) or call your local telephone business office. 


He’s 
: got the ; 
\. "BEST GELLER 


~ >» for your clients 


Here’s a man that you and your media people 
will find worth talking to! He can show you quickly 
how Trade Mark Service in the ‘yellow pages’ of 
telephone directories can help make advertising 
more productive. 


Just thumb through the ‘yellow pages’ and you’ll find 
the nation’s best known trade-marks — doing a “best 
seller” job for dealers who are listed under them. 


When shoppers want to buy products and services— 
but don’t know who sells them—9 out of 10 turn 

to the ‘yellow pages.’ And Trade Mark Service is so 
flexible. You can recommend its use nationally in 
some 40 million directories— or sectionally, to 
whatever degree your clients’ needs suggest. 


A Trade Mark Service representative will be glad 

to prepare plans —hand-tailored to each client’s 
problems — that will help turn prospects into buyers. 
That’s good for your clients’ sales curves—and it 
won’t hurt you a bit! 
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Good Copy Always 
Gets Readership, 
Readex Head Says 


CuHicaco, May 11—The average 
business man has plenty of time 
to read but has a hard time finding 


enough material to interest him. 
This 


Publications Assn. yesterday. 


Mr. Pendergast maintained that 
Readex studies show that subscrib- 
ers search through an entire pub- 
lication for articles and advertise- 
ments of interest to them. Despite 
their attention to what the publi-| 


cation has to offer, he. said, they Marketing Assn. Adds Eight 
actually read only a few items and 


ads. 


# On the basis of this finding, Mr. 
Pendergast said, the advertiser 
should assume that he has the sub- 
scriber’s attention when he selects 
his media and stop worrying about 
attention-getting devices in the ad 
itself. Along the same vein, he 
said: “So long as color is used to 
exclaim rather than explain, it 
adds nothing.” 

Despite commonly held theories 
on the placement of ads, Mr. Pen- 
dergast declared that the position 
or size of any ad doesn’t make any 


declaration—which _ will 
probably surprise many harassed 
admen—came from Robert E. Pen- 
dergast, president of Readex Inc., 
St. Paul readership service, who 
addressed the Chicago Business 


difference—good copy will always | 
be read. 

As another tip for advertisers, | 
Mr. Pendergast said that Readex | 
studies have found that ads which | 
show the advertised products in 
use are always the best for gaining | 
reader interest. 

Readex readership studies are! 
based on replies from subscribers | 
who are asked to mark up a par- 
ticular issue (shortly after they re- | 
ceive their regular copy) indicat- | 
|ing the articles and ads they re- 
member being of interest. Mr. Pen- 
dergast told the business publica- 
tion group that 100 respondents are 
sufficient for a study of any single 
publication and that additional re- 
turns do not increase the accuracy 
of the survey but only add to the 
| expense. 


| 


| Eight new companies have) 
‘joined the American Marketing, 
Assn. which now has 127 company 
‘members. They are Mead Johnson | 
'& Co., Evansville, Ind.; Standard | 
| Oil Co. (Indiana), Chicago; Stand- 
ard Rate & Data Service, Chicago; 
‘Hoffman Beverage Co., Newark; | 
|Drackett Co., Cincinnati; Thew 
/Shovel Co., Lorain, O.; Texas In- 
'dustries Inc., Dallas, and Giddings 
|& Lewis Machine Tool Co., Fond du 
Lac, Wis. 


Joseph Comstock Named S. M.| 


| Joseph J. Comstock, formerly 


FRANKLIN S. FORSBERG, formerly with 
Forsberg & Church, 9 t ¢ 
ant, has been appointed v.p. and gen- 
eral manager of Sterling Advertising 
Agency, New York. Mr. Forsberg previ- 
ously was research director, v.p. and gen- 
eral manager of Street & Smith Publica- 
tions Inc., and president and publisher 
of Liberty. 


Ie. 
Lj 


v.p. and district manager of Capex 
Co., Evanston, Ill., has been ap- 
pointed general sales manager of 
Econo-Pak division of DeVorn 
Displays Corp., Cleveland. 


Wilson Joins Publications 
Robert W. Wilson, formerly ad- 
vertising manager of Flexonics 
Corp., Maywood, IIl., has been ap- 
pointed western advertising man- 
ager of Mining Engineering and 
the Journal of Metals. He will 
headquarter in Chicago. 


GR 


: 
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THE PRESS-GAZETTE does it alone 
— stretches your advertising dollars 
“te for all they're worth — reaches 
everybody 
and around the big Green Bay 
market. Phil McClosky, Manager, 
General Advertising. 


(100% City Zone) in 


EEN BAY 


PRESS-GAZETTE 


GREEN BAY 
WISCONSIN 


Advertising Age, May 17, 1954 


Earnings of Advertisers 
1953 Fiscal Year 


Earnings 
Sales Profit per Share 
Company 1953 1952 1953 1952 1953 1952 
American Broadcasting- 
Paramount Theaters Inc. $ 8,996,000 $ 5,927,000 $ 2.14 —— 
Anchor Hocking Glass 
Corp. 104,100,979 97,216,762 4,369,874 4,008,041 2.89 2.62 
Columbia Broadcasting 
| System 313,908,800 251,594,500 8,894,642 6,445,506 3.80 2.75 
| Allen B. DuMont 
Laboratories Inc. 91,829,000 76,367,000 1,544,000 1,425,000 60 .55 
General Aniline & 
Film Corp. 109,600,000 107,621,000 2,958,000 4,173,000 3.71 5.23 
General Outdoor 
Advertising Co. 29,476,082 28,860,174 2,356,690 2,249,432 3.69 3.47 
Goldblatt Bros. 99,925,712 100,068,347 $51,583 1,081,064 1.15 1.46 
Hoffman Radio Corp. 50,415,146 36,379,658 1,199,655 1,623,768 2.07 2.81 
Holland Furnace Co. 33,289,294 35,021,970 940,343 1,307,601 1.05 1.45 
Hoover Co. 51,712,774 51,607,918 1,693,537 2,518,523 1.91 2.90 
Illinois Central 
Railroad 308,373,591 306,855,846 26,369,081 23,203,516 18.59 16.26 
Industrial Rayon Corp. 70,301,603 67,934,892 8,633,700 8,918,343 4.68 4.83 
Interchemical Corp. 90,827,014 88,188,440 2,727,154 - 2,283,210 3.61 2.93 
International Silver Co. 70,903,371 58,796,569 2,701,651 2,918,612 6.45 7.04 
S. S. Kresge Co. 337,299,151 326,418,036 13,247,425 14,148,466 2.40 2.56 
Libbey-Owens-Ford 
Glass Co. 212,490,726 166,442,764 19,233,667 14,907,893 3.71 2.88 
P. Lorillard Co. 253,933,462 214,508,482 7,193,571 5,700,942 2.28 2.01 
Mack Trucks Inc. 173,142,849 170,534,622 2,553,393 1,048,718 1.70 .70 
Magic Chef Inc. 32,231,135 38,044,424 —109,982 680,346 —— 1.26 
Monsanto Chemical Co. 340,616,526 266,704,442 26,384,592 23,189,243 4.90 4.29 
National Cash 
Register Co. 260,912,851 226,554,764 11,087,737 10,133,166 5.12 4.67 
Pennsylvania Railroad 1,034,394,640 1,028,750,217 37,036,215 36,981,364 2.81 2.81 
Perfection Stove Co. 32,126,205 30,260,720 986,851 741,303 3.62 2.72 
Pet Milk Co. 175,101,115 165,286,657 2,868,790 2,344,231 5.62 4.39 
Chas. Pfizer & Co. 127,002,576 107,084,105 14,159,604 11,362,282 2.73 2.17 
Phelps Dodge Corp. 292,520,375 262,915,557 38,878,733 35,026,550 3.83 3.45 
Phillips-Jones Corp. 28,760,268 25,749,125 736,879 562,230 2.61 1.95 
Pure Oil Co. 368,026,667 340,106,154 27,104,723 27,304,373 6.12 6.17 
Real Silk Hosiery Mills 8,739,813 11,204,410 130,385 10,291 . a | 
Reo Motors Inc. 144,741,703 156,138,826 2,226,363 3,266,565 4.07 5.97 
RKO Theaters Corp. 34,075,569 31,521,002 —296,570 1,025,913 —— .26 
Jacob Ruppert 37,721,713 32,213,254 831,449 1,491,581 1.43 2.72 
St. Regis Paper Co. 200,334,207 182,712,239 16,156,903 12,701,977 2.91 2.32 
Scovill Mfg. Co. 125,489,218 94,282,288 3,706,066 3,416,589 2.62 1.73 
Seaboard Airline 
Railroad Co. 156,643,985 160,584,277 23,829,309 23,040,583 8.90 8.19 
Silex Co. 6,090,567 3,880,964 59,209 —338,031 —— —— 
Smith, Kline & French 
Laboratories 52,954,202 47,018,422 4,913,044 4,374,260 3.04 2.71 
Socony-Vacuum Oil 
> 1,674,276,000 1,622,255,000 187,250,000 171,092,000 5.35 5.27 
Sonotone Corp. 17,847,164 14,042,471 556,239 464,056 44 42 
Speed Queen Corp. 5,217,063 4,656,546 949,634 915,395 2.73 2.62 
Standard Oil Co. of 
New Jersey 552,826,000 519,981,000 9.13 8.58 
Stewart-Warner Corp. 128,797,592 122,551,833 4,080,810 4,233,850 3.04 3.30 
Studebaker Corp. 594,249,552 583,313,447 2,687,973 14,291,789 1.13 6.05 
Sylvania Electric 
Products Inc. 292,267,408 235,023,437 9,536,181 6,960,625 3.10 3.04 
United Air Lines 172,967,280 159,007,936 9,072,382 10,683,820 3.29 4.03 
Union Pacific Railroad 530,024,300 520,221,326 70,965,340 69,665,483 15.07 14.77 
U. S. Gypsum Co. 194,589,946 184,900,386 19,558,708 19,031,216 11.88 11.55 
Weyerhaeuser Timber Co. 276,796,382 260,001,239 36,751,355 36,706,577 5.92 5.89 
Wilcox-Gay Corp. 17,702,328 17,641,548 201,515 330,110 —— —— 


Form Cleveland Agency 
Joseph Guillozet, formerly pub- 
lic relations director of Hall Bros. 
Co., Cleveland department store, 
and Charles M. Schloss, Cleveland 
public relations counselor, have 
formed as a partnership a public 
relations-advertising agency at 


1290 Euclid Ave., Cleveland. 


Paint Maker Tests Campaign 

Lowebco Inc., Chicago manufac- 
turer of Oncrete, Adtex and Wil- 
solve, do-it-yourself paint prod- 
ucts, is testing copy in eastern and 
midwestern markets. prior. to 
launching a new national cam- 
paign. Ross Roy Inc., Chicago, is 
the agency. 
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REILLY PLASTICTYPES 


“With more and more newspapers reduc- 


ing column widths...wit 


ayerage | 


shrinkage up from 13/ 16 inches to 1'4 
inches...it is more important than ever 


to supply newspapers with materials 

that will reproduce sharply after shrink- 
age. Reilly Plastictypes have always 
been known for reproductive superiority 
and you may be sure of better results 
_when you ‘specify these feather-light — 


lates that cut shi 


NOG ccsiovee on. 


ing costs, t 


West Van Buren 9 
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It isn’t the kind of place we 


me ea 


AD MACHINE—The dream machine that will turn out everything from slogans to | 
martinis is pictured in this Rube Goldberg-type creation. Its purpose is to announce 
the new offices of A. D. Adams Advertising at 562 Fifth Ave., New York. 
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ee : . , H-R TV Names Ralph Dennis __ Hotel Names Kastor, Farrell 

/ ; as, Ralph Dennis will join H-R Tel- The Park Sheraton Hotel, New 
evision Inc., New York station rep- |York, has named Kastor, Farrell, 
resentative, as an account execu- Chesley & Clifford, New York, to 
tive June 1, replacing Lynn Bar- handle advertising. The account 
nard, who has resigned to become was formerly handled locally by 
a network radio salesman at ABC. | Needham & Grohmann, New York, 
Mr. Dennis formerly was with|and nationally by Batten, Barton, 
Katz Agency, another station rep- | Durstine & Osborn, Boston. 
resentative. 


Shoe Firm to Frederick-Clinton 
Russell to ‘Popular Science’ Hamilton Shoe Co., St. Louis, 

Charles E. Russell, formerly with |has named Frederick-Clinton Co., 
Case-Sheppard-Mann Publishing New York, to handle advertising 
Corp., has joined the Chicago sales |for its Delmanettes shoes _ for 
staff of Popular Science Monthly. | women. 


WHBF, Rock Island 
is favored by location 
in the middle of the 
QUAD-CITY 


metropolitan area 


ms 


dreamed of...BUT 


‘fi 
4 i 


. 

1 | 

Vl 
A 

BRE, 


h 
i] \ 


and is surrounded by 
10 of the most productive 
rural counties in the U.S.A. 


Les Johnson, V. P. and Gen. Mgr. ? gee 
ee ee ~ TELCO BUILDING, ROCK ISLAND, ILI 
Represented by Avery-Knodel, Inc.’ 


Time Inc. Writes 
‘Finis’ to Series 
on ‘March of Time’ 


NEw York, May 12—The “March 
of Time,” which was hailed as a 
“new kind of pictorial journalism” 
when it was started in 1935, closed 
its production offices here last 
week. 

This division of Time Inc. turned 
to television after its theater busi- 
ness began to skid (AA, Dec. 29, 
752). Time still owns the MOT 


title, but no more productions are 


planned. 

In mid-April the NBC film di- 
vision took over the MOT film li- 
brary for sales and distribution in 
what was called the “largest trans- 
action for film footage in the 
history of tv.” The 15,000,000’ of 
film in this library will be made 
available to television producers, 
motion picture companies and 
other organizations utilizing stock 
film and will greatly augment the 
historical files at NBC. 


a The arrangement does not give 
NBC any theatrical rights or tv 
re-run rights for MOT-produced tv 
shows or movie short subjects. In 
December, 1951, MOT turned over 
its theatrical shorts library to Mc- 
Graw-Hill for servicing—primarily 
to schools, clubs, and other civic 
organizations. This arrangement is 
continuing. 

Video rights to the MOT tv 
packages—“Crusade in Europe,” 
“Crusade in the Pacific,’ the 
“March of Time,” and “March of 
Time Through the Years’—have 
been transferred to 20th Century- 
Fox, which presumably can make 
them available for re-runs or first 
runs on television. 


Shelton Joins Biow Co. 

Wilson A. Shelton, formerly v.p. 
and copy chief of William Esty Co., 
has joined Biow Co., New York, as 
a member of the creative depart- 
ment. He will work on creative 
planning and special copy assign- 
ments. 


Sheriff-Le Vally Moves 
Sheriff-Le Vally, Chicago agen- 
cy, has moved into larger quarters 
in the London Guarantee Bldg. The 
agency has named Eugene A. 
Powers, formerly with Kudner 
Agency, New York, copy director. 


‘Digest’ Ups British Rates 
Effective with its October, 1954, | 
issue the British edition of) 
Reader’s Digest will guarantee an | 
average net paid circulation | 
(ABC) of 1,000,000 copies monthly. 
Current monthly circulation is 
850,000. New advertising rates will 
become effective in October. Base rae 
rate, one-page, one-time b&w 5) 


(now $1,500) will be raised to $1,- Cc ” 
750; two-color (now $1,540) will ; 
be $1,820; four-color (now $1,750) but a man will do 3 
will be $2,100. or 
his blazing best for a Delta-C&S al 

ABC Signs for Grid Games Mi li : ain y . = a 

The outstanding college football ae 
games will be seen on ABC televi- onaire | acation 
sion network this fall under an : : : \ 
agreement reached between the In C-O-O-L Miami Beach. ‘ : 


National Collegiate Athletic Assn. 
television committee and ABC. ee “oO 4 i 
The telecasts, which start on Sept. 2% 7 


18, will cover a series of 12 games , a 
on successive Saturdays through 
Dec. 4, and will include a special , 


Thanksgiving telecast of one or 
more outstanding grid games. 


P&G Buys Two NBC Shows 
Procter & Gamble, Cincinnati, 


on Dn. 
will augment its soap opera lineup 7 a 
with alternate-day sponsorship of Stimulating Maximum Effort \ 


two still-to-be-named programs on i \ . 
NX A full week's package, 


NBC-TV starting July 5. One show Now ... timed to spark your summer quota drives with 
will be for Cheer through Young &| 2” all-powerful “jet-assist” ... Delta-C&S brings youthe = =~ 

from Chicago -%143°° 
plus tox on air fore 


Se, f 


Rubicam, the other for Tide| incentive prize with proved sky-high possibilities. 
through Benton & Bowles. Both Delta-C&S Millionaire Dream Vacations are tools of 
will be aired Monday through Fri-| amazing effectiveness for making and boosting sales, pro- a - 
day in mid-afternoon. duction and safety goals, igniting op enthusiasm, intro- Ready = “Sales-munition 


ducing new products and services with dramatic fanfare. | Miami Beach and the Caribbean come colorfully alive in the 


Kimmelman Operates Agency 1954 Delta-C&S travel literature, including : 


Harry Kimmelman, formerly A big O.K. from U.S. Industry 


owner of Media Publishing Co. . 
’ , ite! ig o 
now operates an agency, Harry Concentrated sales dynamite! That’s what blue-ribbon 


Kimmelman Associates, Philadel- | U-S. companies call Delta~-C&S package vacations—used 
phia, which handles the promo-| 4s sales incentives. For example, Ford dealers of Chicago 
tion of special editions for news-| have awarded 134 Millionaire Dream Vacations to 
papers. Currently, the company is| introduce the 1954 Ford cars. 

finishing the 75th anniversary 


@® Gorgeous natural-color 
photo folders—Miami, 
Nassau and Caribbean 


| su @ Posters, 16 mm 


/ color-sound films, 
newspaper mats 
of tropical-holi- 


tableware, has moved its New. 


York office and display rooms 
99 Park Ave. sited bed General Offices: Atlanta, Georgio AIA LIiMts 


Company 
Address 


edition of the News, Bridgeton, Other examples abound in many fields: day illustrations. 
N. J. @ Insurance companies @ Newspapers 
@ Department stores @ Electrical appliances [ 
Offers Free Marketing Aid @ Breakfast foods @ Radio and TV sets @ Internal Bulletin Forms, 
The James M. Vicary Co., 22 E.| © Auto mfrs., deaiers, service stns. @ Soft drinks scenic headings. 
60th St., New York, is making free| @ Tires and batteries Tey geen eerémehunenanmanenesenenentanelaln Geen eenin 
distribution of copies of “An An- ; ‘ I a Has 
notated Bibliography of Word As- 7 pragees sys nhs: 
sociation References Important to | MAIL HANDY COUPON! 
Marketing Researchers.” |] _ Delta-C&S Air Lines, Sales Dept., Atlanta Airport, Atlanta, Georgia 
| Please send your complete kit on Delta-C&S Millionaire 
Oneida Moves N. Y. Office | | Dream Vacations as sales prizes. 
Oneida Ltd., manufacturer of Name and title 
| 
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Carl Schurz sparked the simile: 


"Ideals are like stars,” he said, “You will not succeed 

in touching them with your hands. But like the seafaring 
man on the desert of waters, you choose them as your guides, 
and following them you will reach your destiny.” 


With newspapers as with people, ideals loom large in the | 


shaping of character. For ideals, on their own, do not live or 
languish. Either they are carried to incandescence through con- 
stant use, or—through disuse—become charred wicks guttering 
in empty candlesticks. 

Launched from the beginning as a newspaper for the home, 
the Chicago Daily News based its first principles on ideals 
cherished by the home, and religiously followed them. 

These practices led journalism histo- 
rians to call it “the first, great, independent, 
decent newspaper.” 

When the News celebrated its fiftieth 
anniversary, Adolph Ochs, publisher of the 
New York Times, said: “The Chicago Daily 
News ... is a paper that is essential to the 
home and one without which the evening would be as incom- 


plete as if there were no evening meal.” 


Now, in its seventy-ninth year, the Daily News continues 
to keep faith with upwards of 600,000 families that have adopted 
it as their home newspaper. It does not accept advertising that 
is distasteful to home ideals. 

Editor and Publisher John S. Knight has put it this way: 

“We do not operate the Chicago Daily News in the interest 
of any class, faction or political party. As my late father said 
so appropriately many years ago: ‘We are ourselves free, and 
our paper shall be free—free as the Consti- 
tution we enjoy—free to truth, good man- 
ners and good sense!” 

* * 

Publishing idealisms such as these are 
tulay carrying the Daily News to its high- 
est circulation in history ... the only news- 
paper in Chicago to show consistent circulation gains instead 


of losses in this post-war. era. 


CHICAGO DAILY NEWS 


Chicago’s HOME Newspaper 


CHICAGO NEW YORK MIAMI 


Daily News Plaza 45 Rockefeller Plaza 121 S.E. First Street 


JOHN S. KNIGHT, Publisher 


DETROIT SAN FRANCISCO LOS ANGELES 
Free Press Building 703 Market Street 


1651 Cosmo Street 
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Feature Section 


Advertising Age 


Advertising Growth—Il 


When Is a Spectacular Not? 


New Type of Distributor Appears 


Negative Appeal Has a Place 


ss THE NATIONAL NEWSPAPER OF MARKETING 


The New Competition: An Analysis of Advertising Growth... 


Great in a Boom, Solid in War, Advertising 


Was Staggered by Depression 


This is the second of a series of three articles analyzing the changes in the number and structure of national advertisers 
over a span of the past 30 or more years. The dimensions of the change in number of national advertisers and number of 
nationally advertised brands were discussed in the first article. In this second article, particular attention is paid to the 
similarities and differences which existed between the growth pattern following World War I and World War II. The final 
article will review the implications of the heightened advertising competition upon all elements of the advertising business. 


By W. H. Mullen 
Director, Magazine Advertising Bureaue 
and 
John Crichton 
Executive Editor, Advertising Age 


The other day an agency friend of ours 
was assured by a crew-cut type in the 
same account group that rumors of re- 
cession didn’t worry him, because (crew- 
cut said) he was working on an account 
which was a “really basic industry.” 

Our friend said grumpily that, having 
worked through the depression, his idea 
of a really basic product was a headache 
remedy. 

He is right, of course. Headache reme- 
dies (and any number of other packaged 
consumer products) rode the depression 
while many a basic industry company 
rolled on its side like a whale and was 
towed off the scene. 

But in order to understand the mon- 
strous shock of the depression to the ad- 
vertising business, one must first under- 
stand the sunny, wonderful, dizzy days 
that preceded it. 


s The period which ended with the col- 
lapse of the stock market in 1929 really 
had its roots the years just before World 
War I broke out in Europe. In 1913, the 
automobile was a rich man’s toy; the 
electric iron and the vacuum cleaner were 
in only the upper-upper and upper-mid- 
dle homes; radio had yet to make its ap- 
pearance; electric refrigerators were un- 
heard of. Foods were limited, plain and 
simple. Cosmetics? Talcum powder was 
woman’s principal beauty aid. 

True, there have been changes in 
American life since World War II: tele- 
vision, home freezers, automatic wash- 
ing machines and dryers, new fabrics, 
wonder drugs. But these are largely al- 
terations in degree or refinements. 

But what went on in American life be- 
tween 1913 and 1929 was revolutionary. 

And its impact on business was startling. 


# It is often claimed for advertising that 
it cushions the impact of business con- 
ditions; that it enables a company to ride 
a boom and ride out a depression. Let’s 
look at some basic figures. 

Table G shows the leading advertisers 


The authors are indebted to a number of 
sources for much of the data presented in these 
articles, and have prepared a detailed explanation 
of sources, definitions and explanations of the 
material used in the series, which is available in 
mimeographed form to Advertising Age readers 
who may be interested in having this basic back- 
ground. Single copies are available without charge 
from the Library, Advertising Age, 200 E. Mli- 
nois St., Chicago 11, Il. 


Table G 


The 25 Leading Magazine Advertisers of 
1914, 1922, and 1929, and the 1953 Survivors 


1929 


Procter & Gamble Co. 
Colgate-Palmolive-Peet Co. 
Lambert Pharmacal Co. 
General Electric Co. 


.. Campbell Soup Co. 


Radio-Victor Corp. of America* 
Bristol-Myers Co. 

Buick Motor Co.* 

Ford Motor Co. 
Fleischmann Co.* 
General Foods Corp. 
Congoleum-Nairn, Inc. 
Chevrolet Motor Co.* 
Swift & Co. 

Jergens, Andrew, Co. « 
Armstrong Cork Co. 
Ethyl Gasoline Corp. 
Frigidaire Corp.* 
Chrysler Sales Corp. 


Hudson Motor Co. 

Liggett & Myers Tobacco Co. 
Pond’s Extract Co. 

Wesson Oil-Snowdrift Co. 
Goodyear Tire & Rubber Co. 
Vacuum Oil Co.* 


Per Cent Surviving in 1953: 
100% 


1922 


Campbell, Joseph, Co.* 
Procter & Gamble Co. 
Colgate & Co.* 

Victor Talking Machine Co.* 
Palmolive Co.* 

Lever Bros. 

Congoleum Co., Inc. 
Cudahy Packing Co. 
Postum Cereal Co.* 

Fels & Co. 

Pepsodent Co.* 

Quaker Oats Co. 

Jergens, Andrew, Co. 
Fleischmann Co.* 
Goodyear Tire & Rubber Co. 
Swift & Co. 

(Northwestern Yeast Co.) 
Armstrong Cork Co. 
(Watkins, R. L., Co.**) 


Vacuum Oil Co.* 
American Radiator Co.* 
General Electric Co. 
Eastman Kodak Co. 
Liggett & Myers Co. 
Southern Cotton Oil Co.* 


92% 


1914 


Procter & Gamble Co. 

Quaker Oats Co. 

American Tobacco Co. 

Victor Talking Machine Co.* 

Postum Cereal Co.* 

Willys-Overland, Inc.* 

Goodyear Tire & Rubber Co. 

Cudahy Packing Co. 

Eastman Kodak Co. 

Colgate Co.* 

Campbell, Joseph, Co.* 

Kellogg Toasted Corn Flakes 

Hudson Motor Car Co. 

Reynolds Tobacco Co. 

Cream of Wheat Co. 

Studebaker Corp. 

General Electric Co. 

Van Camp Packing Co.* 

(Maxwell-Chalmers Motor Car 
Co.**) 

U. S. Tire & Rubber Co. 

Wrigley, William J., Co. 

Bellas Hess & Co.* 

Washburn & Crosby Co.* 

Stewart-Warner Speedometer Co. 

Columbia Graphophone Co.* 


96% 


Note: Only magazine records available for these years. Companies in 
parentheses were no longer national advertisers in 1953 in any medi- 
um. Companies indicated by * have merged or changed their names, 
but a clear thread of national advertising has carried through the 
years. Two companies indicated by ** merged; each is counted as a 
casualty since its product is no longer advertised. 


CHART VIII 


THE 1953 SURVIVALS OF THE LEADING MAGAZINE ADVERTISERS OF PAST YEARS 


Of the top seventy-five 
Magazine Advertisers of 1914: 


Casvalties* 


13.1% 


65 companies or 
86.7% 
¢ d as nati 
advertisers in 1953 


"Ac 


Of the top seventy-five 
Magazine Advertisers of 1922: 


Casvalties* 


17.3% 


62 companies or 


82.7% 


ty a aq | 
as nat 


advertisers in 1953 


ted 
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Casvalties* 3.9% = 


Of the top seventy-five 
Magazine Advertisers of 1929: 


73 companies or 
96.1% 
continued as national 
advertisers in 1953 


asac Ity not only if it is out of business or 


no longer advertising, but also if it has merged—with the new parent 
company no longer advertising the product of the former company. 


for each of three years, 1914, 1922 and 
1929. Below each list is the per cent of 
companies surviving as national adver- 
tisers—in one form or another—in 1953. 
On the whole, the record is surprisingly 
good. 

Naturally, these are the top 25. Skeptics 
may think this loads the case for sur- 
vival. But even if the measurement is 
lowered to include the top 75 in each of 
those years, the record stays good: 86.7% 
of the top 75 in 1914 are surviving and 
advertising in 1953; 82.7% of the same 
bracket of 1922; and 96.1% of 1929’s top 
75. (Chart VIII.) 


= But a period of revolution is hard on 
business. In the lower ranks, it took some 
high percentage tolls. It was pointed out 
last week that, of 737 advertisers who 
advertised each year in the 1938-40 peri- 
od (spending at least $25,000 a year), 619 
survived in 1952. Another 34 had merged 
with the members of the 619 companies, 
so that there were really 653 “survivors” 
of the original 737, or 88.6%. 

That’s pretty good, considering the pe- 
riod includes preparation for war, ailo- 
cations, the war itself, rationing, post- 
war readjustment. 

And 88.6% survival compares favor- 
ably with other periods. In Table H we 
have taken 13-year periods, two contain- 
ing war, one containing a depression. On 
the basis of magazine advertising alone 
(and no other figures are available for 
these early periods) the most recent 13- 
year span looks very good indeed. 


® Two quick observations: the survival 
rate of national advertisers over the pe- 
riod of World War II is significantly 
higher than that of World War I; it seems 
fairly clear that a major depression is 
infinitely harder on national advertisers 
than a war and reconversion period, no 
matter how drastic. 

Nor are these observations altered by 
the addition of newspapers to the maga- 
zine figures. In the lower portion of 
Table H and in Chart IX, with other me- 
dia added, the survival percentage dur- 
ing the depression period is slightly im- 
proved, but the lesson still stands: ad- 
vertising takes a terrible beating from a 
depression. 

Why did advertisers survive so much 
better (on a percentage basis) after 
World War II than after World War I? 

Probably for two reasons: 


e 1. As we have already suggested, the 
recent period has been nowhere nearly 
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Table H 


Survival Rates of Magazine Advertisers in Three Key Periods 


COMPANIES INVESTING 
$25,000 OR MORE IN MAGAZINE 
ADVERTISING IN EACH YEAR OF 

BASE PERIOD 


BASE PERIOD 

1913-1915 152 
1927-1929 583 
1938-1940 548 


COMPANIES CONTINUING TO 
INVEST $25,000 OR MORE IN 
MAGAZINE ADVERTISING 13 

YEARS LATER 

In 1926 - 116, or 76.3 per cent 
In 1940 - 327, or 56.1 per cent 
In 1952 - 490, or 89.4 per cent 


Survival Rates of National Advertisers in Two Key Periods 
COMPANIES INVESTING $25,000 COMPANIES CONTINUING TO IN- 


OR MORE IN NATIONAL 
ADVERTISING IN EACH YEAR OF 


VEST $25,000 OR MORE IN NA- 
TIONAL ADVERTISING 13 OR 14 


BASE PERIOD BASE PERIOD YEARS LATER 
1927-1929 583 (1) in 1940 - 327, or 56.1% (1) 
In 1940 - 357, or 61.2% (2) 

1938-1940 548 (1) In 1952 - 490, or 89.4% (1) 
737 (2) In 1952 - 653, or 88.6% (3) 


(1) Magazines only. 
(2) Magazines, Newspapers, Network Radio. 
(3)The three media, plus Network Television. 


CHART IX 


A HISTORY OF THE ESTABLISHED NATIONAL ADVERTISERS OF THREE SIGNIFICANT PERIODS 


BEFORE WORLD WAR I* 


Base Period 
1913-1915 


Survivors in 


BEFORE THE DEPRESSION 


years loter. 


The top bars of each pair show the 
152 established magazine advertisers 
of a three year base period —those 
companies investing $25,000 or 
more in each of the three years. 


The shaded bar shows the number 
of those companies continuing to 
advertise some thirteen or fourteen 


Base Period 
1927-1929 


583 


BEFORE WORLD WAR Il 


PERCENT CONTINUING & DROP-OUTS 


Base Period 
1938-1940 


737 


Survivors in 
1952 


* Magazine records only are available for this period. 


so revolutionary a time as were the ’20s, 
in terms of changes in American life. 
Accordingly, business risks were consid- 
erably more vast in the aftermath of 
World War I—anticipating the future 
trend of consumer buying was far more 
difficult. 


e 2. Further, advertising as a busi- 
ness force was not so well understood 
during the earlier period. Its potential 
was often underestimated; many com- 
panies grudgingly launched campaigns 
that were too little and too late—fre- 
quently because their competitors were 
already advertising, and not because they 
had any faith in advertising itself. On 
the other hand, many companies were 
deluded about wht advertising could 
reasonably be expected to do—they 
blithely launched campaigns for prod- 
ucts or services which were ill-adapted 
for national distribution and sale, or 
were obviously doomed to cbsolescence. 
(For instance, six manufacturers of non- 
mechanical refrigerators spent $184,400 
in magazines in 1929! And the list grows 
apace: ladies’ corsets, men’s knitted un- 
derwear, the detachable cellar, the parlor 
furnace.) 


s Besides these two major causes, there 
was a third: mergers and consolidation. 
The 1920s represent, in retrospect, a pe- 
riod of amalgamation. Giant corporations 
were formed in those years. General Mo- 
tors, General Foods, Standard Brands, 
RCA Victor are a few which come to 
mind. These companies continued to ad- 
vertise, usually with expanded budgets. 
And many of the mergers took place 
chiefly because the constituent companies 
had so thoroughly established their 
brands in the market through national 
advertising that they were valuable ac- 
quisitions. But, in the process, the giants 
mopped up many of their smaller com- 
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petitors. 

It seems fair to say that most of na- 
tional advertising’s casualties in the ’20s 
were not the failures of advertising, but 
primarily attributable to changes in the 
business climate. 


= Let’s look at three industries to see the 
sweeping changes wrought by changes 
in manufacture, the changing pattern of 
consumer buying, the changes which 
come to a new industry. 

Changes in manufacture are speeded 
by product and service obsolescence. Let’s 
begin with the automotive accessory in- 
dustry: 


In 1920, the automotive industry spent 
$20,700,000 in magazine advertising—and 
nearly a third of the total was advertis- 
ing of accessories, omitting tires. The 
accessory advertising fell into two broad 
classifications—“hidden products,” aimed 
at influencing the manufacturer to in- 
corporate the part or product in his au- 
tomobile; and advertising aimed at the 
owner. 


= “Hidden product” advertising was 
feasible in the early ’20s for two reasons. 
Most cars of those days were largely as- 
sembled—it was a rare manufacturer 
who made any of his own parts or ac- 
cessories. Further, the accessory adver- 
tiser had a broad market—there were 
some 77 different domestic makes of pas- 
senger cars advertised in magazines from 
1919 to 1923. (Only 13 survive today! 


As the automobile industry concen- 
trated in the hands of a few makers, and 
as those makers changed from assembly 
to manufacturing, accessory advertising 
of this type began to diminish. 


Another group of accessory advertisers 


was destined to disappear as consumer 
advertisers, because auto makers began 
to incorporate the products in their cars 
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CHART X 
THE CHANGING PATTERN OF AUTOMOTIVE ADVERTISING- 1920 TO 1929 


VEHICLES 


4 
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$9.6 Million 


1929 


TIRES & TUBES 
{ 


1920 $4.6 Million 
1929 $3.4 Million 
PARTS & ACCESSORIES 
| 
1920 $6.4 Million 


1929 $4.9 Million 


CHART XI 


THE CHANGING PATTERN OF RADIO ADVERTISING 
1923 TO 1929 


$14.6 Million 


{82,312,000 


z 


a $2,841,000 


Parts & 10. 


as standard equipment, or because the 
improved cars of the later ’20s made 
them wholly unnecessary. A list of some 
of these advertisers, with their 1920 ex- 
penditures, includes the following: 


1920 
Company Product Expenditure 


American Radiator Co. Radiator Shutters $ 29,375 
Broderick & Bascom Rope Co. Towing Cable 20,403 
Edward Cassidy Co. Jack & Tire Pump 126,790 
Cincinnati Ball Crank Co. Stabilizer 32,644 
Detroit Pressed Steel Co. Distill Wheels 131,385 
Gilmer Co. Fan Belts 58,750 
Robert Hassler Co. Shock Absorbers 37,270 
Hayes Wheel Co. Hayes Wire Wheels 76,375 
Iron City Products Co. Rees Jack 48,660 
Jenkins Co. Valves 46,365 
Moco Co. of America Tire Patch 46,160 
Moto-Meter Co. Boyce Moto-Meter 79,830 
Pyrene Manufacturing Co. Fire Extinguishers 30,080 
Sewell Cushion Heel Co. Bumpers 76,375 
Waltham Watch Co. Speedometer 142,990 


® The market for tires and tubes also 
changed in the ’20s. The products were 
considerably improved—they lasted long- 
er, and replacement sales became less 
important. Consumer advertising de- 
clined. 

Meantime, automobile advertising in- 
creased. The following table, and Chart 
X, summarize what happened from 1920 
to 1929: 


Automotive Advertising in Magazines, 
1920 and 1929 


(In Thousands) 


1929 1920 % 
Vehicles (Including 
Trucks) $14,647 $9,649 451.8% 
Tires & Tubes 3,389 4.579 —26.0 
Parts & Accessories 4,882 6,439 —24.2 
TOTAL $22,918 $20,668 +10.9% 


Batteries 


® A second example of manufacturing 
changes and obsolescence is the radio 
field. In 1923, advertising of radio sets 
and parts was of such negligible im- 
portance in magazines (total: less than 
$500,000) ) that Crowell’s listing showed 
it as a sub-class of “Sporting Goods.” In 
two years the volume increased seven- 
fold. 

But people changed very rapidly from 
making radios, to buying them. It had 
inevitable advertising repercussions. 
From 1925 to 1929, the total advertising 
in magazines in this classification drop- 
ped somewhat, from $3,633,000 to $3,- 
483,000. But radio parts and batteries 
dropped nearly a million dollars (77%) 
while the advertising of sets and tubes 
increased 34%. (Chart XI.) 

One more example: the tobacco busi- 
ness. As the soldiers streamed back from 
France, they stuck to a habit picked up 
in the trenches—cigarets. And then wom- 
en took it up. In 1919, most of the busi- 
ness (as reflected by advertising figures) 
was held by “premium brands”—Ameri- 
ican Tobacco’s Lord Salisbury, Omar, 
and the old Pall Mall; Liggett & Myers’ 
Fatima and Richmond Straights; Loril- 
lard’s Egyptian Deities, Helmar and Mur- 
ad. Here we saw brand, rather than com- 
pany, casualties. The standard cigarets 
moved in like a tidal wave. Table K and 
Chart XII show how the standard brands 
came to dominate advertising and, inci- 
dentally, shows how cigar advertising 
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“Pflueger sales have been stead- 
ily climbing since our beginning 
90 years ago. With our new 
Pflueger Pelican Spinning Reel 
and others to come, as well as 
our extensive line of spinning 
lures, we expect to continue this 
upward sales trend.” 


J. S. PFLUEGER 

President 

The Enterprise Manufacturing Co., 
makers of Pflueger Fishing Tackle 


And the Messrs. STANLEY M. WRIGHT and ANDREW D. 
MCGILL of the famous Wright and McGill Co. add: “All signs indicate 
Wright & McGill will have a banner volume in 1954 sales.” 


A Hearst Magazine 
959 Eighth Avenue, New York 19, N. Y. 


Leading manufacturers of fishing tackle expect 
a banner year. But let’s let them tell it... 


“More leisure time is rapidly 
becoming the keynote to the 
American way of life... fishing, 
hunting, boating and outdoor 
fun are high on the list of activ- 
ities that will occupy these new 
leisure hours. We at Western 
Auto are gearing our plans to 
take advantage of the tremen- 
dous sales potential that will 
accompany this rapidly develop- 
ing trend.” 
F. A. WOLFORD 
Merchandise Manager 
Sporting Goods Division 
Western Auto Supply 


More men spend more time fishing and hunting 
than in any other leisure activity 


Sports Afield, with its six Sports Afield annuals, 
provides more fishing and hunting service than 
any other outdoor publication. 


~ SPORTS AFIELD 


THE AUTHORITY FOR FISHING AND HUNTING 
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declined. Table K 


The roaring °’20s blasted a path of . ae 
change across all business: mail order Magazine Advertising of Tobacco Products, 1919 to 1929 
(In Thousands) 


advertising by catalog mail order houses . 
declined steeply, as better roads brought 1919 % 1925 % 1929 % 


ber of advertising casualties due to in- 
dustrial change. 

In retrospect, it was to look like a 
peaceful staging area, in comparison 
with the grim battle for survival which 


more people to town; correspondence RN  rrterccenccsitictcccascianstj acs $ 687 39.2% $ 464 40.7% $2,236 69.4% was to come. 

schools ran into hard times, as educa- Standard Brands* ...........ccsseeeeee 237 13.5 283 24.8 1,978 61.4 

tional facilities grew (their advertising POUT GIES access s ceccctsssetnssescee 450 25.7 181 15.9 258 8.0 THE DEPRESSION STRIKES 

fell from $1,500,000 in 1920 to $1,000,000 Cigars seiottatiiaidiuiid 357 20.3 212 18.6 184 5.7 About the kindest thing that can be 
in 1929); pianos and organs hit A High  — Tobacco ecceeecsssssssesssueessueessnesenseeenvees 711 40.5 465 40.7 803 24.9 said for advertising during the depres- 
of $704,000 in advertising in 1925—and $1,755. 100.0% ~+=$1,141 100.0% $3,223 100.0% sion is that it may have helped to keep 


<i SS eee 


then radio sliced piano-organ expendi- 
tures nearly 33% in the next four years. 
(In 1952, finally, musical instruments 
came back into their own—$888,000 in 
advertising.) 

Public tastes were changing rapidly, 
and advertising alone couldn’t stem a 
tide once it was running—as one com- 
pany which spent $50,000 in three years 
during the late ’20s found out. It was 
advertising golf caps and knickers. 


= Let’s look briefly at the workings of 
another economic phenomenon of the 
twenties, an industry shake-down process 
—one of the inevitable trends in new 
industries. 

Perhaps no single field furnishes so 
striking an example—nor is of more 
pivotal importance to the economy— 


of passenger cars were nationally adver- 


*Camels, Chesterfields, Luckies in 1919 and 1925; those plus Old Golds, Spuds, and Sir Walter Raleigh 


CHART XII 


THE CHANGING PATTERN OF TOBACCO ADVERTISING 
1919 TO 1929 


in 1929. 


Tobacco 


40.5% 


Tobacco 


40.7% 


Cigars 
20.3% 


Premium 
Brands 


a catastrophe from becoming a cata- 
clysm. 

The market crash came in October, 
1929. Up to that time, business had been 
in a period of only moderate decline. 
But then everything plummeted—sales, 
prices, employment—until the economy 
banged into bedrock in 1933. Banks 
closed right and left; the breadline was 
a familiar sight; there were mortgage 
riots in the Midwest; anyone who had 
a job was lucky. 

And national advertising? It was cut 
in half. Magazines dropped (1929-33) 
from around $186,000,000 total billing to 
about $92,000,000. Best estimates figure 
national advertising in newspapers drop- 
ped from $260,0090,000 to about $136,000,- 
000. Radio was still a new medium; it 
showed remarkable vitality in the ’30s. 


than the automobile manufacturing in- me om But even its billings dipped in 1933. 
comer: $1,755,000 Total ' 1929 
As was said earlier, 77 domestic makes $1,141,000 Total $3,223,000 Total 


= And where did the big drops come? 


tised in the 1919-23 period (Ford is in- Essex Nash Whippet Freed-Eisemann Radio Polymet Mfg. Co. a Oo gives the seabagg rr “ as 

cluded, although it wasn’t advertising in Falcon-Knight Oakland Wills St. Claire Corp. *Radio-Victor Corp. of t cain th > dollar ar “y tt $18, _ 

magazines in that period.) Of those 77 Flint Oldsmobile Willys-Knight Freshman, Charles, Co. America nee) ° df A “—— ms Pre 000. 

makes, only 13 survive today! Ford Overland Wolverine Inc. Sears, Roebuck & Co. : 7 - and foo - omageth rs " ~ “7 
. Of the 77 makes, only 40 still survived 1953 SURVIVORS Graybar Electric Co. Sentinel Mfg. Co. pe or fot ge a s a ce al 
in 1929! Gone were the Haynes, the Buick Dodge Oldsmobile *Grigsby-Grunow Co. Sparks Withington Co. eneae ‘ ui = pete Po jon cities 

Holmes; the Templar and the Stephens Cadillac Ford Sasined (Majestic) (Sparton) pier isan pole aan cee as ae 

Salient Six. The 40 makes weren’t all Chevrolet Hudson Plymouth Magnavox Co. Stenite Radio Co. Psi pm seals ‘ ee in cand ae, 
" the field, because there were 17 added Chrysler Lincoln Pontiac Midwest Radio Corp. Stewart-Warner Speed- sini = ois id a aatiedk tu Se 
starters during the 1925-29 period. Of DeSoto Nash Stedebaher (Miraco) ometer Corp. a 5 ha a me ceaypo se nggect dfn 
, the 17 additional cars, just three sur- , Willys National Carbon Co. Stromberg-Carlson Tel- y q 


vive today—Plymouth, DeSoto and Pon- 
tiac. (As a kind of Gasoline Alley mem- 
ory test, the list of the cars is shown 
here: 


Table L 


Makes of Cars Nationally Advertised. 


*Not nationally advertised in magazines during 
those years, but very much a factor! 


® The radio set business was also an 
exciting business in the twenties. Many 
companies were launched; there were 
34 in it by 1925. By 1929, the field was 
narrowed to 26, and the five leaders ac- 


*Philadelphia Storage 
Battery Co. (Philco) 
(Kolster) 


ephone Mfg. Co. 
Temple Corp. 


*Industry leaders, accounting for 75 per cent of the 
magazine advertising. Only three of the five still 
survive as national advertisers today. 


ume. 

Only two business categories showed 
a gain—drugs and remedies (remember, 
our friend said a headache remedy was 
depression-proof) and smoking materi- 
als. 

What happened during that disastrous 
period? Did advertisers trim their budg- 
ets, or did the number of advertisers de- 


ere counted for 75% of the national maga- = Incidentally, it’s interesting to notice ‘ne? 

1919-1923 MAKES zine advertising (see Table M.) that the television set manufacturing in- 
Allen Gardner Oldsmobile But of these five leaders, only three dustry in the postwar era has attracteda "® Unfortunately, both those things hap- 
American Grant Overland are a factor today. Majestic and At- far smaller number of set manufacturers Pened. 
Anderson Gray Packard water Kent have faded out of the pic- than did the early days of radio, and The biggest advertisers bore up fairly 
Apperson H.C.S. Paige-Detroit ture: there have been fewer advertising cas- Well. The top 75 magazine advertisers, 
Auburn Haynes Peerless ualties. The answer is clear—leading for example, spent $60,800,000 in 1929. 
Briscoe — Pierce-Arrow Table M electronics manufacturers were able to © 1933, the same group spent $40,400,- 
Buick Hudson Premier : 000—that’s a decline of 33%. 
Cadillac Hupmobile R. & V. Knight Radio Set Advertisers in Magazines, me Ginet Eee cae ee But all other magazine advertisers de- 
Chalmers Jackson Reo 1925-1929 to ant from scratch. Many of the manu- Treased at nearly double the rate—58%! 
Champion Jewett Rickenbacker 1925 Montgomery Ward & Co. facturers who fell out of the radio scram- It is interesting to note that there were 
Chandler Jordan Rollin Adler Mfg. Co. Music Master Corp. ble probably were manufacturing rather only two advertising casualties among 
Chrysler Kissel Saxon American Bosch Magneto Operadic Corp. than advertising casualties. the leading magazine advertisers: F. W. 
Cleveland Lafayette Sheridan Corp. Pfanstieh] Radio Corp. What was said of radio set manufac- Woolworth & Co., and Fisk Tire & Rub- 
Chevrolet Lexington Standard Eight Andrea, F. A. D., Inc. Phenix Radio Corp. (UI- turing is true on a smaller scale of the Der: Nine companies of the group ac- 
Cole Liberty Stearns (Fada) tradyne) vacuum cleaner business. It was a rela- tually stepped up their magazine adver- 
Columbia Lincoln Stephens Salient Atwater Kent Mfg. Co. Pooley Co., Inc. tively new industry after World War I, ising: Coca-Cola, Eastman Kodak, Gen- 
Commonwealth Locomobile Six Brunswick-Balke-Collen- Radio-Victor Corp. of with lots of starters and comparatively eral Foods, H. J. Heinz, Kotex-Kleenex 
Davis Maibohm Stevens Duryea der Co. (Panatrope) America few finishers. Table N shows the con- Companies (now International Cellucot- 
Dodge Marmon Studebaker Crosley Radio Corp. Reichmann Co. (Thorola) centration in the field, the elimination of ton), Lever Bros., Metropolitan Life, 
Dort Maxwell Stutz DeForest Radio Tel. & Sonora Phonograph Co., companies, the slight dwindling in the Pepsodent Co. (now a Lever division), 
Ourent ony Yenpler Tel. Co. Inc. advertising for the whole field, and the @"d R. J. Reynolds Tobacco Co. 
Earl Mitchell Velie Electrical Research Lab- Stewart-Warner Speed- rise of two undisputed leaders: 
Elgin seen Westcott oratories ometer Corp. = But the numbers are more appalling-— 
= Hae Wiaten : Federal-Brandes, Inc. Stromberg-Carlson _Tele- Table N the decrease in the number of national 
vate esa wee i. Clatee (Kolster) phone Mfg. Co. Magazine Advertising of Electric advertisers. Based on Curtis Publishing 
Franklin Cutens WiltyeKaight Federal Radio Corp. (Or- Thermiodyne Radio Corp. Vasuum Cleaners Co.’s records, we find that, of the 886 

1925-1929 MAKES tho-Sonic) Thompson, R. E., Mfg. Co. 1920 1929 magazine advertisers investing $25,000 
Ajax Franklin Packard Freed-Eisemann Radio Zenith Radio Corp. Number of Makes 15 9 or more in 1929, only 287 of those com- 
Auburn Gardner Paige-Detroit Corp. 1929 Total Magazine Advertising $1,544,000 $1,015,000 panies had a similar expenditure in 1933 
Buick Graham-Paige _ Peerless Freshman, Charles, Co., American Bosch Mag- Advertising of Two Leading ...a 67.6% decline in the number of ad- 
Cadillac Hudson Pierce-Arrow Inc. neto Co. Makes* $580,000 $595,000  vertisers. 
Case Hupmobile Plymouth Gilfillan Brothers, Inc. Amrad Corp. Per Cent of Industry Total 37.6% 58.6% Of 583 companies which invested $25,- 
Chandler Jewett Pontiac Grebe, A. H., & Co., Inc. Andrea, F. A. D., Inc. 000 or more in each of three pre-depres- 
Chevrolet Jordan Reo (Synchrophase) (Fada) * Hamilton Beach Mfg. Co. and Hoover Co. in sion years, 1927-29, only 241 were still 
Cleveland Kissel Rickenbacker Independent Radio Mfrs., *Atwater Kent Mfg. Co. 1920; in 1929, Hoover Co. and Electric Vacuum advertising in magazines in 1933. That’s 
Chrysler LaSalle Roosevelt Inc. (Neutrodyne) Brunswick-Balke-Collen- Cleaner Co. a drop-out rate of 58.7%! 
Davis Lincoln Ruxton Jewett Radio & Phono- der Co. (Panatrope) Fortunately, not all of these companies 
DeSoto Locomobile Stor graph Co. *Crosley Radio Corp. = This then was the pattern of post- were permanentiy lost as national ad- 
Dodge Marmon Stearns-Knight King Quality Products, Day-Fan Electric Co. World War I and the ’20s: sweeping vertisers. Of the 342 who dropped out 
Duront Marquette Studebaker Inc. DeForest Radio Tel. & changes in the living and buying habits of magazines, about half eventually came 
Elear Maxwell Stutz Kodel Electric & Mfg. Co. ‘Tel. Co. of the public, equally sweeping changes back—138 could be identified as na- 
Erskine Moon Velie Magnavox Co. Federal-Brandes, Inc. within industry, and a fairly high num- tional advertisers in 1940. (114 were 
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Table O 


National Magazine Advertising In Leading Business 
Classifications 1929-1933 


Food & Food Beverages 


Automotive Vehicles, Tires, & Accessories 


Toilet Goods 


Apparel 
House Furnishings 


Household Equipment 


Building Materials 


Soaps & Cleansers 


Drugs & Remedies 


Office Equipment, Paper Supplies 


Radio Sets, Musical Instruments 
Travel & Resorts 


Smoking Materials 


Gasoline & Oil 


Jewelry, Watches, Cameras 


Confectionery & Soft Drinks 


NINN IE SIN 55 sacsssuivesccesceiadstaapiadecsinsdssiociarabe 


Sporting Goods & Aviation 
Publications 


Industrial Materials 


All Other Advertising 


TOTAL 


1929 1933 % Decline 
$ 28,991 $17,745 38.8% 

27,431 9,072 66.9 
23,754 13,232 44.3 
ene 12,239 3,362 72.5 
9,082 2,873 68.4 
13,651 3,507 74.3 
10,029 1,821 81.9 
7,225 5,683 21.4 

6,166 8,354 35.5* 
6,222 1,589 74.5 
5,275 1,291 75.5 
4,420 2,915 34.0 

ane 4,179 4,403 5.4* 
4,160 2,259 45.7 
3,306 924 72.1 
3,714 1,596 57.0 
eee 3,139 2,573 18.0 
2,414 1,780 26.3 
1,839 1,015 44.8 
a 1,987 787 60.4 
uesis 6,500 4,757 26.8 

$185,723 $91,538 50.7% 


—_— 


*Increase 


Sources: 1929—Partially estimated, based upon the distribution by industry classes of the leading maga- 
zine advertisers of 1929 ($10,000 and over) as reported in “National Markets and National 
Advertising,” Crowell-Collier Publishing Co. 1933—Publishers Information Bureau. 


CHART XIiiI 
DEPRESSION CASUALTIES —AND A PARTIAL RECOVERY 


1927- 583 companies invested $25,000 or more in 
1929 magazine advertising in each year, 1927-1929... 
18 companies used 
network radio only 
241 companies still used 324 companies 
1933 magazines in 1933 used neither medium 
30 companies used network radio 
or newspapers only 
40 327 companies of the original 226 companies used 
Mf number used magazines in 1940 no national medium 


Table P 


Leading and Established National Advertisers of 1929 Which Were 


Advertisers in No National Medium In 1940 


($100,000 or more in Magazines in 1929, with expenditures of of least $25,000 in both 1927 
and 1928) Note: Some of these companies have since resumed national advertising. Most of 
them, however, seem to have been permanently eliminated as advertisers by the depression. 


Allen-A Co. 
American Laundry Machine Co. 


Fisk Tire Co. 


American Woolen Co. 
Atwater Kent Mfg. Co. 
Auburn Automobile Co. 
B.V.D. Co., Inc. 


Franklin Automobile Co. 
Fuller Brush Co. 
Graham-Paige Motor Corp. 
Hewes & Potter 

Hupp Motor Car Corp. 


Phoenix Hosiery Co. 
Photographer’s Assn. 

Pinaud, Ed. 

Planters Nut & Chocolate Co. 
Reid, Murdoch & Co. 

Reo Motor Car Co. 


Intern’tl Merchant Marine. Co. 


Berry Brothers, Inc. 

Black Starr & Frost-Gorham 
Bunte Brothers 

Burgess Battery Co. 

Canners league of California 
Cunard & Anchor S. S. Lines 
Dahlberg Sugar Cane Industries 
Dollar Steamship Line 
Dunlop Tire & Rubber Corp. 
Encyclopaedia Britannica 
Eureka Vacuum Cleaner Co. 
Evaporated Milk Assn. 
Fireside Industries 


back in magazines, the others in news- 
papers or network radio.) But that still 
leaves more than 200 established and 
substantial advertisers of 1929—better 
than one company in three—which the 
depression seems to have eliminated per- 
manently so far as national advertising 
is concerned. (See Chart XIII, and Table 
P for a partial listing of the casualties.) 


Johnston, Robert A., Co. 
Karpen, S., & Brothers 
Laundryowners National Assn. — 
Lycoming Mfg. Co. 

Mohawk Carpet Mills, Inc. 
Montgomery Ward & Co. 
National Bellas Hess Co. 
National City Co. 

National Confectioners’ Assn. 
Nordyke & Marmon Co. 
Packer Mfg. Co. 

Peerless Motor Car Co. 
Penney, J. C., Co. 2 


Rome Companies 

Sanitarium Equipment Co. 
Save the Surface Campaign 
Schrader’s, A., Son, Inc. 
Smith, Alfred H., Co. 
Steinway & Sons 

Straus, S. W. & Co. 

Stutz Motor Car Co. 

Swiss Cheese Assn. 
Three-In-One Oil Co. 

U. S. Gutta Percha Paint Co. 
Upson Co. 

Wadsworth Watch Case Co. 


While this dreadful decimation was in 
process, the list of new magazine adver- 
tisers in 1933 was pathetically small— 
only 55 companies were spending $25,- 
000 or more in magazines in that year 
which did not have a pre-depression ad- 
vertising record. (Table Q.) 

All this is not a record of advertising 
failure, but of extraordinary economic 


Table Q 


The New Magazine Advertisers of 1933 


($25,000 Or More in Magazine Advertising in That Year, And No Record of Advertising In 
1929 Or Before) 


DOI TAREE GOs cisitcccissiaciniessiorvrrnscorne $ 26,775 
American Brakeblok Corp. ............:000000+ 86,400 
Ayer, Harriet Hubbard, Ine. .................... 55,320 
Beatrice Creamery Co. ccc 42,900 
Bergder® Goodman: scccccccccscssccossossscsssorsosssce — S2,9SO 
Blue Moon Cheese Products, Inc. ................ 31,968 
Campana Sales Co. ceccrcccccrcsccscccsssssesscsceenre 76,528 
Chesapeake & Ohio Railway ...........::0:00++ 34,620 
Goer IE, OM ccs cesiacaecccncieeassscsinscis 39,363 
Ce. CS TM. sicierncennetperacnatnenonins 48,771 
Diamond T Motor Car Co. ......ccccceesceseeees 36,900 
Factor, Max 82,852 
Federation of Mutual Fire Insurance Cos. 31,550 
Feminine Products, Inc. 117,103 
Forstmann & Huffman Co. ..........cccccceeeeee 38,400 
CORR, ToS TUR. aiktinscinisincccvisraticies 28,002 
PORN SD GRC cicsscssccccssssoseisseesancense 34,200 
GOI TED GIGI. haces ccscccsscosccincesessneess 135,110 
ENG FI FI icin siisssscsnsissccscscosans 28,600 
Gould, Barbara, Sales Corp. .............000+ 29,125 
NE BI dichesvncetiianncciomsecicasisniveniinsvnienss 72,842 
TOES I Sea ulicss ces weninahcaaiind cancien saci sessesvine 37,836 
Hygrade Sylvania Corp. once 32,400 
Imperial Paper & Color Corp... 44,000 
International Business Machines Corp. ...... 29,460 
Land O’Lakes Creameries, Inc. ................ 36,075 
Metro-Goldwyn-Mayer Corp. on... 34,544 
WG THUR: GBs. hsesccsisnccciiisescionrcisimciicnss 48,663 


National Assn. Mutual Casualty Cos. ...... $ 36,475 


National Board of Fire Underwriters ........ 81,4680 
National Hotel Management Co. ............ 40,528 
National Oil Products Co. ......ccccccccesseeeee 31,705 
(Admiracion Shampoo) 
Norge Corp. (Borg-Warner)  ........0:::000 53,950 
North German Lloyd S. S. Co. «0... 49,020 
Pennsylvania Mutual Life Insurance Co. .... 57,700 
Philadelphia Business Progress Assn. ........ 32,400 
Pineapple Producers Cooperative Assn. .... 411,700 
Pineoleum Co. 34,975 
EE NI Aahacehiinasennsabansncaien a 39,718 
Red & White Corp. (stores) 20.0... 26,400 
AUTE DHREE GOI. cscsissccscesisceseisesssssricio 50,655 
Scull, William S., Co. (Bosco) ........:ccceeeeee 99,600 
Sealed Power Corp. (piston rings) .........00+ 76,950 
Deemer Ti DIG, TAB. secs cass ciccccceseccesccinsceses 225,065 
Star Peerless Wall Paper Mills ................ 30,577 
Shoarns B FOmOr Ces sicccersscccrscsscccrcccssossere 26,543 
Stokely Brothers & Co. .....scsccccccseseeeereees 41,250 
Sun Life Insurance Co. of Canada ............ 49,565 
Transatlantic Passenger Conference ........ 36,305 
Union Central Life Insurance Co. ............ 102,660 
CE Bie CINE: ccicicrincisrmninciinion 50,860 
United Prune Growers of California ........ 106,225 
Viscose Co. x. 50,780 
Wayne Knitting Co. 00.00 26,060 
WD. Beer LIMO cccscccicectccicessesescsscsscsecsaceses 37,840 


CHART XIV 


THE CHANGING PATTERN OF NETWORK RADIO ADVERTISING 


Convenience Merchandise * 


roa Shopping or Hard Goods or Services** 


* Foods, Drugs, Toilet Goods, Tobacco, Soaps and Cleansers, Gas and Oil, 
Confectionery and Soft Drinks. 


**All other advertising. 


Table R 


National Advertising in Magazines and Network Radio, 1929-1933, in Shopping 
Goods and Convenience Merchandise Classifications 
(In Thousands of Dollars) 


% 
1929 ——— 1933--————_ Change 
Network Network in Total 
Magazines Radio Total Magazines Radio Total 1929-1933 
Convenience Merchandise‘)  $ 78,189 $ 6,469 $ 84,658 $53,272 $25,873 $79,145 — 65% 
Shopping Goods (2) 107,534 12,261 119,795 38,266 5,740 44006 63.3 
TOTAL $185,723 $18,730 $204,453 $91,538 $31,613 $123,151 —39.8% 


(1) Foods & Food Beverages, Toilet Goods, Soaps & Cleansers, Drugs & Remedies, Smoking Materials, Gas- 


oline & Oil, Confectionery & Soft Drinks. 
(2) All other Advertising 


Sources: 1929—Magazines partially estimated, based upon the distribution by industry classes of the lead- 
ing advertisers of 1929 ($10,000 and over) as reported in “National Markets and National Ad- 


vertising,” Crowell-Collier Publishing Co. 


1929—Radio, ‘National Advertising Records,”” Denney Publishing Co. 


1933—Publishers Information Bureau. 


hazard. It is interesting to notice that, 
by and large, the more experienced and 
convinced the advertiser, the better were 
his chances of survival. Some companies, 
however, curtailed their advertising at 
the first onslaught of hard times. It was 
a reckless thing to do, and many of them 
paid dearly for their imprudence. 


s There is a theory among advertising 
men that new media develop new adver- 
tisers. This theory also holds, as a corol- 
lary, that a new medium can help all ad- 
vertising because it brings new dollars 
into advertising, and improves the whole 
advertising business. 

Radio was a new medium in the early 


depression years. It was seemingly a tre- 
mendously effective medium, cheap and 
all-pervasive. But it didn’t work well for 
all advertisers. It worked best for con- 
venience merchandise—food products, 
soaps, cigarets, drugs and toiletries, etc. 
It worked not so well for shopping goods 
(higher priced units, hard goods, selec- 
tive distribution, slow consumption, in- 
frequent purchase.) 

Oddly, it was shopping goods advertis- 
ers who first began using radio (in 1929, 
they made up two-thirds of network ra- 
dio advertising). But, by 1933, the pat- 
tern was reversed: convenience mer- 
chandise made up 82% of network radio 
total—an advertising pattern still pre- 
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CHART XV 


NATIONAL ADVERTISING IN MAGAZINES AND NETWORK RADIO BY PRODUCT CATEGORIES 
1929 AND 1933 


CONVENIENCE MERCHANDISE * 


1929 $84.7 Million 


SHOPPING GOODS * * 


1929 $119.8 Million 


1933 $44.0 Million 


* Foods, Drugs, Toilet Goods, Tobacco, Soaps and Cleansers, Gas and Oil, 
Confectionery and Soft Drinks. 


* *All other advértising. 


CHART XVI 


DOLLAR VOLUME OF NATIONAL ADVERTISING* BY PRINCIPAL BUSINESS CATEGORIES, 


1929 AND 1933 
(In Millions) 


CONVENIENCE MERCHANDISE 


1929 
Food & Food 


Beverages 


1929 | sv 


1933 \ YU 


$25.3 1929 $13.0 
ad _ we | 
—- 1933 V7 Ysie. 1933 $3.8 


1929 


1933/77 


1929 $73 
Cleanses 1993 7/7) $617 


$9.4 
$29 
| | $15.1 
ee Yu 1933 7/7) 83.9 


Sein 1929 | _|sss bildng 197 |sio3 
ws YUE 1933 Y4s2.0 


*Magazines and network radio only; no newspaper data available. 


1933 


CHART XVII 
THE ADVERTISING BACKGROUNDS OF THE EARLY USERS OF THE TWO NETWORK MEDIA 


Network Radio, in the years 1929-1934, had 
399 national advertisers using the medium. 
Of those companies: 


Network Television, in the years 1949-1952, had 
274 national advertisers using the medium. 
Of those companies: 


hod used a national medium were "new" advertisers** 


in a prior period® 


ye 


iA 


28.6% 
were new" 
odvertisers* * 


92.7% 


also used another :::: 
33 “i 1 Ai 


HEHE in those years* 


*Magazines, newspapers, network radio. 


*No newspaper records available. 


**No record of a previous use of 


**No record of a previous use of any 
magazine ‘ 


national medium. 


vailing today. (See Chart XIV.) 

The rub here, of course, is that it was 
the shopping goods advertisers who had 
bailed out of print media in, droves, be- 
cause they were the first ‘and hardest 
hit by the economic typhoon. Magazines 
showed their most staggering losses in 
this area—$69,000,000 or 64%. And so 
network radio did little to stem the ebb- 
ing tide in that type of national adver- 
tising. (Charts XV and XVI, and Table 
R.) 


s Thus network radio made its way 
through a storm of failing companies. It 
had the usual number of experimental 
advertisers—from 1929-34, 399 companies 
had tried network radio (spending $25,- 
000 or more in any one year.) But, by 
1934, there were only 164 of those users 
who continued in the medium—about 
60% of the companies who used it during 
the four-year period dropped out. And, 
even in 1933, there were very few net- 
work radio advertisers who had substi- 
tuted the new medium for magazines— 
see Table S. (Please remember that no 
data for newspapers are available for 
those earlier years.) 


Table S 


Companies Substituting Network Ra- 
dio Advertising for Magazines by 1933 
Molle Co. 
Carnation Milk Products cream)* 
Co. Pabst Corp. 
Cities Service Co. Pacific Coast Borax Co. 
Eno, J. C., Ltd. (fruit Reid, Murdoch & Co. 
salts) Sinclair Refining Co. 
Fletcher, Charles, H. (Cas- Smith Bros. 
toria)* Watkins, R. L., Co.* 
General Cigar Co. Wheatena Co. 
Great A & P Tea Co. Wildroot Co., Inc. 
Horlick’s Malted Milk Co. Wrigley, William Jr., Co. 


(shaving 


*Now Sterling Drug Ine. 


# One more incidental note. Television 
has begun in a much different economic 
climate—boom, not bust. Perhaps that’s 
the answer why tv’s drop-out rate has 
been appreciably lower than radio’s, as 
Table T shows. But it also shows that 
comparatively few advertisers use net- 
work tv exclusively, that network tv 
develops comparatively few “new” ad- 
vertisers. (See Table U.) Costs, of course, 
are a factor here, since tv has been fair- 
ly expensive since it was started, where- 
as network radio was very cheap in its 
pioneering days. 


Advertising Age, May 17, 1954 


Table U 


Television Advertisers, 1949-1952, with 
No Previous Record of National Ad- 


vertising 
American Vitamin Asso- Hollywood Brands, Inc. 
ciates Jene Sales Corp. 
Benrus Watch Co.* Kenwill Corp., The 


Bonafide Mills 
Burkart, F., Mfg. Co. Agency 

Crawford Clothes Olney & Carpenter, Inc. 
Drugstore Television Pro- Television Set Manufac- 


Kiplinger Washington 


ductions turers 
Food Store Programs Unique Art Mfg. Co. 
Corp. Weber, A. C., & Co. 


Good Foods Inc.* 
“Still spending $25,000 or more in network tele- 
vision in 1953. 


Based on this evidence, the new medi- 
um theory doesn’t look very convincing. 
(Chart XVII.) Certainly radio didn’t keep 
the advertising business from a prolonged 
and uncomfortable toboggan ride. 


s Let’s sum up what the advertising an- 
alysis of the Depression shows: 


e 1. It had a devastating impact on 
advertising, not only upon dollar volume 
but also on the number of national ad- 
vertisers. 


e 2. It cut the volume of national ad- 
vertising in print media in half within 
a four-year period. 


e 3. Shopping goods showed the biggest 
decline. Convenience and necessity items 
held their own much better. 


e 4. About 58% of the established pre- 
depression advertisers in magazines were 
no longer advertising in 1933. 


e 5. New media apparently can’t cush- 
ion the impact of a depression—even 
in boom times they don’t develop many 
new national advertisers, judging from 
network television’s brief history. 


(In the first two articles of this three- 
article series, the authors showed what 
the postwar growth of national advertis- 
ers meant to the advertising business, and 
the record of the ’20s and the depression 
on national advertising. 

In the concluding article, to appear 
next week, we'll look at the future and 
what it may hold for advertising.) 


Table T 


A Comparison of the Users of Two New Media in Their Early Years 


Total Users of 


Continuing Users, 


Of Each Medium’s Total Users 
During the Base Period: 


Medium During During Last Exclusive Users ‘‘New’’ Advertisers (2) 
Base Period The Period Year of Period (1) Were: Were: 
Network Radio (1929-1934) 399 164 (41.1%) 132 (33.1%) (3) 144 (28.6%) 
Network TV (1949-1952) 274 202 (73.7%) 20 ( 7.3%) (4) 16 ( 5.8%) 


(1) That is, continuing users of network radio in 1934, of network television in 1952. 
(2) Non-users, during that current or any prior period, of any national medium where records are available. 


(3) Non-users of magazines during the period. 


(4) Non-users of magazines, newspapers, or network radio during the period. 


The Eye and Ear Department... 


When Is a Spectacular Not? 


Sparked by the popular successes of 
the Ford Motor Co. and General Foods 
anniversary spectaculars, the networks 
and several clients are preparing to de- 
luge the unsuspecting viewer with more 
of the same. The mighty Bell Telephone 
Co. is quietly working on one and the 
electric companies have a big one coming 
up. It is safe to assume that at least a 
dozen other companies have asked their 
agencies to submit plans to them. Irving 


Berlin has gone on record that he is 
available to do a two hour “Life of Irving 
Berlin” for $1,000,000—for himself and 
the show only. 

NBC has announced a series of spec- 
taculars every fourth week in the Mon- 
day 8-9:30 p.m., EDT period and anoth- 
er similar series in the Saturday 9-10:30 
p.m., EDT, segment. It is entirely possible 
that CBS will counter with similar spec- 
taculars, perhaps even preempting old 
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Whether you're plaving bridge. or playing for 


higher stakes in business. it takes a fourth. 


Financial. production and engineering — skills 
don’t pay off unless they’re backed up by the 
fourth skill— Distribution. 


Nobody ever made money in the manufacturing 
business without that fourth skill, which includes 


sales effort. 


Sometimes management loses sight of this. It 


talks of production at a profit, and yet there 
is no profit until goods are sold. 


It would never think of withholding power 
that is needed to get the most out of plant 
capacity. And yet it frequently holds back on 
the power of advertising when it is needed most 
to help Distribution maintain sales and profit 


levels. 


Today there is new thinking at the management 
level in many companies. Distribution is getting 
priority. The old question “How much can we 
save on advertising ?” is being replaced by ““How 
can we find more jobs that advertising can do 


to increase sales effectiveness?” 


Have you ever put the question to your adver- 
lising agency that way? Try it. Theirs is the 


fourth skill. 


THE PE NTON PUBLISHING COMPANY 


PENTON BUILDING e CLEVELAND 13, OHIO 
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standards like the Pabst fights on Wed- 
nesdays. Even ABC’s Disney—if his fu- 
ture shows are better than his past sad 
performances—are in the nature of a road 
show version of a spectacular. 

Leland Hayward, following his Ford 
critical success, is the leading contender 
for the role of the DeMille of television. 
Closely behind him are Rodgers and 
Hammerstein, touched by the smell of 
quick gold and the astounding number of 
viewers they can reach (20,000,000 homes 
saw their last effort). Goodman Ace is 
rumored in the market and Max Liebman 
is out to prove that it isn’t Sid Caesar and 
Imogene Coca that make him an impres- 
ario. Robert Sherwood is out of the box 
but still trying, and without doubt a ple- 
thora of Hollywood greats will descend 
upon television now that they can see a 
potential of a year’s salary to be made 
from one show—well, at least $25,000. 


# There is no question but what the ad- 
dition of these production brains to tele- 
vision will bring better entertainment to 
the viewing public. Only a couple of tiny 
problems no bigger than a man’s hand ap- 
pear on the horizon. 

1. When is a spectacular not a spectac- 
ular? 

The general consensus is that the Ford 
show was the benchmark and the Rodgers 
and Hammerstein show didn’t quite reach 
that standard. How, then, can a series of 
spectaculars continue to be better than 
their predecessors? Will the public not 
become inured to the spectacular so that 
it becomes the commonplace rather than 
the extraordinary? Where will the stars 
come from to participate? Only Danny 
Kaye, Judy Garland, and Greta Garbo 
remain aloof from television. Will not the 
spectacular assume the role of a Holly- 
wood picture, a “colossal, gigantic, power~ 
ful, dynamic” nothing, when the public 
has heard the drums beaten and seen the 
end result? 

Undoubtedly, the spectacular in tele- 
vision must assume the role of the median 
effort when increasing competition be- 
tween producers and increasing schedul- 
ing of these efforts become commonplace. 


= 2. What does the spectacular mean to 
the advertiser? 

The first spectaculars meant prestige 
to an advertiser. The Ford show is still 
being talked about, and Clarence Francis, 
then chairman of the board of General 
Foods, is still getting fan mail from his 
appearance on the Rodgers and Hammer- 
stein show. But both of those shows were 
expensive advertising programs, ranging 
from between $40 to $50 per thousand 
homes on an average audience basis, com- 
pared to the $6 to $8 cost of the regular 


On the Merchandising Front... 


television efforts of both of these com- 
panies. Then, too, neither show had any 
competition to speak of. Without the mo- 
nopolizing of the major networks, the cir- 
culation of these spectaculars would have 
been considerably less and the cost would 
then have risen to astronomical heights. 
It is unlikely that the FCC will ever again 
allow a spectacular to corner the tv mar- 
ket. We can then expect considerably 
smaller audiences. 

Besides, the costs of these new ventures 
are becoming bad investments. It has 
been pointed out repeatedly that sets-in- 
use in tv are leveling off to an expectance 
of 50% during the high listening season. 

Even assuming an 80% share of audi- 
ence (unlikely if the regular programs of 
the competition are good, as in the CBS 
Monday night lineups) and 40,000,000 
homes, this gives a maximum potential 
audience of 16,000,000 homes. In order 
to maintain a fair, though above aver- 
age, cost per thousand of $10, the ceil- 
ing for the spectacular must be $160,000 
a show. 


SPECTACULAR—That was the term for Mary 
Martin and Ethel Merman in their duet 
in the Ford 50th anniversary show last 
June. 


= But the costs are being quoted at from 
$200,000 to $300,000 for these giant ef- 
forts. At that price there can be adver- 
tising value only provided the advertiser 
maintains continuity in television in ad- 
dition to this effort or if he has a reason 
to have a special show, such as the intro- 
duction of a new line of goods, some 
drastic change in the price or product, or 
in case he wishes to raise the prestige of 
his company, or the price of his stock. 

The conclusion of all this appears to be 
that spectaculars will be almost impos- 
sible to maintain on an exclusive or orig- 
inal basis because of their very numbers 
in the 1954-55 season. There is a place and 
a price for them, however, but the adver- 
tiser must exercise extreme caution not 
to let the glamor and the cost of the 
glamor lure him into a bad advertising 
value. 


New Type of Distributor Appears 
on Merchandising Scene 


By E. B. Weiss 
(Mr. Weiss is merchandising di- 
rector of Grey Advertising Agency, 
New York.) 

One of the many interesting develop- 
ments that will stem from the coming 
growth of automatic retailing will be the 
emergence of a brand new type of whole- 
sale distributor. Indeed, he is already in 
existence in a highly variable way—so 
variable, indeed, that in some instances it 
is difficult to determine whether he may 
not be more of a new-type retailer than 
new-type wholesaler. He is seldom called 
a wholesaler, although he usually buys 
direct from the manufacturer, thus cir- 
cumventing the traditional wholesaler. 
But my point is that eventually he will 


emerge as such. 

As of this moment, he is in very much 
the stage typical of the rack jobber some 
ten years ago. Like the rack jobber, this 
“vending machine supply jobber,” as he 
may ultimately be called, will reach a 
considerable stature. (Whether ultimate- 
ly, again like the rack jobber, his import- 
ance in the distributive scheme will wane, 
involves a future so distant as hardly to 
concern us right now.) 


= This new type of distributor performs, 
in varying degrees, some of the following 
functions: 

1. He makes automatic merchandisers 
available to retailers, as well as in fac- 
tories, offices, transportation centers, and 
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to new outlets which function exclusively 
as automatic retailers. This may involve 
a financing function. However, financing 
is by no means the exclusive prerogative 
of this new type of jobber; on the con- 
trary, a number of financial procedures 
are avialable to those who want to install 
automatic merchandisers. Also, as auto- 
matic merchandisers become more widely 
used, still other financial factors will en- 
ter this field because, in time, it will in- 
volve huge sums. 

2. He frequently acts as a combination 
wholesaler-retailer, which is really what 
the rack jobber does. When a rack jobber 
puts his racks in a food super, for exam- 
ple, he performs most of the retail func- 
tions with the exception of the check- 
out; certainly he performs the retail mer- 
chandising function. In much the same 
way, some of these new-type distributors 
install their automatic devices in selected 
store locations, service them, and pay the 
retailer a percentage on volume—precise- 
ly as does the rack jobber. The big dif- 
ference here is that the retail store fur- 
nishes merely floor space to this new 
type of distributor; the machine does 
everything else. This new distributor is 
even now developing a policy that in- 
volves paying the store a percentage of 
the gross done by the machines, and the 


If the squabble between Robert R. Young and the New York Central has 
done nothing else, it has demonstrated the fact that when you really want to 
sell, and selling is vital, you don’t spare the words. 

We also feel that the advertising employed in this battle of the titans may 
wind up demonstrating something else: that the general public likes straight 
talk, substantiated claims and gentlemanly behavior on the part of its 


We realize that the field of prediction is a precarious one—and we don’t 
even begin to be a Gallup, a Roper or a Crossley. However, weighing the 
( effect on ourself of the reasonable, factual, clean advertising the New York 
Central has run against the wild swinging, slightly suspect advertising of 
Mr. Young, we'd be inclined to put our dough on Central’s present manage- 


We say this knowing nothing of the behind-the-scenes machinations. 
Central’s attempt to keep Mr. Young’s two Texan friends from voting their 
stock we consider questionable public relations. But we consider equally 
questionable Mr. Young’s defense of his record by reprinting excerpts from 
his own company’s annual report. Has any annual report ever attempted to 
do anything but justify management’s stewardship? 

Even more questionable, from our standpoint, for a man eager to demon- 
strate his good judgment, intelligence and ability is Mr. Young’s obvious at- 
tempt to smear Central’s president by citing him in an advertisement detailing 
how a railroad supplier, named Murphy, left substantial bequests in his will 
to a number of railroad presidents, none of whom was Mr. White. He quotes 
a statement of Mr. White’s, in which the current president of the Central 
said, “I am sure Mr. Murphy didn’t intend any harm to those he did re- 
member in his will’’—which, to us at least, seems a perfectly reasonable state- 
ment to make. He also is fair enough to leave in the quoted statement Mr. 
White’s assertions, “I am not defending either Mr. Murphy or his beneficiaries 
in any way”’—but he is careful not to make this the headline of the ad. 

As for ourselves, we don’t question Mr. Young’s integrity, ability or motives. 
' We do question the good judgment of his advertising—as we question the good 
judgment and efficacy of any advertising consciously written to have more 
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percentage varies by volume. Some day 
he will show retailers how to do business 
around the clock without any investment 
by the store in machines or merchandise, 
and sans any servicing problem as well. 
This plan is already in operation with 
several food supers—watch it spread! 


= 3. He furnishes a mechanical service. 
This is a vital function; anything me- 
chanical will get out of order periodically. 
When a salesperson er floor attendant 
“gets out of order,” which is not exactly 
uncommon, it is usually possible to rush 
in a relief and thus keep sales moving. 
But when an automatic merchandiser 
goes out of commission, the merchandise 
in it goes completely and totally dead. 
The automatic merchandiser has al- 
ready become more complicated. It will 
become still more complicated as it sells 
a spreading variety of merchandise, takes 
and makes more change, adds such de- 
vices as heating and cooling elements, 
adds electronic devices, etc. The retailer 
in whose store an automatic merchandiser 
may be installed—even fairly large re- 
tailers—are not set up to service these de- 
vices. Therefore, this new organization 
that is now emerging trains repair men 
and develops a system that in jig time 
puts a repair man on the job of making 
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a balky machine behave. 

4. He may also take a shape that is 
somewhere in between that of a whole- 
saler and a retailer, very much as is 
true of many large chains which have 
taken over the warehousing function and 
rate special discounts as a consequence. 
Similarly, this new type of organization 
may function entirely through machines 
which it controls completely and which 
it puts in locations that have no connec- 
tion with an established retailer. This is 
already true of several thousand so- 
called “operators” who range in size from 
one-man organizations to companies do- 
ing a volume in the millions. 

5. Then, of course, there are some who 
will function more typically, as do tra- 
ditional wholesalers. What is more, some 
traditional wholesalers really have a foot 
in the door of automatic merchandising; 
they supply merchandise to operators, to 
retailers, etc., who are experimenting 
with automatic merchandising. And it is 
entirely probable that many established 
wholesalers will some day add the whole 
vending machine operation to their serv- 
ices. 

I am not certain that this listing takes 
in all of the mutations of this developing 
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distributive factor. I rather doubt it does. 
Moreover, his outline is obviously very 
vague—so much as that some may ques- 
tion whether he really exists as a recog- 
nizable wholesaler. 


= But I am reasonably certain that here 
is the first faint stirring of a new factor 
on the wholesale distributive horizon with 
which many manufacturers, in a number 
of different fields, will some day have 
to deal. (It is interesting to note that 
some manufacturers of cigarets, soft 
drinks, etc., are already beginning to ad- 
vertise to this distributive hybrid.) 

Maybe the label of ‘jobber’ that I have 
used is poor semantics. But I think this 
is not too important. Much more to the 
point is that automatic merchandising will 
eventually produce a new type of dis- 
tributor, a new type of retailer—and a 
new combination of both! 

So I suggest to merchandising execu- 
tives: Get to know this new element in 
distribution. He will grow in importance 
as rapidly as will automatic merchandis- 
ing, and I think that that will be faster 
than too many national advertisers are 
as yet ready to believe. 


There Are Times When the Negative Appeal 
Makes Good Sense 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 


A recent letter from a correspondent, 
an agency copywriter, asks me to write 
a piece on the negative vs. the positive 
appeal in advertising. “What are your 
rules, if any, that influence your decision 
when, in any given 
situation, you decide 
for or against a nega- 
tive approach?” 

If by “rules” my 
correspondent means 
absolute convictions, it 
embarrasses me _ not 
one iota to admit that 
I have none. Countless 
times, over the years, 
I have heard this ques- 
tion kicked around in creative group 
meetings, and only rarely have I wit- 
nessed complete unanimity of opinion. 

In general, I think, there are two 
schools of thought. One school feels 
strongly that the negative approach 
should be handled with extreme care. 
Just the other day an agency man, a 
competent creative head, put it to me 
this way: “The negative approach is 
likely to be distasteful and depressing to 
the onlooker. Now I maintain that most 
onlookers most of the time are looking 
for entertainment and escape from anxie- 
ties when they scan a printed page or a 
tv screen. Therefore, as I see it, reader- 
ship or viewership is discouraged by 
negative approaches that tend to be un- 
palatable and unpleasant.” 

The opposing school believes that there 
are times, depending, of course, on the 
problem and the objective, when the 
negative appoach will outperform the 
positive. 


James D. Woolf 


s As I’ve just confessed, I have no abso- 
lute convictions. But I have a few opin- 
ions, none of them entirely provable. 
These opinions have to do with the no- 
tion that there are occasions when the 
negative appeals seems to make sense. 

I think my readers will agree that the 


problems of the consumer with refer- 
ence to his product needs are of two 
kinds: (1) realized; (2) unrealized. In 
the first instance, he is entirely aware of 
his need or his difficulty and is con- 
sciously seeking a solution; in the second 
instance, he is satisfied with the condi- 
tion as it exists and he feels in connection 
with it no wants or problems or hanker- 
ings. It is my notion that when an ad- 
vertiser is dealing with an unrealized 
need, when the consumer is innocently 
unaware of his plight, so to speak, the 
negative or even the so-called “scare” 
appeal may be the correct strategy. This 
was the approach used so effectively 
years ago when Odo-ro-no, Listerine and 
Lifebuoy bared to women unpleasant 
facts even their best friends wouldn’t 
tell them. 

Consider now the Trim Toe-Nail Clip- 
per Satevepost page, shown here. I be- 
lieve I am right in placing this adver- 
tisement in the negative category. The 
headline makes no explicit promise of a 
pleasant end result (no pun intended). 
Quite the contrary: it reveals to us the 
unsavory fact that we are cutting our 
toe-nails wrong! (Incidentally, Mr. Trim, 
do you know that Mr. Noah Webster 
does not hyphenate “toenails’?) This un- 
pleasant revelation, in my opinion, is 
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necessary because it dramatizes a fact 
that even our best friends haven't told 
us. Would a positive, pleasurable head- 
line—“Now! An easy, safe way to trim 
your toenails!”—-pack as much wallop as 
the disagreeable news in the headline 
that was used? I think not. Purely as a 
matter of opinion, I think this page is 
right on the ball. 


® Let’s consider now the Playtex Living 
Gloves Life page advertisement. Here 


New medical reports prove’ 
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again we have an approach that I con- 
sider negative and unpleasant. (Whether 
or not this Playtex attack on soaps and 
detergents is “dirty ball,” as it may well 
be, I shall not attempt to say.) I gather 
that the creators of this ad were of the 
opinion that women do not fully realize 
their need. Hence the promised benefit— 
“Lovelier hands in only 9 days”—is rele- 
gated to relative obscurity in favor of a 
dominant heralding of the bad news. 
This is probably a sound procedure. 
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It is interesting to note that the San- 
forized campaign has consistently been 
negative in its approach. The young 
ladies portrayed by the illustrations are 
invariably in trouble, their shrunken cot- 
ton skirts threatening to crawl above 
their knees, a look of consternation dis- 
torting their pretty faces. The reason for 
this unhappy state of affairs is the fact 
that these thoughtless shoppers forget to 
look for the Sanforized trademark. 

The Sanforized story could be pre- 
sented just as easily in a positive manner; 
for example, the girls, arrayed in San- 
forized cotton dresses, might be shown 
laughing merrily as Junior sprays them 
with the garden hose. But would this 
positive treatment portray the problem, 
the shrinkability of non-Sanforized cot- 
ton, as graphically and memorably as the 
negative treatment you see in the page 
shown here? Frankly, I do not know, but 
I have a hunch that this negative ap- 
proach is right on the button. 

Advertisers nowadays 


seem to be 


77 


mightily concerned with the ratings 
awarded their ads by researchers Starch, 
Robinson, Gallup, et al. When the statis- 
tics show that a given ad was seen and 
recalled by only 5% to 10% of a panel 
of onlookers, as is often the case, the 
advertiser is disturbed. Whether or not 
you have a low or a high opinion of the 
controversial “readership” surveys, it is 
certainly true that the ability of the ad- 
vertisement to catch the eye and seize 
the attention of the onlooker is a con- 
sideration of major importance. 


= Some advertisers, in their eagerness to 
step up the eye-catching potency of their 
advertisements, resort to irrelevant en- 
tertainment devices. One example of this 
is the zoological campaign now running 
in print in behalf of Jell-O. Another de- 
picts the joy in Dogpatch over de-e-lic- 
shuss Cream of Wheat. Personally, as I 
have said many times in this column, I do 
not think much of these impertinent de- 
vices. I am especially amazed at the 
silly irrelevancies—babies, puppy dogs, 
lions, elephants, and what-have-you— 
that are typical of so much oil company 
advertising; the ratings, I suppose, are 
a source of great satisfaction. 

Nobody knows better than I that the 
positive approach, the promise of some- 
thing pleasant and desirable, is not 
always a_ sure-fire attention-grabber. 
“Trouble-free Crown Zippers Slide 
Smoothly,” for example, might possibly 
be awarded an average or less-than- 
average research rating. What, then, can 
we do to give our Crown ads more im- 
pact and memorability? Well, we might 
present a comic-strip series of adven- 
tures of Ausie, the wise kangaroo that so 
wisely equipped her pouch with a Crown 
Zipper. Or we might portray the unhap- 
piness that may befall the reader when 
she struggles with garments equipped 
with zippers that won't zip. 


s I like the Crown Zipper advertise- 
ment, shown herewith. Note, first, that 
the copywriter’s concept is 100% rele- 
vant. It is apparent at once that the ad- 
vertised product is a zipper, and no fool- 
ing. Secondly, the copy is fact-packed 
with credible reasons why the Crown 
Zipper is trouble-free. Thirdly, the whole 
pesentation is simple in the extreme: it 
consists, in the classic manner, of an 
orderly arrangement of four elements— 
picture, headline, text, logotype. 


* 


Several years ago, in a book of mine, 
I said this: “In general, it is my opinion 
that the positive type of approach is 
preferable to the negative. Everybody 
wants to be happy. Everybody likes to 
read good news. A happy, smiling child 
enjoying a bow! of corn flakes is more 
inviting than a petulant child scowling 
over a breakfast he won’t eat.” How- 


ever, I do believe there are times, de- 
pending on the product and the objec- 
tive, when the unpleasant negative ap- 
proach is the right strategy. 
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Employe Communications... 


The Newspapers Get Personnel-Minded 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


Authoritative blow-by-blow descrip- 
tions of the sixth annual conference of 
the Newspaper Personnel Relations Assn., 
held recently in Philadelphia, indicate 
that this industrial relations pow-wow 
was far livelier than most. 

The NPRA is a relative newcomer to 
the personnel association field, but its 
top talent—just elected—is not. Person- 
nel administration will go far to match 
the combined abilities of Paul W. Bell 
of the Los Angeles Times-Mirror (one of 
the ablest heads in the personnel busi- 
ness), who is the new president; Edward 
J. Pelz of the New York Times, v.p.; War- 
ren Wheeler of the South Bend Tribune, 
secretary, and the two executive commit- 
tee members, Dorothy Masterman of the 
Philadelphia Evening Bulletin and Frank- 
lin H. Smith of the Christian Science 
Monitor. 


s Good personnel practices have been a 
long time in coming to the Fourth Estate, 
and one of the penalties of publishers’ 
shortsightedness may be found in the re- 
marks of Jenkin L. Jones, editor of the 
Tulsa Tribune, who told the group: “I 
have developed a theory that we are not 
replacing our seed corn. The bright crowd 
goes elsewhere, and we get second and 
third-raters. Last year we hired six or 
seven, and only two or three were quali- 
fied... We are the greatest salesmen in 
the world and have the greatest sales de- 
vice, yet we let General Motors and Du- 
Pont get the pick of the college crop. Our 
business has more rewards and more 


Tips for the Production Man... 


satisfactions, but they get the best brains. 
We must properly describe our wages, 
our social standing and exactly what it 
means to be a real newspaper man.” 
Editor Jones, with deadly accuracy, 
likens his craft to the old family-owned 
mill at the edge of town which, over the 
years, dominates the community. Then 
one morning the aristocracy that manages 
it awakens to find that the grip is gone, 
the power transferred to nimbler fingers 
and more active brains. The fact that 
newspaperdom’s personnel group is hold- 
ing only its sixth convention is proof 
enough that management awareness of 
people in this great profession came late. 


s The surveys within industry clearly 
show that the primary interest of the em- 
ploye in his job is not money. It may be 
job security, or personal recognition, or 
chance for advancement, but it isn’t mon- 
ey. It isn’t money in the newspaper pro- 
fession, either—as any working newspa- 
per man past or present is well aware. In 
the newspaper profession it may be the 
glamor of newspaper work, or the free- 
dom, or the individual recognition, but it 
certainly isn’t money. 

The personnel practitioners of the 
Fourth Estate couldn’t be headed by a 
finer group than the one elected in Phil- 
adelphia. It is a rare combination of prac- 
tical talent. Their talents should be—and 
will be—directed toward building a closer 
and more cordial relationship between 
employer and employe. The relationship 
will be made firm faster if some of the 
tried-and-proved methods of industry are 
given a chance to perform, and if some 
of the turn-of-the-century concepts of 
human relations in a great profession are 
gracefully permitted to die. 


Is the Photomontage Dead? 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler 
& Associates, Mendota, Ill.) 


Dead? Or only slumbering, waiting for 
ingenious creative minds to bring some 
fresh new approaches to a once-popular 
illustrative technique? 

In the '30s the photomontage was a 
favorite device for telling a story in pic- 
tures, without words. The gimmick was re- 
garded as a picture-quickie. Most of them 
were monstrosities, horrors to behold. 


Photos were thrown together recklessly, 
overlapping and melting into each other 
to the point where all pictures were nulli- 
fied. Pictures are supposed to be easy to 
read, but the old-time photomontage just 
wasn’t worth the effort required to wade 
through the jumbled jungle. 

Lately, though, some production men 
have been taking another look at this de- 
vice. They have been applying some com- 
mon-sense principles of legibility. 

First of all, they have been up-sizing 
the most interesting or dramatic shot in a 


PHOTOMONTAGE: NEW STYLE—The Waldorf-Astoria Magazine has been doing some in- 
teresting things with photomontage, as shown by the theater-curtain montage and also 
the strip montage of sports events. Washington Photo Engraving has woven a pattern 
of interesting picture shapes, over a screened panel, into another provocative treatment. 


series, using it as an attention-getter. The 
other, smaller pictures have been ranged 
around this leader in an interesting pat- 
tern. A short headline, in display size 
type, has been introduced into the mon- 
tage, usually in reverse. 

Picture legibility has been assured by 
(1) reasonably generous areas of solid 
black between the photos, or (2) decided 
tonal contrast between pictures placed 
next to each other. 

Other interesting montage experiments 
involve the strip technique. With this 
method the photos chosen to tell the pic- 
ture story are cut into long, narrow, dra- 
matically-cropped strips. These are then 
arranged so as to achieve tonal contrast 
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between the strips and pasted down into 
position. We have seen some interesting 
effects with vertical strips, diagonal strips, 
chevron-shaped strips and even concen- 
tric circles. 

If pictures lack tonal contrast, a hair 
line between each strip helps legibility. 


= Montages using a second color are also 
proving to be effective in the new interest 
in this method of picture presentation. 
Arranging some of the pictures in the sec- 
ond color adds a three-dimensional effect. 

We predict that advances in the design 
and handling of the montage will soon 
bring some startling results, again popu- 
larizing this method. 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is consultant in cre- 
ative advertising and advertising 
training.) 

There’s a lot to be read in the trade 
press these days about “lazy” sales- 
people. The terms may be gentle and 
discreet ones or they may be harsh 
and dissonant ones. Remember the man 
who asked the public in a tone of voice 
to be overheard by the automobile in- 
dustry: “How long has it been since an 
automobile salesman telephoned you to 
try to interest you in a new car?” 

Well, I’ve been saying in several keys 
and languages that advertising is lazy 
today. The papers are full of lazy ad- 
vertising. My simplest definition of 
newspaper advertising is that it is “pro- 
fessional selling in print.’ Or if you 
wish: “Advertising is good selling me- 
chanically multiplied.” 


@ Read the next dozen retail ads you 
see and weigh the “sell” in them. Here 
is a case in point. A huge business with 
many great stores—with a buying, mer- 
chandising organization that sweats bul- 
lets to be competitive or better in a mar- 
ket that’s electrical with competition. 

So they go in the paper with an ad— 
to be multiplied by 100,000 or 1,000,000. 
If the ad is not good enough to “sell” 
one reader alone in her own home, 
it isn’t good enough to sell a reasonable 
100, or 500, or 1,000. 

If it wouldn’t be good selling read on 
the floor of the store to a live prospect, 
it isn’t good enough selling to sell scores 
of women some distance from the store, 
where they can’t see and feel fabrics 
and note the subtleties of styling. 

Weakness in an ad multiplied by 100,- 
000 or 1,000,000 is still weakness, hence 
a poor buy compared with selling 
strength—multiplied. 

This is a lazy ad, I think. It isn’t 


Surprise Easter Sale! , 
Suits that look like 

a million dollars 

now only 


4°55 and ‘60 values 
Bond “Tru-fit” 
proportioned for 
perfect fit 


so much skillful selling—it isn’t so 
much the use of the magic of words to 
make desire burgeon and bloom within 
a reader—as it is a store buyer’s 48 and 
36 point notice of ‘availability.” 

If these suits really look like a mil- 
lion, think what a thoroughly competent 
copywriter could add to this ad were 
she permitted. If they are really $55 and 
$60 values (a good many stores say 
that a comparative price proves the 
merchandise is worth only the price at 
which it’s offered, so comparatives are 
always unwarranted) think what a wise 
copywriter could do to move the read- 
er toward the merchandise. 

Of course good copywriters are ex- 
tremely scarce today. The best ones for 
the most part have subsided after years 
of prosperity into a state of innocuous 
desuetude—for good copy has not been 
required to sell merchandise for good 
stores in good newspapers. The best 
ones have in many other cases had 
their ears beaten off by managements 
and buyers who, not understanding ad- 
vertising and that copy ‘s what deter- 
mines in the end its power, have said: 
“Don’t give me that stuff, nobody reads 
copy.” 

So what? Good stores now advertise 
with a diluted form of publicity, a sort 
of stereotyped and sterile listing of spe- 
cifications. Gone is appeal. Gone is the 
wooing of the reader with words and 
ideas. Most ads have become literally 
sterile—or a pretty playing with pat- 
terns to please the eye, instead of with 
messages to influence prospects—or ads 
have become in other stores a loud- 
voiced screaming of 220-volt prices to 
make up for the weaknesses of a 6-volt 
copy. 

An outdoor poster can not take the 
place of a good sales talk. Many lazy ads 
of today are outdoor posters with a few 
more specifications. 
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Ruling-of-the-Week 
(Postal Department) 

WASHINGTON, May 11— 
The typewriter is a perfect- 
ly acceptable writing device, 
as far as the Post Office is 
concerned. 

This startling bit of news 
has been conveyed to the 
postmaster at Norfolk, Va., 
by Postmaster General Arth- 
ur Summerfield, who got a 
protest from a patron who 
had been advised to do his 
writing with pen and ink. 

The patron, George S. 
Ames of Norfolk, filed Form 
3602, for a bulk mailing of 
non-metered third class mail, 
filled out on electric type- 
writer. The Norfolk post of- 
fice refused to accept his 
form. 

On the face of the form it 
is plainly printed: “This 
form must be prepared 
wholly by the mailer, in ink 


Benjamin Bartzoff, exec. v.p. 
and general manager of WVOM, 
Boston, has been elected president | 
of the Radio & Television Execu-| 
tives Assn. of New England. Other | 
new officers are Paul H. Provan-| 
die, Hoag & Provandie, lst v.p.; 
Creighton E. Gatehell, WGAN,. 
Portland, 2nd v.p., Arthur E.| 
Haley, WORL, Boston, treasurer, | 
and Bruce G. Pattyson, John Blair | 
& Co., secretary. 


Radio, TV Assn. Elects | 


Burke Heads ANA Committee 


Albert C. Burke, Coca-Cola Co., 
has been named chairman of the 
outdoor advertising steering com- 
mittee of the Assn. of National Ad- 
vertisers. 


Byrne Joins Metro Comics 
Frank J. Byrne has been ap- 
pointed account executive on the 
staff of Metro Sunday Comics. He 
was formerly v.p. of L. E. McGiv- 


ena & Co., New York. 


There’s MORE THAN MEETS 
The “1” in ILLINOIS 


Rich coal fields are a “hidden” asset . . . but diversified industry 
and rich farm lands are visible everywhere in the prosperous 


PEORIArea. 


Metropolitan Peoria . . . earth-moving machinery capital of the 
world and home of the world’s largest beverage distillery . . . has 
a population of 265,000. The population of Peoriarea is 550,000. 
This major market, with “above-average” Buying Income, can be 
reached effectively ONLY with The Peoria Journal Star. 


PEORIA JOURNAL STAR 


Daily Circulation Exceeds 100,000 
Covers All Peoriarea 


Represented Nationally by WARD-GRIFFITH CO., Inc. 


A 0675 
f> Pepulation a 


260,000 


Journal Ster 
Coverage Ratio te Memes 


or indelible pencil, and ac- 
company each mailing,” the 
post office pointed out. 

Mr. Ames wrote Mr. Sum- 
merfield, saying he figures 
that typewriters write with 
ink. The Postmaster Gen- 
eral agreed. 

His staff also reported it 
intends to see that the in- 
structions are changed when 
the next batch of Form 3602 
is ordered from the printer. 


Young Canadian 
Adman May Inherit | 
About $3,000,000 | 


TORONTO, May 11—One young) 
advertising man—or ex-adman, to} 
be exact—was the talk of Canadian | 
advertising circles last week. 

He is Patrick Ballentine, and he 
stands to inherit some $3,000,000 
(add 2% to get the U. S. equiva- 
lent). 

Edward Blake Ballentine, his 
father, Vancouver lumber magnate 
and president of Stewart-Bowman- 
Macpherson Ltd., died Dec. 7, 1953, 
and his will, leaving $3,378,148, 
was probated last week. 

Patrick Ballentine, 28, who is 
the principal heir, had worked for 
the Toronto office of the agency 
as an account executive until late 
last February. At that time, C. W. 
Duncan, executive v.p. of the agen- 
cy and manager of the Toronto of- 
fice, left the organization and was 
succeeded by J. P. Cannon, while 
Mr. Hicks was named assist- 
ant Toronto manager. Mr. Cannon 
and Mr. Hicks were partners in 
the Cannon & Hicks agency in To- 
ronto before joining Stewart-Bow- 
man. 


# Patrick Ballentine, who joined 
the agency in 1950, told reporters 
he planned to sell his Toronto 
home and return to Vancouver, 
where he might start a public re- 
lations company. 

Ewart G. Macpherson, formerly 
a v.p. and manager of the agency’s 
Winnipeg office, has been elected 
president of the agency, succeed- 
ing the late Mr. Ballentine. He 
continues as manager of the Win- 
nipeg office. 

Norman S. King, general man- 
ager of the agency, told AA that 
each of the five branch offices of 
the agency is “semi-autonomous.” 
In addition to the Vancouver of- 
fice (managed by H. S. Watson 
and headquarters for Mr. King) 
and the Toronto and Winnipeg of- 
fices, the agency has offices in Ed- 
monton (managed by W. M. Kerr) 
and in Calgary (managed by Rob- 
ert McNicol). 

In 1953 Stewart-Bowman-Mac- 
pherson billed an estimated $1,-. 
750,000, according to AA’s annual | 
billings figures, the same amount. 
it is estimated to have billed in ’52. 


Arthur F. Rush 
New England Sales 
Manager, for the Kellogg 
Sales Company 


Sales Success in New England depends 


“Markets in New England are so variable from 
the standpoint of wholesale distribution, that 
unless market appraisal is correct ... and 
unless advertising-sales promotion is applied 
where retail sales are greatest ... sales volume 
may never approach the real potential,’ says 
Arthur F. Rush, New England Sales Manager 
of the Kellogg Sales Company. 


“For example: the Worcester, Massachusetts 
market is rated 33rd best in the United States 
in Retail Grocery Sales ... yet, most wholesale 
trade tabulations do not give it such distinction 
because three of Worcester’s leading grocery 
chains (A&P, Stop & Shop, and First National) 
have their warehouse and distribution centers 
in other localities. 


upon knowing New England market variations 


“Therefore, about 75 stores of these major 
chains do not usually show up in manufacturers’ 
wholesale figures for Worcester. To determine 
Worcester’s real grocery market potential, 
Retail Grocery Sales are the proper yardstick 
. . . Sales which are in excess of $168 million 
for the Worcester Market.” 


Local Level Knowledge Is A Must For Top-Level 
Decision Making 


® This advertisement is published in the inter- 
ests of fuller understanding of the Worcester, 
Massachusetts market by The Worcester Tele- 
gram, The Evening Gazette, and The Sunday 
Telegram. George F. Booth, publisher. Circula- 
tion daily, 155,552; Sunday, 103,099. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate of $13.50 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED HELP WANTED 
MAN ART DIRECTOR : 
The ge By em- We are looking for an art — who bed 
ployed in the production department of sharp, ovouts, ‘Must ‘be familiar with art | 
* ave i ‘ "y. ‘ ache ay " } é 
the, See ee cia, yg ag- service organizations nationally. 
gressive and seeks to better himself. He Reinhardt atte a — 
knows the “right guys’—men who buy | 1736 Franklin St. aklan q :| 
printing for agencies and their clients. | EXCELLENT OPPORTUNITY 
We offer this man a tremendous OP- Medium sized agency offers real oppor- 
portunity as a salesman, backed by @/tunity for young woman with writing | 
modern offset lithography and _letter-| talent as associate editor of house organ. 
press establishment producing “quality Will handle own typing and correspond- 
printing. This is not an easy “job’’, but/ ence. Right gal can take over full editor- | 
the remuneration is commensurate with | ship after proving herself. ‘Salary open. 
one’s effort. Our organization knows oO | Reply by letter stating qualifications -— 
this ad. experience. E. Langbehn, Room 1101, 17 
Box 6336, ADVERTISING AGE W. Adams, Chicago, » a 
200 E. Illinois St., Chicago 11, Ill. COPY WRITER ee ae | 
.’ i seasoned, but not| Copy writer, first-class man, 35-40, take | 
“sets Pe ineevtive with experience | charge of magazine and book publisher's 
in handling lawn, housewares and allied promotion, including artwork and om | 
accounts. position. Salary excellent. Please sen 


This man should: Be in his thirties, have |short summary of experience. Location | th 


ability y w accounts, be will-|New York City. 
og _ iy on ae or two existing ac- Box 6339, ADVERTISING AGE 
counts, have creative ability, and prac- 801 Second Ave., New York 17, N. Y. 
tice sound advertising principles. NORTHWEST AGENCY is interested in 
Write, giving full details, to The Jay H.| caging a creative adv. man to its staff. 
Maish Company, Marion, Ohio. Should be young (26-38) with copy and 
ADVERTISING & PUBLISHING planning abilities. Must have at least 3 
FOR ALL TYPES OF POSITIONS yrs. agey. exp. Give complete details | 
GEORGE WILLAMS - PLACEMENTS | plus photo. State salary requirements. 
209 S. State Ha-7-1991 Chicago Box 6322, ADVERTISING AGE 
GRICULTURAL ADVERTISING 200 E. Illinois St., Chicago 11, Tl. 
SALESMAN needed for specialized agri- MOLENE PERSONNEL 
cultural Publishing Co. Both office and| SPECIALISTS IN GOOD JUDGMENT 
travel selling experience desired. Located | ANdover 3-4424 . 
in Mid-west. Give age, experience record,| BANKERS BLDG. CHICAGO 11, ILL. 
and salary desired in, first letter. Advertising salesman: $150 weekly mini- 
Box _6327, ADVERTISING AGE mum for hard hitting advertising sales- 
200 E. Illinois St., Chicago 11, Il. |man of good character able to provide | 
FRED J. MASTERSON references, performance record, etc. Car 
ADVERTISING - PUBLISHING necessary. Write fully. No phone calls. 
All types of positions for men and a. Times Publishing Co., Duquesne, Pa. 
185 N. Wabash otoaTION Chicago SOsIFIOND WANTED 
L I 
Competent "Girect mail adv. mgr. for sea- PRODUCT PUBLICITY 
soned mfg. of repeat business specialty.|Can give jet propulsion impact to your 
Line for Jobber, Distributor, and Con- | advertising. Are you using, or losing the 
sumer. Must be responsible for program, | selling power of editorial aid? Available, 
personnel, lists, layouts—a challenging | N. Y.: Woman with outstanding record on 
opportunity for qualified person. home and fashion products. 
ALLIANCE RUBBER COMPANY Box 6334, ADVERTISING AGE 
Hot Springs, Arkansas 801 Second Ave., New York 17, N. Y. 
BARNARD | Chicagoan, experienced public relations | 
A service for employers and applicants man, looking for free lance p.r. work; 
in the field of advertising and publishing. | also part time editorial work trade, house | 
Office and Professional Central 6-3178 | organs, magazines, etc. 
176 W. Adams Street Chicago 3, Ill. Box 6333, ADVERTISING AGE 
Publishers representative wanted for Chi- 200 E. Illinois St., Chicago 11, Il. 
cago area, women’s ready to wear trade ABLE ADVERTISING GAL 
newspaper. Good opportunity for right personable young woman. Experienced 
party. account coordinator and manager. Client 
Box 6331, ADVERTISING AGE /contact. Thorough knowledge all phases 
801 Second Ave., New York 17, N. Y. | advertising procedure. Heavy 4A agency 
NNEL SERVICE | traffic, production, promotion experie 4 
Advertising ve ublishing ¢ Radio TV $75-106. Available for advertiser or agency. 
ualified applicants. | ox . 
105 Rg ela DE-2-3885 Chicago 801 Second Ave., New York 17, N. Y. 


TOP LEVEL 
ACCOUNT EXECUTIVE 


WANTED IN 
ADVERTISING AGENCY 


Leading national agency, with over 10 million billing, 
and headquarters in Middle West, is considering addi- 
tion of top-level executive to handle major account in 
automotive field. Man desired is probably now em- 
ployed in reputable 4-A agency, either as principal in 
small organization, or making reputation for han- 
dling important accounts in large agency. Must be on 
“voungish” side—preferably in late thirties or early 
forties. Must have attractive personality, and be ac- 


_Admin, production, copy and sales expr. 


MISCELLANEOUS 
CANADA'S BEST ae rary eat A 
| CHICAGO ADVERTISING AGENCY 250,000 live names on llio — s 
This agency employes only those who be- Call your list broker - TO - DA 
| lieve saverteinn the most potent force in or Tobe’s - Niagara on the Lake, Canada 
our lives. It hires men with ambition,| Large de luxe executive type ceramic 
drive, and desire to do the most effective pESK ASH TRAYS, in any color, with 
|job for its clients. It employes creatively | any name or initials, in geniune gold. 
|inclined men who produce good selling | Suitable for gift problems. $5.00 postpaid. 
|ideas, who spend their spare time where | Absecon China Decorators - Absecon, N. J. 
| clients products are sold or used finding | FINE AGRICULTURAL ART 
jthe reason people buy. This agency | is| Write for illustrated brochure 
wanted by an intelligent yaeng man ? JOHN ANDREWS 
ualified to work for such a group. He | ,,.. ha, Nebraska 
ae a job as Jr. Acct. Exec. Presently | 7265 No._36 Oma 
employed as Asst. to Ad Mngr. of large | 
industrial firm. Also has over 3 years exp. 
with large agency. Happy in present posi- 
tion, but personal problem requires he 
return to Chicago. Write for detailed | 
resume, and other information. 
Box 6332, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


ADVERTISING SECRETARIAL 

ASSISTANT 

For the first time in years the most wide- 

ly experienced woman in her field is 

seeking change in N.Y. Newspaper ex- 

perience, four national magazines (ass’t 

or secretary to advertising or promotion GET ae ih 

manager), handles all correspondence, ~4 dull ‘sales letters’, that 

knows production, all print media, can er ewick for real mall order 

write. Priceless right hand to busy ad- SALES letters that hit | hard, ote 

vertising man in any field. In her thirties. Sales! Act Row ~ 


copy famous ‘‘Top Award’’ let- 
Box 1165; 217-7 Ave. N. Y. ter; pulled 83% actual sales, 


cash, checks. Principals only. 
PROFITS IN PUBLISHING? FAST J Hie e DEVORE (not ‘an ‘azency) 
Yes, if the newsstand sales are high—and . 4, Oe: er Tee 
e company management knows how to| =“ <= 
realize the maximum income potential. 
As a top executive on a successful na- 
tional magazine for many years, I have 
the experience and ideas for developing 
a healthy publishing property that may 
fit in well with your plans. pond for children, blueberries by the 
Box 6337, ADVERTISING AGE bushel and 80 acres of lovely Mass. mtns. 
200 E. Illinois St., Chicago 11, II. = min. by mone ag BA BO 
ASS'T AD MANAGER OR RADIO & TV || Bendix, sleeps sin, We have small children 
poner be spot sought with company. 7 years and peeter tenants we have be =. 
media expr; " 3 600 e@ season. ren y month. 
eet Seer: reate ane Reavy SV Write BOX 869, ADVERTISING AGE, 801 

Second Ave., New York 17, N. Y. 


| POSITIONS WANTED 
WANTED 


YOUR CLASSIFIED 
ADVERTISEMENTS HERE 
WILL GET RESULTS 


Why lose sales, orders, 
conversions, due to weak, 


HOUSE for SUMMER 


55 ft. swimming pool, trout pond, paddle 


Box 6335, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


BUSINESS OPPORTUNITIES 


CIRCULATION DEVELOPMENT 
SERVICE, Inc. 


Floyd Lt. Hockenhull, President, founder 
and Publisher of Circulation Management 
Magazine for 18 years. 


EXCELLENT OPPORTUNITY 


to obtain either N. Y., New Jersey, East- | 
ern, Pa. & Maryland franchise or all of | 
New England franchise for manufacturer | 
and sale of highly profitable food chip | 
{cocktail snack) cellophane packaged.|| We specialize in producing solid, long- 
Capital required $15,000 for purchase of|| ‘t¢™™ subscribers to business ant 
plant and territorial rights in each case. ——— Ps oye BH 


Long established and highly successful in og BB BE 
the West. operation on commission-percentage basis. 
McMILLAN Write, telephone or wire Circulation De- 

& ASSOCIATES, INC. —a Service, Inc., 53 West Jackson 

415 Lexington Ave. N.Y. 1%, N.¥.|] Bist Chicago 4, Ml, Phone WAbam 


MUrray Hill 7-9089 3-008 


Advertising Age, May 17, 1954 


ADVERTISING SALES 


Excellent opportunity for young man 
with well known National Consum- 
er Magazines. Salary plus commis- 
sion. Send complete résumé, plus 
hoto if available, for confidential 
nterview. 


Box 875 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


Position wanted, in large adv. agency. 
Will apply the new field of 


CONSUMER MOTIVATION PSYCHOLOGY 


to your clients’ advertising. Produce prac- 
tical IDEAS by system translating “long 
hair’’ academies into RESULTS for your 
creative departments. Exp'd. in applica- 
tion to copy, art, films, TV, merchandis- 
ing. Accustomed work with modest budg- 
ets. Box 874 ADVERTISING AGE 


801 Second Ave. New York 17, N.Y 


ADVERTISING PERSONNEL 


Employer-Employee 
Investigate 
our active confidential service. 


Betty Clem 
EMPLOYMENT COUNSEL, INC. 
7 W. Madison « Fiesnctel erie © Chicago 2, Ill. 


Four year old Chicago agency 
with billing in excess of $500,000 
and with high-grade creative per- 
sonnel able to carry additional 
work, eager to increase volume 
by merger or what’s-your-sugges- 
ion: 

Box 868 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Til. 


WHAT MAKES A GREAT 
ADVERTISING MAN? 


It can’t be just advertising experience—otherwise, the most ex- 
perienced people would always be the best. So it must also take 
some creative urge deep within a gi ane Such a strong creative 
urge that you see it in a man’s work, whether he’s selling buttons, 
building bridges—or selling space for a publication. I sell space 
for a_ publication. A number of to agency executives have 
described me as, “the most creative salesman I have ever known”. 
Many will testify that I have solved some of their most difficult 
merchandising problems. I believe I can become important to 
some agency as an account executive. If you believe talent will 
prove itself anywhere, may I have an interview so you can make 


final judgment? 
Box 872 ADVERTISING AGE 


801 Second Ave. New York 17, N.Y. 


WANTED 
AGENCY 
CREATIVE DIRECTOR 


Seasoned, executive-level creative director to supervise all 
creative planning of large national agency, headquartering in 
Detroit. This position is at company officer level, with correspond- 
ing authority, salary and benefits. 

Extensive creative direction of space advertising essential— 
automotive experience desirable. 

Our staff knows of this vacancy—all replies completely con- 
fidential. 

Address reply to Box No. 873, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


HAVE PLACE FOR TOP 
PROMOTIONAL COPY CHIEF 


customed to dealing with top-level clients on personal 
as well as business basis. Must be a “team player” who 
operates effectively with large group of people working 
on same assignments. Must have uncommon energy and 
initiative—be able to supervise capably many complex 
operations—national as well as trade paper. If he is 
creative man, or has creative flair, so much better, be- 
cause principal job will be development of fresh, sound, 
“pay off” advertising. This is rare opportunity for man 
now “buried” or “blocked” in present connection, to 
associate with agency of wide reputation, and to pro- 
gress with winning combination. Salary commensurate 
with experience, background and personality. Our peo- 
ple know about this ad. 


Write Box 867, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


Advertising and sales promotion department of 
fast moving, major housewares manufacturer 
seeks seasoned, capable copy chief to create 
and write successful sales promotional material. 


This job is an opportunity for you if you have imagination and 
ability to express your thoughts clearly; to grasp ideas, assume full 
responsibility for finalizing them into campaigns that sell and to 
supervise staff of copy writers. 


This is a top job with commensurate salary. 


The man we are looking for is one who is probably doing well 
where he is either as advertising manager of a medium size 
company or as major promotional creative man in an agency. 


| Write in complete confidence to Box 866, Advertising Age, 200 E. 
Ilinois St., Chicago 11, Ill. State why we should discuss this job 
with you, your history, salary requirements and pertinent personal 
details. Include references. 


“Our 43rd Year” 


TO ADVERTISING EXECUTIVES 


More money {s lost on stock tips from 
Pals than on recommendations of invest- 
ment analysts. Similarly the soundest ad- 
ditions to your staff will come from trained 
advertising personnel consultants rather 
than “a friend of a friend’. May we help 


GLADER CORPORATION 


“The Agency’s Agency”’ 
Stanley D. Koch, Dir. Adv. D 


iv. 
110 S. Dearborn CE 6-5353 Chicago 


Wanted 


—self-starting, self-organizing sales- 
man. Will cover well established 
territory in midwest working out of 
Chicago office. Well known pub- 
lisher. Change in personnel opens 
excellent opportunity to right man. 
Salary and bonus arrangement—ex- 
penses paid—car furnished. Replies 
strictly confidential. Write, give all 
pertinent details, age, experience, 
etc., for personal interview. 


Box 871 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


SALES 


Established, nationally known Mid- 
west manufacturer of major prestige 
musical instruments is seeking a 
man to work first in direct selling to 
retail outlets, then assist in sales 
supervision, and sales promotion and 
advertising. Must have experience 
in sales promotion as well as sales. 
Prefer experience in selling hard 
lines to retail stores. College gradu- 
ate. Interest in music helpful. Posi- 
tion can lead to key post in Sales 
or Sales Promotion for a young man, 
age 30-35, who has the ability and 
growth potential we desire. Appro- 
riate earnings arrangement. Reply 
n confidence. 


Box 865, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


ARE EFFECTIVE SALES LETTERS 
YOUR PROBLEM? 


If you have difficulty creating 
good conversational letters that 
SELL, we may have the answer 
to your problem. We have cre- 
ated sales letters for businesses 
ranging from one man operations 
to multi-million dollar industries! 
One letter or a complete sales let- 
ter system. Satisfaction guaran- 
teed. Confidential service tailored 
to your individual needs. 


MIDWEST LETTER ANALYSTS 
Dept. 5, Box 129, Mattoon, Illinois 


COPY WRITER 


Opp. for experienced copy 
writer to join aggressive, fast- 
moving advertising agency 
team. Must be top-notch with 
both industrial and consumer 
account experience. Good sal- 
‘| ary—excellent opportunity. 


Box 870 
ADVERTISING AGE 
200 E. Illinois St. 
Chicago 11, Ill. 
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Tennessee Won't 
Let Liquor Stores 
Advertise Prices 


NASHVILLE, May 11—According 
to state tax commissioner Z. D. 
Atkins, a new state regulation pro- 
hibits Tennessee liquor dealers 
from advertising the prices of their 
products. 

Commissioner Atkins explained: 
“The advertising of liquor prices 
in Shelby County had resulted in 
a pretty bad situation in that coun- 
ty—a regular price war had de- 
veloped there.” 

Mr. Atkins went on to say that 
“the new regulation provides that 
no retail or wholesale liquor estab- 
lishment shall make any reference 


either directly or indirectly to the|_ 


price.” 


= The commissioner said that the 
regulation is in the form of an 
amendment to rules and regula- 
tions previously issued by his of- 
fice under authority of the state 
liquor laws. 

He pointed out that the finance 
and taxation office is required to 
approve all types of liquor adver- 
tisements. 

“Henceforth,” he asserted, “no 
advertisements containing refer- 
ences to prices will be approved.” 
The new regulation became effec- 


| 
| 
| Good news from Lynchburg! 


tive May 5. 


JACK DANIELS 
~the whiskey you 
couldn’t get enough of - 
is now being shipped 

to St. Louis 

In greater quantities 


than ever before! 


GOOD NEWS—In a new campaign in Time 
and newspapers, as well as trade publica- 
tions, Jack Daniel Distillery, Lynchburg, 
Tenn., is telling the story of the “charcoal 
mellowing” distilling process. The drive 
will run through June and be continued 
after the summer months. Gardner Adver- 
tising Co., St. Louis, hondles Jack Daniel's. 


Gamble Appointed Ad Head 


Thomas W. Gamble has been 
named advertising manager of the 
national tube division of U. S. 
Steel Corp., Pittsburgh, succeeding 
Walton L. Schaeffer, who has re- 
tired. 


National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending April 10, 1954 


All figures copyright 
PROGRAM POPULARITY* 


by A. C. Nielsen Co. 
TOTAL HOMES REACHED 


Alles & Fisher in Cigar Drive 


| Alles & Fisher Inc., Boston, has 
|launched an expanded newspaper, 
iradio, television and _ outdoor 
|Campaign for its Air-Flo ’63 cigars 
ithrough Hirshon-Garfield. The 
drive, largest in the history of ’63 
cigars, will be packed by a contest 
in which a new Plymouth sedan 
is first prize. 


Weymouth Rejoins Kudner 
E. G. Weymouth has returned to. 
Kudner Agency, New York, as as- 
sistant director of media, after 
having been with the advertising 
department of Colgate-Palmolive 
Co. since 1952. Previously, he had 
served with Kudner for 12 years. 


Lortogs to Galbraith-Hoffman 
Galbraith-Hoffman, New York, 
has been appointed to handle ad- 


vertising for lLortogs Co. New 
York, manufacturer of _ girls’ 
sportswear, succeeding Everett- 


Bennett Advertising Agency, also 
New York. 


es are 


— So 


...papers with a 
striking new look 


copies! 


that produce ; 
brighter, cleaner # 


NEW BLUE-WHITE 


DUPLICATING PAPERS 


Homes | Homes 
Rank Program (%) | Rank Program (000) 
1 | Love Lucy (Philip Morris, | 1. | Love Lucy (Philip Morris, 
TED - cciahseycidaubdidnatiakaksscsdhisdiecinsta 58.9 REE acd chased cblskanniighesisdnunnesecodines .16,304 
2 Dragnet (Liggett & Myers, 2 Dragnet (Liggett & Myers, 
EE siseia clrdutenbielinabteha tise ctceiubl 56.1 ID ciscaiasinisaxaennnieneaaanincssteate 15,321 
3 Gillette Cavalcade (NBC) ............48.5| 3 You Bet Your Life (DeSoto- 
4 Jackie Gleason (Schick, | Plymouth, NBC) ............00000 12,850 
Sheaffer, Nescafe, CBS) ............ 47.4| 4 Gillette Cavalcade (NBC) ......... 12,562 
5 You Bet Your Life (DeSoto- | 5 Milton Berle (Buick, NBC) ........ 12,446 
a 47.0 6 Rodgers & Hammerstein (Gen- 
6 Milton Berle (Buick, CBS) ............ 47.0 <5 11,997 
7 Rodgers & Hammerstein (Gen- 7 Jackie Gleason (Schick, 
GIG FOE, TO) caieccciscscsssesescives 44.6 Sheaffer, Nescafe, CBS) ........ 11,959 
8 Godfrey’s Talent Scouts (Lipton, 8 Ford Theater (NBC) .................... 11,349 
NG Miresphs chneaisdeboninntaaCeesda doin icxivuaintd 44.1. 9 Godfrey's Talent Scouts (Lipton, 
9 Ford Theater (NBC) ...........00..cccceee 43.6 NEED cuscinbcsccaubeneciiiasseibninsestsdiue 11,241) 
10 Toast of the Town (Lincoln- /10 Toast of the Town (Lincoln- 
PONTE, RD, sedssitsssticcesnssserisicas 42.4) PROTO, IO). pesiieesccsississisvcrs 10,625 | 
| 


“Percentage of homes reached in area where program was telecast. more of them! And your printer can 


supply them. He’ll help you choose the 
right Hammermill duplicating paper to 
meet your particular requirements. And 
he’ll also suggest colorful printed head- 
ings that win extra attention for your 


It’s great news for users of office du- 
plicating machines! These improved 
Hammermi!l papers have a sparkling 
new blue-white brightness that gives 
them more eye appeal than ever before. 
And with all their other outstanding 


National Nielsen Ranking of Radio Shows | 


Week of April 4-10, 1954 | 
All figures copyright by A. C. Nielsen Co. | 


Current Homes* | features, performance-wise they have no duplicated messages. See him soon. Mean- 
Rank Program (000) equal. On your own office machines time, write for samples to Hammermill 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (1,959) they'll provide fast, trouble-free runs, Paper Company, 1459 East Lake Road, 
1 Jack Benny Show (American Tobacco, CBS) .........::ss:::sssessseessssessveesseerseeree 618 produce sharper, cleaner copies—and Erie 6, Pennsylvania. 
2 PD AF FA GI Ge feet tirestrneiecnivicincisnreisientornessintiniacsivnnente 
3 Bing Crosby Show (General Electric, CBS) .....cccccccccccccccsseeecccceceeseccssseenseene 4,151 4 
4 ates homer — Bros., CBS) vin EER GBP Rb DE REPL ORC E> 3,732  HAMMERMILL MIME O-BOND AND 
5 CE See OUND CUPETINUNS TEIID osccsesccnssccccncicasssssnetbonnsivisticesassevinessssvsantees 3,545 4 HAMMERMILL DUPLICATOR 
6 Pn OY NNN RINNE 50 ses syasdoisstiavedessssbacsadusesiacesciccieihscsbehveedeneil 3,359 
7 My Uitle Margie (PAGe Mortis, CBS) <......ceccceccsescssssscvesesessssiescesssnsesessseees NO With its new blue-white look, famous HAMMERMILL MIMEO-BOND 
8 Charlie McCarthy Show (Consolidated Cosmetics, CBS) ..........ccccccccccccseeeee 3,079 produces truly outstanding reproduction jobs. Its exclusive air-cushion 
9 Suspense (Electric Ps NED piiisausicsieintlinebadenedisoeinsidcisichinemaaene 3,079 surface enables it to absorb mimeograph inks more rapidly, without 
10 OOD GRRE GTI, BORED ccwisetnsssicnsccsninescsosernsstronssessavesnsrevoenssenesiel 2,845 smudgy set-off—to produce 5,000 or more clean, legible copies from a 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,026) single stencil. New blue-white HAMMERMILL DUPLICATOR will turn 
1 One Man’s Family (Miles Laboratories, NBC) ...........:ccccccccccccsecececseseveveveene OOP out brilliant copies that retain their brightness —on either spirit or 
2 Tennessee Ernie Show (Manhattan Soap, CBS) ..........c.ccccccccsceeessecseceseeveee 1,773 | gelatin-type machines. Both papers come in a wide range of handsome 
3 News of the World (Miles Laboratories, NBC) ............ccccccccccccccceceeseeeneeee 1,773 | colors as well as the new blue-white. 
WEEKDAY (AVERAGE FOR ALL PROGRAMS 1,679 
1 Wendy Warren & the News eons ME si sicratacisesseseensipianttad Sais WHIPPET MIMEOGRAPH AND 
2 Romance of Helen Trent (American Home Products, CBS) .........00...c000008 2,566 
3 ee I Ws INDE i cs cvviveneussnsnnsssszitiedsititstteateccbeneibandardaasncteseseel 2,519 | WHIPPET DUPLICATOR 
4 ro. cua paseabeshiy dncblepesesucseiseabaas 2,519 WHIPPET MIMEOGRAPH has been given 
5 SE ie, CTP TIIIINE, GUE) oncccics sctascisscciscsccadscesccecdecssosscersssecczctecboe 2,472 | a sparkling new blue-white look. 
6 Ma Perkins (P&G, CBS) SdnsSEsby robs ereccuscedeecksestowenttnuneeretesbehdusseneeedeetastinbkeeell pred ASK YOUR PRINTER TO SHOW YOU WHIPPET DUPLICATOR iS a brand-new 
7 Arthur Godfrey SE ae IID sdcesnciqnondsthtoapisweticecsusskia dbvertetusiciatiauwetn 2,426 HOW PRINTED HEADINGS FURTHER Hammermill paper —also made in a 
8 Backstage Wife iad oh cst leita a dincdieasa tani dedcdiaicesabdbitiiddausdeaseil ed IMPROVE DUPLICATING blue-white that commands attention. 
9 Right to Happiness (P&G, NBC) Shoorocccsoecosooncencescosncesesoeececoeeeosoencnsosecoetoecees 2,286 PAPER'S APPEARANCE Both are an excellent value where 
10 Se ID gi ovscseansoceccvcctccncnrsssvecessveseenscnsintecneeesavens 2,286 | - 
| AND UTILITY. looks of a job must be kept up and 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (886) No matter what type paper costs kept down. And both have 
1 The Shadow (P&G, R. J. Reynolds, MBS) .......c0c..scscssecssssescssesseecsssnssesseers 2,705 | of material you repro- uniform quality that is unusual at 
2 Cecil Brown Commentary (State Farm Mutual, MBS) ..........cccccccccccceeseeeseee 1,912 | duce on yourmachines, such surprisingly low cost. 
3 Greatest Story Ever Told (Goodyear Tire & Rubber Co., ABC) ...........00008 1,306 it can be more effective 
with printed headings. 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) 1,306 Adsjenegdalinadhawaiiecaiiie. M ER 
1 Stars Over Hollywood (Carnation, CBS) oo... ccccececcccceeeecerseeseveeennees 2,659 price lists, sales letters, charts, bulletins iN ] 
: poage wey ntage > ~ RINT SRIIIUE ‘clivclncstcuseselicedvsscdbacssescsosbulghoseadl ame all become more arresting, and easier to 
i ospita Ig! EEN “istic Sibendbibigebiahbadwncdusensiieebetbbtsbendesedenssicteesbiads ° 
*The percentage of homes reached (Nielsen-Rating”) may be determined by com- saarieaeeiee Duplicating 
paring the total number of homes reached with 46,646,000, the 1954 Nielsen estimate Papers 


of total U. S. radio homes. 
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ager. Mr. MacLellan formerly was | On the International Scene... sented Soviet trade journals in 


| Britain from 1945 to 1949. But Mr. 
Veteran British Adman Opens Shop a 


Emery Appoints MacLellan Mr 

Emery Advertising Corp., Balti- advertising supervisor of direct ad- | 
more, has appointed C. Richard | vertising activities of Mutual | 
MacLellan assistant account man-|Chemical Co. of America. 


|Millington told AA he gave the 
‘Russians their walking papers 
/when the cold war got hotter. He 


in trade shows, stores, windows—day or night 
Put full color and action into your sales messages— 
get greater attention at less cost—attract more 
prospects than through any other medium with 
the ADmatic, the automatic slide projector that 
runs continuously, day and night, with no oper- 
ator needed. ; 
The ADmatic projects a new message or idea 
every 6 seconds on a large screen equivalent to a 
28" 'T V. It holds 30 slides (2° x 2") that are easily 
changed. Just as effective in lighted areas. Use 
the ADmatic wherever people gather, in stores, 
trade shows, dealer show rooms, theatre and hotel 
lobbies, as a visual salesman; or for personnel and 
salesmen training programs. | ; 
For rental or’ purchase terms, wire, write or phone 


THE HARWALD COMPANY, INC. — 
1216 CHICAGO AVE. ¢ DAVIS 8-7070 « EVANSTON, ILt. 


Space Rep for Soviet Trade Papers 


Lonpon, May 11—Due to the ef- 
forts of a veteran adman who 
claims he “wants to advance the 
cause of world peace,’ Soviet 
trade magazines once again have 
a space-selling agent in Britain. 

Millington Publications Ltd. ran 
full-page trade ads last week to 
announce that it is now represent- 
ing 29 Russian journals. 

The ad was headlined: ‘We 
lift the Iron Curtain.” A boxed 
statement said: 

“Millington Publications Ltd. 
is devoting itself to supporting Sir 
Winston’s view that ‘the more the 


two great divisions of world min-| 


gle in the healthy and fertile activ- 
ities of commerce, the greater is 
the counterpoise to purely military 


calculations.’ ” 


" EDITORIAL 
COVERAGE 


of the industrial market for electronic equipment, 
" : components and materials. Feature articles on the 
ii: design, application or maintenance of these products 
are presented in pictorial and highly illustrative 
form. A New Products Section offers the latest de- 
-velopments in electronic products. In addition, a 
review of manufacturers’ new bulletins, reviews of 


| Applications were invited from 
| “first-class space selling experts 
with both energy and experience, 
who are determined to progress by 
their own efforts in a completely 
new field where the sky is the) 
limit.” 

The Soviet appointment of a 
space representative follows the 
resumption of large-scale trade 
negotiations between Britain and 
Russia. Since Jan. 1, more than) 
'100 British business men have 
| journeyed to Moscow looking for 
orders. Many have returned with 
fat contracts. 

Ivan Kabanov, Soviet foreign 
| trade minister, indicated that Rus- 
|sia was prepared to buy $1.2 bil- 
lion worth of British goods over 
| the next three years. With British | 
|exports to Russia now running 
| about $10,000,000 a year, this was 
exciting news to London. 


= F. C. Millington, chairman of 
Millington Publications, was hap- 
py to see Russia and Britain talk- 
|ing business again. He is one of 
| those men you frequently meet in 
/London—an internationally-mind- 
ed person who has followed the 
British trade flag. 
| From 1914 to 1938, he ran Mil- 
‘lington Ltd. in Shanghai. This, he 
| told AA, was a $3,000,000 company 
‘and the “biggest advertising 
_agency in China.” 
| The war wiped out his business 
and he returned to London to start 
_ Millington Publications. He is 
_ still very much interested in China 
/and is looking forward to the day 
when British firms can sell there) 
| again. | 
“The trouble is,’ he said, “you 


| said he used to handle about $140,- 


000 a year in advertising for the 
Soviet papers. 

When the first British trade de- 
legation returned from Moscow in 


, February, Mr. Millington sought 


out the leader, James B. Scott, 
sales director of Crompton Park- 
inson Ltd., one of the biggest elec- 
trical firms in Britain. 

Mr. Scott said he thought it 
would be extremely advantageous 
for British exporters to have avail- 
able in London a space agent for 
Russian trade magazines. Mr. Mil- 
lington then got an oka from the 
Board of Trade, after which he ac- 
cepted the Soviet reappointment. 


= Mr. Millington emphasized to 
AA that he is not a Communist. 

“In fact,” he said, “I am a 
staunch Conservative. I only be- 
lieve that trade between countries 
can help peace. I certainly don’t 
want firms sending the Commu- 
nists anything they can use back 
on us.” 

The following are the Russian 
trade papers which Mr. Millington 
is representing (with the number 
of issues per year in the parenthe- 
ses): 

Agricultural Machinery (12), 
Automobile & Tractor Industry 
(12), Building Industry (12), But- 
ter & Fats Industry (8), Chemical 
Industry (8), Coal (i2), Dairy In- 
dustry (8), Electricity (12), Elec- 
tric Power Stations (12), Engi- 
neering Journal (12), Fishing 
Economy (12), Foreign Trade 
(12), Foundry Production (6), 
Glass & Ceramics (12), Journal of 
Communications (12), Light In- 
dustry (12), Machine Tools & Cut- 
ting Tools (12), Meat Industry of 
the USSR (8), Mechanization of 
Labor-Consuming Processes (8), 
Oil Industry (12), Paper Industry 


i neg foe Oe ie oe 


INQUIRY 
QUALITY 
CONTROL 


‘a, SYSTEM 


TON Pu 


INDUSTR 


! , CONTRACTORS’ ELECTRICAL EQUI 


patents and book reviews, round out the most com- 
prehensive editorial coverage possible. 


™ CIRCULATION 


to the entire electronic market. Over 
30,000 key men of which more than 
11,000 are employed in industrial 
plants. 


OCCUPATIONAL FUNCTIONS OF THESE MEN 
Engineers & Technical 


ES rrr 90.33% 
Management ............. 8.56 
RE Sie; Suk £ EA Sd oa 1.11 


INQUIRY QUALITY CONTROL 


IQC is a system devised by the Sutton 
Publishing Company to insure a maxi- 
mum degree of top quality sales leads 
...and the sales lead is the best way to 
make the most sales at the lowest cost. 


1AL MARKET DATA 


A complete and comprehensive study 
on how industries buy and use elec- 
tronic products...including a detailed 
analysis of each individual industry and 
the type of electronic equipment used. 
This study is available on request. 


*y nae ‘ 
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Americans don’t like China these} (8), Printing Industry (6), Re- 
days.” Mr. Millington believes that frigeration Engineering (4), Sea & 
the West, by trading with China, River Fleet (12), Soviet Trade 
can wean her away from the (12), Sugar Industry (8), Textile 
Soviet Union. Industry (8), Timber Industry 


_ (12), Wood Reworking & Timber 
® Millington Publications repre-' Chemical Industry (12). 


‘Skilled American Propagandists’ May Upset 
Lush U.S. Bicycle Market, British Fear 


LONDON, May 11—British bicycle | cial regard to the ways and means, 
manufacturers, who are currently) or to a little exaggeration here and 
enjoying a lush market in the there.” 

U. S., have been warned that the! 

American bicycle industry is using » Referring to the “skilled pub- 
“skilled publicists and propagan- jicists and propagandists” being 
dists” to fight the English inva-| employed, Mr. Boulstridge de- 


sion. 

T. J. Boulstridge, managing di-| 
rector of J. A. Phillips & Co. Ltd.! 
and v.p. of the British Cycle & 
Motor Cycle Manufacturers Union, | 
issued the warning upon his return| 
from a business trip to the U. S. 

Mr. Boulstridge charged that 
American firms were conducting al 
cynical propaganda campaign de-| 
crying the British lightweight bike) 
as dangerous. He said that “few, if| 
any, American manufacturers”) 
really believe this claim, but the 
propaganda “is in accord with the 
American tradition and practice of| 


result, without particular or spe- 


‘Robe’ in CinemaScope 
Sets British Record 

LONDON, May 10—Twen- 
tieth Century-Fox has an- 
nounced that “The Robe,” 
the first CinemaScope pic- 
ture, has set new attendance 
records in Britain. 

The film has been seen 
here by 2,813,445 people in 
34 movie houses. This is a 
new box office record for 
any one film at such a small 
number of cinemas. 


'clared: “We should therefore re- 
concile ourselves to the fact that 
no punches will be pulled on the 
American side in the fight to 
eliminate us from their market.” 
Mr. Boulstridge said that “the 
American manufacturer will bold- 
ly claim that the American kid 
rides a bicycle up the curb, the in- 


doing a job to obtain the desired| | 


LEONARD M. MASIUS, chairman of Masius 

& Fergusson Ltd., London, has been ap- 

pointed a director of the American Cham- 

ber of Commerce there. A Cornell gradu- 

ate and former Lord & Thomas v.p., Mr. 

Masius is the only American in his agency, 
one of Britain's largest. 
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EUROPEAN AD PICTURE—This is half of a beer-and-soft-drinks page from the 

French monthly, L’Actualite Publicitaire, which reproduces European ads one-third 

size on its 10%x14%2” format. (For space reasons, AA has further reduced them 
by more than one-half.) As can be seen, Coca-Cola gets around. 


ference being that only his product 
could withstand such shock, but 
when he is asked what he thinks 
an English kid does with his ma- 
chine, the inference is dissolved 


French Periodical 
Contains Photos of 


| Chambers & Wiswell Names 2 


Los Angeles, to its staff. 
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Buckeye Names Agency 

Buckeye Brewing Co., Toledo, 
has appointed Clark & Bobertz, De- 
troit. to handle advertising and 
sales promotion for its Buckeye | 
beer and ale. Newspapers, radio, | 
tv and 24-sheet posters will be_ 
used in Michigan, Ohio and Indi-| 
ana. Beeson-Reichert Inc., Toledo, 
is the previous agency. 


FORT WAYNE 


COMING SOON! 


“Monthly Inventory of Drug 
Products in Grocery Stores” 
Deodorants 


Hair Tonics Headache Tablets 
Shampoos ¢ Toothpastes 


If you have a product in one of these Classifications write for complete details 


FORT WAYNE NEWSPAPERS, INC... 
agent for | 


The News-Sentinel tHe Journat- GAZETTE 


Represented by Allen-Klapp Co. ¢ New York - a ° Detroit 


Chambers & Wiswell, Boston | 
agency, has appointed Walter A.| 
Lapham, formerly general sales*’ - 
manager of Whiting Milk ed 
Charlestown, Mass., a v.p. The, 
agency also has appointed Charles | | 
M. Pickering, previously an ac-| 
count executive of Heintz & Dal © 


i 
id 


in mutual smiles.” 

The chairman of the American 
Bicycle Manufacturers’ Assn. re- 
cently charged that British bikes 
were selling well in America be- 
cause “starvation labor” made pos- 


sible lower prices. Laughing off. 


1,000 European Ads 


Paris, May 11—L’Actualite Pub- 
licitaire, French monthly started 
last July, is unique among adver- 
tising publications. 

Each issue reproduces about 
1,000 advertisements from all over 


this charge as “most amusing,” Mr. Europe. All the ads are reproduced 
Boulstridge said: /at one-third normal size. They are 

“If they compared the wages of grouped in the book according to 
a U. S. toolmaker with those of a| four product categories: household 
United Kingdom laborer, I doubt| goods, food, clothing and beauty 


very much whether they would 
find a ratio of four to one such as 
they claim is the difference be- 


tween the English and American) 


wage-earner in the bicycle indus- 
try, and certainly no such disparity 
exists between U. S. and U. K. 
wages on a like-for-like job.” 


s The lightweight British bike has 
scored an amazing sales success in 
the American market (AA, Dec. 
7). From a prewar level of 300 a 
month, exports to the U. S. shot up 
to 13,000 a month in 1952 and then 
climbed to 30,000 a month in 1953. 
This year they are running at the 
rate of 20,000 a month. Almost 
overnight the U. S. has become 
Britain’s major 
market. 
American manufacturers have 
insisted in vain on a boost in the 
tariff. They recently complained 
that the foreign bike invasion is 


s your 


COUPONS ARE 


OUT susiness 


@ EUREKA designs and prints coupons 
for the country’s leading users 

@ EUREKA coupons have that 
‘valuable’ look — printed on ESPCO 
safety paper 

@ EUREKA coupons are protected 
against counterfeiting 

@ EUREKA can serial number your 
coupons for added safety 


Enlist this EUREKA know-how for a successful 


coupon promotion. 
nie 


Write for samples to: 
pA PRINTING 


bicycle export}. 


preparations. 

Jacques Thibaud, publisher of 
L’Actualite Publicitaire, offers the 
journal in complete form or in) 
sections. A year’s subscription for 
the cOmplete magazine costs $15.50. 
One of the four sections can be} 
bought for $10.50 a year. 

The magazine, which appears on| 
the 10th of every month, is not rep- | 
resented in the U. S. It can be 
ordered from Paris (at 4 Rue 
Choron, Paris 9) or through | 
Intereps Ltd. (15 New Row, Lon-_| 
don, W. C. 2). | 


the main reason for 80,000 workers 
being unemployed in the industry. 

“If you can’t beat ’em, join em” 
is the motto of some American 
manufacturers, however. Britain’s| 
two biggest bike manufacturers, 
Raleigh Industries Ltd. and Her-| 
cules Cycle & Motor Co. Ltd., re-| 
cently announced that they had) 
signed agreements with U. S. firms | 
to make lightweight bicycles which 
will be distributed by the Amer- 
ican companies. 


Launch Advertising 
Cost Study in Four 
Nordic Countries 


STOCKHOLM, May 11—Denmark, 
Finland, Norway and Sweden have 
become the subject of a major re- 
search study on the cost of adver- 
tising, which is expected to take 
two years. 

At its last meeting, the Nordic 
Sales & Advertising Assn.—an 
agency through which the national 
sales and advertising associations 
of the four countries cooperate— 
approved the initiation of the 
study, to be carried out by an In- 
ter-Nordic Research Committee. 
Prof. Max Kjaer-Hansen of the 
College of Business, Copenhagen, 
was named as coordinator. 

According to Dr. Kjaer-Hansen, 
the study will include an attempt 
to measure how large selling costs 
are in the four northern countries, 
along with direct analyses of the 
structure of advertising and adver- 
tising methods. 

The Nordic association hopes to 
have the results in the spring of 
|1956, in time for (1) the 8th 
|Northern Advertising Congress in 
Stockholm, and (2) its own 25th 


anniversary. 
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first shot, with 


wfmy-tv 


It's all fairway down in the 29 high 
income counties of the Piedmont 
surrounding WFMY-TV. Your sales 
message scores a hole in one... right 
into the homes of families who last year 
boasted nearly $1,500,000,000 in 
buying power. 


That's a lot of green—waiting to be spent 
on what you have to sell. 


Dozens of America’s most aggressive 
advertisers have found how you can 
cover the prosperous Piedmont in easy 
par (when your partner is WFMY-TY)... 
because WFMY-TV is the one television 
station those families watch daily, 


believe in completely. 


Any Harrington, Righter and Parsons 
office can show you typical scores. 


wfmy-tv 


Basic CBS Affiliate — Channel 2 


Greensboro, N. C. 


Represented by 
Harrington, Righter & Parsons, Inc. 
New York—Chicago—San Francisco 
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Stensgaard Promotes Hahn 


Dane Hahn, manager of the 
eastern division of W. L. Stens- 
gaard & Associates, Chicago, has 
been elected v.p. of the firm. 


‘Seventeen’ Names Stern 


Jerome Stern, formerly with | 
‘least two Senate committees dig- 


staff of | ging diligently into the loan “scan-_| 
'dals” which have been uncovered | 
‘at the Federal Housing Adminis- 


Good Housekeeping, has joined 
the advertising sales 
Seventeen, New York. 


Real Money 


Orlando, Florida is not only one of 
the World's prettiest towns, but it is 
also one of the world's best markets for 
its size. 


Some of our chain stores do more 
business than their sister stores in Tampa 
and Jacksonville, Fla. 


Odd, but true. 
No other town in Florida can say this. 


This is true because of our rich back 
country of citrus and cattle raising. Our 
newspapers cover this area of 250,000 
people thoroughly. 


Orlando Sentinel-Star 


Orlando, Florida 
Nat. Rep. Burke, Kuipers & Mahoney 


Ho 


This Week in Washington 


By Stanley E. Cohen 
Washington Editor 
WASHINGTON, May 13—With at 


tration, former congressman Al- 


bert M. Cole, the administration’s 


top man for housing, has the un-’ 
enviable job of trying to induce 
Congress to give its prompt ap- 
proval to the big FHA-type hous- 
ing program which President 
Eisenhower has sponsored as one 
of the key portions of his domes- 
tic program. 

Mr. Cole says he fully under- 
stands that Congress will not want 
to resume work on the housing 
bill—already passed by the House 
—until it determines whether ad- 
ditional safeguards are indicated 
on the basis of the “scandals” now 
coming to light. He feels, however, 
that the program is sound, and that 
there is actually very little that 
can be done in the way of correc- 
tive legislation. 

Even though some “incidental 
surgery may be indicated,” he says, 
“the patient is in remarkably 
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If you want to sell the 3!) million men in the Armed Forces, you 
take a big “step in the right direction’’ when you contact our 
nearest office. We can help you sell to them through their own 


Service-controlled outlets. 


Sales to Armed Forces consumers do “extra duty.”” You profit 
from immediate sales to these young buyers with their 8 billion 
dollar spendable yearly income—you establish preference for your 
product which they carry back, as civilians, to the 48 states. The 
rapid turnover of Servicemen, as thousands enter and others are 
released, means that you reach many new customers every day. 


The newspapers with greatest Service readership—Army Times, 
Air Force Times, Navy Times and Air Force Daily, the American 
Daily in Europe—are your most direct way to reach these 
millions of eager-to-buy customers. 


GET ‘HOW TO SELL’ DETAILS, SAMPLE COPIES, RATES AND MARKET DATA AT NEAREST OFFICE. 


a:. U.... Turk. 


CC Arey Times o 
The Network 
of Service 

Newspapers 
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@ WIDEST SERVICE COVERAGE 
@ LOWEST COST PER 1000 READERS 


@ PUBLISHED IN 12 WEEKLY EDITIONS 
AT HOME AND OVERSEAS 


@ LOW COMBINATION RATES FOR ALL 


FOUR GREAT SERVICE PAPERS 


“THE MILITARY 
MARKET“ 


The Monthly Trade 
Paper for Military Buy 
ers Everywhere. Wid 
est readership-Lowest 
cost per ad dollar 


ARMY TIMES 
NAVY TIMES 
AIR FORCE TIMES 


(Members: Audit Bureau of Circulations) 


AIR FORCE DAILY 


The “AMERICAN DAILY” in Europe 


‘ 


using Patient’ Called Healthy 


/sound health. Compared to the few 
‘hundred homeowners who had 
some reason to regret their experi- 
ence with FHA financing, more 
than 3,500,000 have acquired good 
homes for their families within 
their means at sound values. For 
every developer who has found 
FHA’s overblown rental financing 
a happy hunting ground for un- 
earned money, hundreds have 
found in the FHA a challenge to 
provide better design, better plan- 
ning and better value for the 
American people.” 

Aside from its “social” value, 
the housing bill is advanced as a 
crucial part of the administration’s 
anti-depression program. With the 
construction industry off to an un- 
usually good start for the year, Mr. 
Cole and his supporters are argu- 
ing that approval of the program 
should assure long-range prosper- 
ity in an industry which is among 
the most important so far as its 
job-creating potential is concerned. 

+ Y + 


June 22 is the 10th anniversary 
of the GI Bill of Rights, and the 
Veterans Administration is using 
the occasion to summarize the re- 


_markable benefits which veterans 


and the nation as a whole enjoy 
as a result of that unusual item of 
legislation. 

Some 3,300,000 veterans bought 
homes under the bill; 66,000 bought 
farms, and another 213,000 ob- 
tained business loans. The loans 
totaled more than $23.5 billion, yet 
the government has had to “make 
good” only 32,000 loans, totaling 
$26,000,000. 

VA figures that Uncle Sam is 
sure to come away with a huge 
“profit” from the educational ben- 
efit which he offered ex-service- 
men. More than half of all World 
War II veterans—some_ 7,800,000 
in all—trained under the GI Bill, 
2,200,000 of them at colleges and 
universities. Census studies show 
that median income of male vet- 
erans increased 40% between 1947 
and 1952, from $2,401 to $3,359, 
while median earnings of non-vets 
in the same age bracket increased 
only 10%, from $2,585 to $2,875. 

Higher income of these veterans 
means they will pay the govern- 
ment about $1 billion more an- 
nually in income taxes, VA says. 


SPOON FEED—A bright red spoon is now 
marking General Mills’ Gold Medal bags 
and will soon appear on the company’s 
cake mix packages. Designed by Lippincott 
& Margulies, the new package decor is in- 
tended as a natural kitchen tie-in and fea- 
tures the Betty Crocker name on the bowl. 


“Within the next 14 years, these 
veterans alone will pay off the 
entire cost of the program.” 

» o a 

Dry forces have succeeded in 
opening a second front in their 
battle to get Congress to consider 
legislation outlawing all advertis- 
ing of alcoholic beverages. 

A three-day hearing on anti- 
liquor legislation has been sched- 
uled by the House interstate com- 
merce committee for May 19-21. 
Now the Senate commerce com- 
mittee has announced that a sub- 
committee under Sen. William A. 
Purtell (R., Conn.) will devote at 
least three days to the same sub- 
ject, beginning June 21. 

Twice before—in 1947 and 1950 
—the Senate commerce committee 
heard arguments for an identical 
bill, but failed to act after wit- 
nesses questioned the legality of 
such a plan. In 1948 4nd 1952 the 
Senate commerce committee failed 
to agree on less drastic bills. (One 
of them proposed to outlaw dis- 
tilled spirits ads on radio and 
tv, where there is no such adver- 
tising anyway.) 

Meanwhile Rep. Charles Wol- 
verton (R., N. J.), chairman of the 
House interstate commerce com- 
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mittee, is asking scores of would- 
be witnesses to consolidate their 
statements in order to save time 
and avoid duplication. 

How about a deal, Mr. Congress- 
man? You get together with Sen. 
Purtell on consolidated hearings to 
save wear and tear on witnesses, 
and then insist that the contending 
interests make equally significant 
efforts to save wear and tear on 
members of Congress. 

* a s 

Federal Trade Commission 
Chairman Ed Howrey has put 
through two major policy changes 
which were high on his list of 
steps to streamline and improve 
the FTC. 

Under one of his rule changes, 
the FTC liberalizes its attitude 
toward consent settlements by 
eliminating a stumbling block that 
barred negotiated consent settle- 
ments once a case had “gone to 
trial.” 

The other change deals with the 
form of FTC decisions. It specifies 
that readable, easily understood 
decisions are to be issued in every 
case, hereafter. 

Mr. Howrey says tne adoption 
of a policy calling for written 
opinions in all cases “is probably 
the single most important step 
FTC could take toward enhancing 
the value and authority of its de- 
cisions.” 

In the past, written opinions 
have been issued only when the 
commissioners disagreed and 
wanted to express themselves, and 
these opinions were generally in 
legalese. Mr. Howrey believes the 
release of informative and read- 
able decisions will build a collec- 
tion of precedents “which will en- 
able the business world to know 
what it may do as well as what it 
may not do.” 


Godfrey Adds Advertiser 

Bristol-Myers Co., New York, 
has joined the list of Arthur God- 
frey’s morning simulcast spon- 
sors (CBS). The 15-minute alter- 
nate-day segment for Bufferin 
and Vitalis was bought through 
Doherty, Clifford, Steers & Shen- 
field. 


Margolies & Co. Named 
Albert Margolies & Co., New 
York, has been appointed to han- 
dle advertising and publicity for 
the theatrical version of “Victory 
at Sea.” This documentary was 
produced by the NBC film divi- 
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AAMERICAN [fiDECALS 


are your most permanent 
attractive and economical 


SELLING MEDIUM 


The Free space on dealers’ windows, truck panels and dispensers 
offer unexcelled potential advertising value. Eye-catching American 
decals effectively and permanently utilize this space to promote your 
brand and product, or service to thousands of shoppers each day. 
They tie in your other advertising efforts at the point of sale and help 
assure continued dealer cooperation. Field tested for durability, 
American decals stay “on the job” for years delivering your message 
day and night. 


FREE! Write today for Free full color brochure and sampies. 
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Jewelers Unhappy 
with Watch Price 


Cuts, Survey Shows 


(See other story on Page 3) 

New York, May 13—Price cut- 
ting and trade diversion in the 
watch business are not confined to 
New York. It is nationwide, and 
is regarded by retail jewelers as 
the most serious problem they 
have had to face in 20 years. 

Evidence of this is presented in 
a survey just completed by Jew- 
elers’ Circular-Keystone, a Chilton 
publication, and one of the leading 
business papers in the industry. 

In its analysis of the question- 
naire, the magazine in its current 
issue points out that there was a 
time when various forms of trade 
diversion were restricted to large 
metropolitan cities. 

“Today there is no geographic 
security,” it says. “Whether a man 
operates a retail outlet in Presque, 
Isle, Me., or Gainesville, Fla., 
El Segundo, Cal., or New York 
City, he is feeling the efforts of 
trade diversion. He is losing sales 
and customers.” 


= The survey shows that 99% of 
the jewelers who sent in replies 
regard trade diversion and price 
cutting as distinct and immediate 
threats. Only two jewelers replied 
that price cutting, discount houses, 
industrial catalogs, club plans, etc., 
were no problem to them. 

Opinions as to who is responsible 
for the situation and how it can be 
corrected vary. About one-third of 
the jewelers responding to the sur- 
vey hold the manufacturers aione 
responsible. About one-quarter 
feel manufacturers and wholesal- 
ers together are responsible. Re- 
maining opinions place the blame 
equally on all three segments of 
the industry, on economic condi- 
tions, and on the growth of brand 
name products which has put the 
importance of the retailer in a sec- 
ondary position. 

The survey also asked for opin- 
ions on fair trade laws. An over- 
whelming majority—85% of the 
jewelers—replied that there should 
be more dependence on fair trade 
laws. About 10% said fair trade 
is not the answer. 


® Other suggestions for correcting 
the current situation included: a 
retail licensing law on state or 
city level requiring all retail es- 
tablishments to be licensed; an 
industrywide coordinated educa- 
tion program, and controlled dis- 
tribution so manufacturers would 
be forced to cut price-cutters off as 
customers. 

The Michigan Retail Jewelers 
Assn. is currently attempting to 
get two bills passed by the state 
legislature. One bill is designed to 
stop unethical advertising. If a 
dealer fails to offer to sell the 
merchandise advertised at the 
price stated, he would be guilty of 
a misdemeanor punishable by im- 
prisonment or by a fine of $500. 
The second bill, known as “The 
Trade Diversion Bill,” would 
amend a present law to strengthen 
its enforcing powers. 

“This amendment would make 
effective the present prohibition 
against any firm or corporation 
selling or procuring for resale 
(through catalogs, etc.) to its em- 
ployes any article, product or mer- 
chandise not of its own production 
or not handled in the regular 
course of trade.” 

It is proposed to strengthen the 
present act by prohibiting indus- 
trial concerns from buying for 
their employes. It would also be 
used as a weapon against wide- 
spread sales tax evasion. 


Berrien Joins Whitebrook 


Frank W. Berrien, formerly with | 
| lowances and the availability of 
has joined Whitebrook Co., New promotional allowances for dem-|McDonald-Thompson, 


Hewitt, Ogilvy, Benson & Mather, 


York, as copy chief. 


BERNAYS AWARD WINNER—The certificate which accompanies the $500 Edward 

L. Bernays award for “outstanding work in public relations best serving the public 

interest in 1953’ is presented to Melvin Helitzer (center), director of public rela- 

tions for the Toy Guidance Council, by Mr. Bernays (left) and Dr. Saul Padover, 

dean of the New School. The award was made at the annual dinner of the Public 
Relations Assn. of the New School. 


sales girls, and shops and counter 
New Car Dealers \aune aa 


Spent $38.06 Per . On the basis of the spot check, 
‘the commission will decide wheth- 


Car in Ads in 1953 er the trade practices rules have 


WASHINGTON, May 12—New car done the job or whether it must 
dealers spent an average of $38.06 | inatitute formal complaints. 
per new car sold fcr hometown! “The fact that a few hard core 
advertising in 1953, according to/|violators may turn up, requiring 
the National Automobile Dealers | formal complaints, will not be 
Assn. /enough to discredit the rules as a 

This does not include dealer whole. One of the purposes...is to 
expenditures for factory co-op and ferret out and pinpoint the willful 
national tv shows, NADA said. violator,” the commissioner said. 

The association said its report; At the convention, the associa- 
on local ad expenditures by new tion elected John A. Ewald, Avon 
car dealers is a new set of sta- Products Inc., president for 1954- 
tistics being published for the first 55. 


time. It estimated that total deal-_ 

Seetnae daiae, tele ok ee ae ee 
Hills Bros. Brings 
Out Instant Coffee 


handbills and signs amcunted to. 
$221,000,000 in 1953. 

NADA expects to issue similar | 
figures on a quarterly basis in the. 


future. 


# On the basis of the over-all | 


computation, the annual advertis- 
ing budget of the average dealer 
was $5,266 last year. 

Meanwhile Frederick J. Bell, 


San Francisco, May 13—Ever 
since instant coffees started to be- 
come a factor in the market, con- 


/sumers and the food industry have | 


|wondered when Hills Bros. Cof- 
|fee Inc. would enter the new field. 


| In a newspaper ad schedule 


exec. v.p. of the association, said| which broke the week of May 10, 
new figures on dealer profits show | the company provided the answer: 


that the dealer—nct the manufac- 
turer—is on the firing line of to- 
day’s competitive selling. 

He said net profit of new car 
dealers before taxes amounts to 
the “dangerously low figure” of 
0.8% of sales, compared to 4.3% 
a year ago. 

On the manufacturing side, he 
said, one firm made 16.48% of 
sales, another 6.51% and a third, 
5.97%. 


FTC Spot Check of 
Cosmetics Industry 


Sales Plans Starts 


New York, May 13—The Fed- 
eral Trade Commission, following 
up on the program of voluntary 
compliance with trade practice 
rules by the cosmetics and toilet 
goods industry, has started a spot 
check to see if the sales plans are 
operating as reported. 

FTC Chairman Edward F. How- 
rey told the 19th annual conven- 
tion of the Toilet Goods Assn. that 
the check will be made in differ- 
ent areas of the country and will 
cover the entire industry. Investi- 
gators will examine large depart- 
ment stores, chain and independ- 
ent druggists, beauty shops and 
wholesalers. 

“From these facts the commis- 
mission should be able to ascer- 
tain whether the various manu- 
facturers are adhering to the sales 
plans filed with the commission; 
the extent, if any, of price dis- 
criminations; the availability and 
proportionality of advertising al- 


onstrators; push-money paid to 


‘their new instant coffee will be on 


the market before the end of the 
| year. 

| The editorial-type ad, entitled 
“How do you like your coffee?” 
appeared in newspapers in the 
company’s marketing area (from 
the West Coast to Ohio). N. W. 
|Ayer & Son, Philadelphia, is the 
|agency. 

| The ad reports: ‘‘We could have 
offered you an instant coffee at 
any time during the last 20 years. 
But we have continued our re- 
search and development since 1934 
'because we were determined that 
| when we put our name on instant 
coffee it would combine real cof- 
fee-quality with coffee-conven- 
ience. Now, we can announce that 
before the year is out, you will be- 
gin to see our new Instant Hills 
'Bros. Coffee on your grocer’s 
shelf.” 

Instant Hills Bros. Coffee will 
be made in a new plant which 
the company has near completion 
adjoining its present plant here. 


‘TV Availabilities’ Bows 

TV Availabilities, a new month- 
ly for television time buyers, bows 
with its May issue. It is a refer- 
ence source and directory of local 
participating programs for 70 tv 
stations now on the air in the 11 
western states. Offices are at 681 
Market St., San Francisco. 


Howard P. Taylor, formerly ad- 
vertising and sales promotion man- 
ager for Pacific Tractor & Imple- 
| ment Co., Richmond, Cal., has 
|joined the Los Angeles office of 
publishers’ 


representative. 


Taylor to McDonald-Thompson | 


TV Bureau Seems 
Hot Topic for 
NARTB Meeting 


New York, May 13—When the 
radio and television broadcasters 
get together for their annual con- 
vention in Chicago later this 
month, attention will be focused 
on a meeting which does not ap- 
pear on the official agenda. 

This meeting will bring together 
the tv section of the industry for 
action on by-laws, charter, budget, 
dues, structure, etc., for the pro- 
posed new Television Advertising 
Bureau (AA, April 26, et seq.). 
At this time the spotlight will fall 
on the 39 station men who took the 
lead in setting up TAB—and par- 
ticularly on a young West Coast 
telecaster who heads the organ- 
izing committee, Richard A. Moore. 

As v.p. and general manager of 
KTTV, Los Angeles, an independ- 
ent station in a seven-station mar- 
ket, Mr. Moore knows first-hand 
what it means to battle for the 
advertiser’s dollar. 


# Since the TAB organizing com- 
mittee sent out its wires to tv 
operators around the country out- 
lining plans for activating a tel- 
evision promotion bureau in time 
to make pitches for the fall season, 
Mr. Moore has been showered with 
wires and telegrams, laudatory for 
the most part. 

Though some of the telecasters 

‘indicate that their budgets are 
|pretty tight, many of them feel 
that a bureau of the type envisaged 
‘by the organizing committee is 
overdue. 
_ The reaction of Dub Rogers of 
-KDUB-TV, Lubbock, Tex., was 
typical of this group. Offering his 
100% support for a TAB now, Mr. 
Rogers voiced the hope that tel- 
evision would not “wait to shut 
the gate after the horse gets out, 
as radio did.” 

En route to Chicago for the 
meeting of the organizing com- 
mittee, Mr. Moore discussed with 
_ADVERTISING AGE the reasons be- 
hind the creation of the bureau. 
“The television stations felt they 
needed to get their story across to 
advertisers and agencies more 
forcefully. We thought this could 
best be accomplished by having 
one vehicle to represent tv stations 
to advertisers,” he said. 


s The principal aim for TAB will 
be to increase television billings— 
national spot and local—by per- 
suading present sponsors to aug- 
ment their tv budgets and non- 
users to see what the medium can 
do for their sales. 

Several of the members of the 
organizing committee, including 
Mr. Moore, represent newspaper- 
owned stations. They candidly 
admit that they will pay the news- 
papers’ Bureau of Advertising the 
highest type of flattery by follow- 


P 


& 


| BEULAH STAINBACK has been promoted to 
office manager for the Hollywood office 
of Ross Roy Inc. She has been with the 


ing its pattern as closely as pos- 
sible. 


s Asked if his committee’s move 
for a TAB will conflict with plans 
for a similar group initiated a 
couple of years ago by the tv 
board of the National Assn. of 
Radio & Television Broadcasters, 
'Mr. Moore said: 
“At the time our spontaneous 
/movement for the promotion bu- 
|reau which we felt television so 
badly needed started, so far as I 
know, none of our members knew 
about the NARTB plans.” 

He said there had been no sug- 
gestion from anybody that the two 
embryonic TAB’s be amalgamated. 


= At the organizaticnal meeting in 
Chicago today, representatives of 
29 stations who are backing the 
bureau made the following recom- 
mendations on TAB structure and 
operation: 

1. A budget of $500,000 should 
be set up for the first year’s op- 
erations. 

2. Representation on the board 
of directors should include one- 
third from cities under 150,000 
population, one-third from cities 
between 150,000 and 500,000 popu- 
lation and one-third from cities 
with more than 500,000 population. 

3. To avoid duplication of effort, 
a bureau committee should meet 
with an NARTB committee to 
work out an arrangement that 
will avoid duplication and provide 
for mutual cooperation. 

4. It was recommended that by- 
laws and a program be drawn up 
by special committees. 

5. Monthly dues should be set 
at the quarter-hour station rate 
as listed in Standard Rate & Data. 

6. The bureau should be organ- 
ized at the NARTB convention, 
charter member stations recruited 
and funds raised for carrying out 
the program. 


Fashion Academy 
Replies to FTC on 
Gold Medal Charges 


(Continued from Page 1) 
personal profit of Mrs. Hartman 
and Alexander H. Cohen, New 
York public relations counselor. 

In denying the complaint, Mrs. 
Hartman said the awards “rep- 
resent no more than the opinion 
of a qualified fashion expert as to 
the fashion merits of products, 
and that the expression of such 
opinion may not be legally re- 
strained under constituticnal 
guarantees.” 


@ The reply also denies that the 
awards constitute a commercial 
venture or interstate transactions 
or unfair or deceptive practices 
in violation of federal statutes. 
Mr. Cohen told FTC the awards 
are granted products “which, in 
the opinion of the Fashion Acade- 
my, are so fashioned as to be a 
paragon of design and styling.” 
He said his firm is employed by 
Fashion Academy to act as its 
representative in its relations with 
both candidates and conferees of 
the award and that he has also 


‘been employed by conferees. 


He asked that FTC proceed im- 


|mediately to hear the case, and 
|expressed a determination to ap- 


peal to the courts in the event that 


4 an effort is made to curtail his 
: activities. 


Stanford Meigs Joins ABC-TV 


Stanford Meigs, formerly an ac- 


‘count executive of Leo Burnett 


Co., Chicago, has been named tel- 
evision network account execu- 
tive in the Chicago office of Amer- 
ican Broadcasting Co. 


Kudner Names Lockwood 
Richard C. Lockwood, formerly 


agency for the past five years, holding | 2SSociate art director, has been 
successively the positions of executive sec- appointed executive art director of 


\ retary and media buyer. 


‘Kudner Agency, New York. 
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Restaurant Men Scour Annual Exposition, 
Seeking New Ways to Bolster Trade Slump 


(Continued from Page 3) 


sions of the convention was men- 
tion of any sort of stepped up ad- 
vertising on the part of individual 
restaurants or the association. 

Ward Webster, Holly’s Grills 
Inc., South Haven, Mich., said 
that, in his opinion, 
tractive, colorful menu with well 
phrased copy” is the best medium 
for increasing a restaurant’s busi- 
ness. He said that his company has 
been unusually successful in boost- 
ing its sales through the use of 
colored illustrations on menus. 

In another address, Spencer B. 
Cone, architect, Cone & Dornbusch, 


said that the best advertising for 


any restaurant is a large number 
of smiling customers. 

“To achieve this goal 
smiling waiting line,’ he 
simply, 


of a 
said 


SPARK EVERY PROMOTION 


.  adatien wid 

: requved .. . 
Additional $1.35 
each subject. 


The PHOTOMATIC Co. 


$3-59 E. Illinois St. * Chicago 11, Wi, 
Phone WHitehall 4-2930 


propriate atmosphere...Decora-| 


tion should be devised to make 
good food and drink look even 
better and consequently taste | 
better. Even the good taste of a) 
prime cut can be lost to the bad/| 
taste of surroundings.” 


“a clean, at-| 


# Also referring to the psycholog- 
ical aspects of eating, Charles 
Glenn King, scientific director of 
the Nutrition Foundation Inc., 
said too many eating places offer 
/monotonous menus, noise and clat- 
‘ter, drab costumes, surly waitresses 
| and bad tasting and unattractive 
| food. 

A feature of the exposition was 
'“Idea Center” where restaurant 
| people were permitted to clinically 
| observe and test equipment, mate- 
rials and services offered by a co- 


“it is necessary to have | operative group of exhibitors. 
good food and service with an ap- 


The organization of the “Idea 
Center” provided for booths for 
each member exhibitor alongside 
the working and demonstration 
| area where the products were in 
|use. Food specialists were permit- 
| ted to study machinery or services 
in action and in relation to a res- 
taurant’s operation as a_ whole. 
Company representatives were 
near by and ready to explain their 
products and services to those who 
were interested. 


s During the exposition, H. J. 
Heinz Co. launched a five-year 
“career for youth program” to in- 
| terest young people in the food 
)service industry. Local restau- 
|rateurs in many areas will be 
asked to support the program with 
| open house arrangements for 
| students, and will also be urged 
| to take part in radio and television 
| programs telling about the indus- 
try. 
| In addition, classrooms in 
|schools will receive vocational 
|kits describing the advantages of 
| a career in the food service indus- 
try. A Heinz scholarship program 
is being planned to help students 
receive professional training in 
'the school of their choice. 
| The program, according to Heinz 


ALAN BOLTE has been promoted to adver- 
tising director of This Week Magazine, to 
succeed Euclid M. Covington, who has 
been named president (AA, May 3). Mr. 
Bolte was assistant advertising director. 


officials, is designed to counteract 
a lack of qualified personnel in 
the industry. 


# Ransom M. Callicott, v.p. of 
Clifton’s Brookdale Cafeterias, Los 
Angeles, was elected president of 
the association, and John O. Saba- 
tos of Bickford’s Inc., Long Island, 
N. Y., was named v.p. L. C. Lang- 
ford of L. C. Langford Co., Donel- 
son, Tenn., was re-elected treasur- 
er, and Frank J. Wiffler, Chicago, 
was again named exec. v.p. 


NY Adclub Elects Phillips 

The Advertising Club of New 
York has elected George A. Phil- 
lips, advertising director, Cluett, 
Peabody & Co., as its president. 
Other officers are Frederic R. 
Gamble, president, American Assn. 
of Advertising Agencies; Robert 
H. Gray, advertising and sales 
promotion manager, Esso Stand- 
ard Oil Co., v.p.s, and James A. 
Brewer, chairman, Brewer-Can- 
telmo Inc., treasurer. 


Fawcett Names Townsend 

Fawcett Publications Inc., New 
York, has appointed Edward S. 
Townsend Co., San Francisco and 
Los Angeles publishers’ represent- 
ative, to represent it on the West 
Coast, beginning June 1. On that 
date Arthur E. Smith, manager of 
the Fawcett office in San Francis- 
co, will join Townsend. 
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'G. D. Crain Jr. Says... 
Lasser Made Accounting Dynamic 


J. K. Lasser, whose sudden death | 
has removed one of the most in- 
teresting figures in the business 
world, will be remembered as a 
man who made seemingly dull ac- 
counting a dynamic factor in de- 
termining the policies of the com- 
panies he served. 

While he was closest to the ad- 
vertising and publishing field, in 
which he specialized for many 
years, his ideas about business 
policy and practice influenced the 
thinking of business men every- 
where. He was a researcher who 
developed positive convictions and 
had both the ability and the evan- 
gelical fervor to express them in a 
way that was contagious. 

I well remember his appearance 
on a panel conducted by the edi- 
tors of ADVERTISING AGE last fall, 
for the purpose of getting expert 
opinion on the extent, direction 
and duration of the business reces- 
sion. Economists are inclined to be 
conservative, and most of the dis- 
tinguished men on this panel ex- 
pressed themselves in terms of 
moderate optimism regarding 1954. 


# But Jake Lasser (known to 
many of his intimates as Yock) 
was vigorously optimistic, and as- 
serted that the opportunity for 
business to go ahead and maintain 
itself at a high level of volume, 
employment and profits depended 
only on its willingness to develop 
new products and to spend ade- 
quately for sales and promotional 
efforts. It looks as if his ideas were 
pretty close to the truth. 

Mr. Lasser’s influence on the 
publishing business, and particu- 
larly business publishing, was 
amazingly great. He served as con- 
sultant on costs and other account- 
ing subjects to the Associated Busi- 
ness Publications and National 
Business Publications, and con- 
stantly preached the gospel of bet- 
ter editorial service and higher 
rates to make that service possible. 
He felt that business publishers 
had unlimited opportunities, pro- 
vided only they were willing to 
make big enough plans. 


® As a close and intimate adviser 
to many of the largest publishers 


in the country, J. K. exercised | 
great influence in the formulation | 
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of policy, particularly in the area 
of expansion and improvement. He 
constantly urged publishers to 
broaden their activities and to 
take advantage of what he believed 
to be the greatest era of economic 
development any country in his- 
tory had ever experienced. 

His ability to translate account- 
ing facts into easily understandable 
language made his name familiar 
to the millions of people who regu- 
larly purchased his famous book, 
“Your Income Tax.” He told me 
that it usually sold about 1,000,000 
copies a year. It was only one of 
many books on business and taxes 
which he wrote, some in collabora- 
tion with Miss Sylvia Porter, fi- 
nancial editor of the New York 
Post. 


® The amazing thing ebout Jake 
Lasser was his energy and drive. 
Though handicapped in the past 
few years by a serious heart condi- 
tion, he always appeared to pe as 
keen for carrying on his work as 
ever, and no doubt didn’t find it 
possible to “take it easy,” as every- 
one who knew him constantly ad- 
vised. 

He was born to be a doer and a 
leader, and his function as a busi- 
ness catalyst was performed right 
up to the last moment. 


Florida Citrus Commission 
Buys ‘Twenty Questions’ 

The Florida Citrus Commission, 
Lakeland, has bought “Twenty 
Questicns” through J. Walter 
Thompson Co. to promote Florida 
citrus products for a minimum of 
44 weeks. 

The program, which is being 
moved from DuMont to ABC, will 
be heard at 8:30 p.m., Tuesdays, 
47 stations, beginning July 6. 


Gannett Publishing Elects 

Jean G. Williams has been 
elected president of Guy Gannett 
Publishing Co., Portland, Me., pub- 
lisher of Maine newspapers. She 
succeeds her father, the late Guy 
P. Gannett. John H. Gannett, a 
son, has been named a v.p. Roger 
C. Williams has been elected pub- 
lisher, v.p. and treasurer, and 
Laurence H. Stubbs, assistant 
treasurer, v.p. and general man- 
ager. 
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i i j i i iated with him in the 
and accounting groups or business | frequently as an adjunct professor ,dustry Information Committee he, been associa : 
Noted Tax Expert associations. of taxes at NYU, and was an active received an award from the Free- -agency, will continue the business. 
ass 1 Since 1949 he spent more and|member of the American Institute doms Foundation for a series of| 
J. K. L or Dies more of his time nutinia at home, |of Accountants and the New York oil industry advertisements. RUSSELL STOVER 
of Heart Ailment either at the Beverly here or at|Society of CPAs. | Mramr Beacu, May 12—Russell 


, a | 
his country estate at Pound Ridge| He is survived by his wife, Mrs. warTER E. SMITH Stover, 66, founder and former 
New York, May 11—J. K. Las-| in Westchester County. He invaria- | Terese Lasser, a son, Donald Judd president of Russell Stover Can- 


ser, 57, nationally known tax ex-|bly rose at 5 a.m. and spent five|Lasser, who operates radio station hacen ae aii af en *. dies, Kansas City, Mo., who de- 
pert and accountant and senior|hours at his electric typewriter,; WICH, Norwich, Conn., and a, S ith, rice > a aan ves. Veloped and patented the Eskimo 
partner of J. K. Lasser & Co., died | breakfasting while working. He/|daughter, Mrs. Barbara Ann Gray | mith, go agency, y 


terday pie, an ice cream product intro- 

early today of a heart attack at his| was never at a loss for something |of New Rochelle. “Ss a ale la ails duced in the early 1920s, died 
home in the Hotel Beverly. to write, and once said: “If I can’t | with ‘eimert E ‘eae int are In here yesterday at his winter home. 

Since 1938 he had compiled an-| generate new stuff every day in a| JEROME BROOKS | 1941 the obla® clahiiied's Flak. | 
nually “Your Income Tax,” a/ field as dynamic as mine, I don’t} New York, May 11—Jerome ia dime nak ts a somuised| . 
hed date Sew Brooks, 38, copy supervisor with | anbott-Kimball Co. as a Kansas WH AT S GOING ON ? 
— ein ——- Sullivan, Stauffer, Colwell & City, Mo., branch. Mr. Smith’s son, 

y imon Cit; 


= His textbooks are used in 160) Bayles, died yesterday at his home| . was in charge cf the Clippings from the business press, 
colleges. M. Lincoln Schuster, the|of a heart attack. He had been | non erand ee nene City pe fin im. | farm papers and ss er 
publisher, once declared at a pub-| with the agency since 1947. til his death in 1950. | zines can — ge spa vr tani 
‘lic meeting that “Lasser is to taxa-| A graduate ~ New bag oan -— — listed hed ory 152-neae 
tion what Einstein is to relativity.” |sity, Mr. Brooks joine enton & : “tie ‘ 

: Mr. Lasser was chairman of the | Bowles in 1937. During World War NICHOLAS GREENFIELD ee wo Checker in 99 
** | Federal Tax Institute at NYU from |II he was one of the chief writers New York, May 11—Nicholas C. prupondy ten an of Booklet No. SO 
/ -*| 1942 to 1951; chairman of Pennsyl-|in the domestic radio branch of Greenfield, 59, founder and pres- “Magazine Clipp! ngs Ald Business” 
vania State College Institute on/the Office of War Information, and ident of N. C. Greenfield Inc., an Order Becon’s Publicity Checker on Approval 
, ‘|Taxation from 1947 to 1950, and/later was in the Army air force. agency specializing in amusement | "tier $6.00— it will soon save its cost. 
J. K. Lasser was a director from 1944 to 1951 of |He returned to B&B after the war and entertainment accounts, died : , 

the Tax Institute Inc., of which he |and later joined SSC&B. While a May 9 at his home of a heart at- BACON 5 CLIPPING BUREAU 
was president in 1949. He lectured!copy supervisor for the Oil In-| tack. His son, Stanley, who has 343 So. Dearborn St., Chicago 4 


Schuster, ~ which 
has. sold more 
than 14,000,000 
copies. 

In addition to 
writing one of 
the all-time best 
sellers in pub- 
lishing history, 
Mr. Lasser was 
the author of nu- 
merous’ other 
books on taxes and accounting and 
turned out 15 to 20 magazine arti- 
cles a year plus monthly and semi- 
monthly question-and-answer col- 
umns on taxation’ for the Journal 
of Accountancy, official magazine 
of the American Institute of Ac- 
countants, and Business Reports 
Inc. He also lectured frequently 
and addressed various associations 


es | 


# “No other writer ever made such 
grim subjects so intelligible to so yg 


many readers,” The New Yorker 


said of Mr. Lasser in a profile pub- SEN l INEL 

lished March 14, 1953. WAI K 

Known as “J. K.” or “Yock” to | Mil 

acquaintances and friends, Jacob 1e 

Kay Lasser was born in Newark, 

N. J., of Polish parents who came 

to this country in the 1880s. His a 

father worked in a hat factory and 

later ran a small grocery store. 

J. K. played football in high school 

and did some amateur boxing. 
After graduating from high 

school, he worked for a time in the 

sports department of the Newark 

Eagle. Later he became a_ book- 

keeper with a manufacturing plant M4 

and attended night classes at New Effective May 15th the 

York University. In 1917, he be-| - " 

came interested in engineering and | 

enrolled in the engineering school | Milwaukee Sentinel 


at Pennsylvania State University. 


During World War I he enlisted in will be represented 

the Navy and after the war re- 

turned to the university where he ° 

took his B.S. in engineering in Nat ionally by 

1920. 

# He then became an apprentice in Hearst Adve rtisin g Se rvice. 
an accounting office in New York, 


but was fired for incompetence. 
Undaunted, he applied for and got J D Gortatowsky 
a job as a tax accountant in a New iit 
York law office because his re- 
tentive memory enabled him to Hearst Newspapers 
memorize within two weeks the 
internal revenue regulations on 
the Revenue Act of 1918. 

One of the important clients of 
the law office was the United 


General Manager, 


Publishers Corp., business paper : - ‘ : 

publisher, which later became part H car®rs t A d ver t 1Sin g S ervice 

of the present Chilton Co., and H. W. Beyea, General Manager 

young J. K. soon devoted most of : 

his time to that company’s tax — . _ nerese ene 

prehieine. o: OFFICES IN PRINCIPAL CITIES 

Meanwhile, he returned to NYU Representing: 

and took evening courses in ac- 

counting and passed the certified NEW YORK JOURNAL-AMERICAN BALTIMORE NEWS-POST & AMERICAN 

public accountant examinations of CHICAG >RICAN ISTON REC AMERICAN any 

both New York and New Jersey. 1ICAGO AMERICA) BOSTON RECORD-AMERICAN & ADVERTISER 
| DETROIT TIMES LOS ANGELES EXAMINER 

s In 1926 he opened his own ac- ee ‘nee awenes , _ 

countancy office at 1440 Broadway, | PITTSBURGH SUN-TELEGRAPH SAN FRANCISCO EXAMINER 

a building he had sentimentally | ALBANY TIMES-UNION SEATTLE POST-INTELLIGENCER 

stuck to ever since. More than | «sitesi siiax: ileeeeeieaiadiaaa 

three-quarters of his clients were | MILWAUKEE SENTINEL 


always publishers of books or 
magazines or companies in the| The nation-wide facilities of Hearst Advertising Service are now available 
graphic arts field—printers, photo- | to advertisers and agencies on behalf of the Milwaukee Sentinel. 
engravers, advertising agencies and ' 
associations. 
Until he suffered his second 
heart attack in 1949, Mr. Lasser | 
usually worked 14 to 16 hours a) 
day, either at his desk, attending 
committee meetings, or lecturing 
and delivering talks before college 
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F C&B Loses About Half | 


Its Armour Billings 


(Continued from Page 1) 
two agencies it would probably be 
along the following general lines: 
All dairy, poultry and margarine 


products in one basic group, and. 
canned meats and dog food in a' 


second basic group. Other prod- 
ucts, like sausage and fresh and 


smoked meats, would probably fall | 
into one or the other of these) 


groups, he added. 


# The Foote, Cone switch will not | 
affect any other Armour products 
or agencies, Mr. Whiting said. 
These include (in addition to Jor-| 
dan & Sieber Associates): 

John W. Shaw Advertising Inc., 
Chicago—Chiffon flakes, Armour 
Suds, Perk soap, Armix shorten- 
ing and advertising for two sub- 
sidiary companies, Jacob E. Decker 
& Sons, Mason City, Ia., and Drum- 
mond Packing Co., Eau Claire, Wis. 


Quality 
CIRCULATION BUILDERS 


for leading 
Magazine Publishers 


UNION CIRCULATION CO., INC. 
Columbus Crele * CO 5 8088 
33 W. 60 ST., N.Y. 23, N.Y. 


“Over a Quarter Century 
of Dependable Service" 


Liller, Neal & Battle, Atlanta— 
Fertilizer. 

Smith, Taylor & Jenkins, Pitts- 
burgh—Pittsburgh Packing & Pro- 
vision Co., Armour subsidiary. 

Merrill Kremer Inc., Memphis— 
Memphis Packing Co., Armour 
| subsidiary. 


‘World’ to Cease Publication 

World, a monthly covering in- 
‘ternational politics and business 
(originally titled United Nations 
| World), is ceasing publication af- 
ter the June issue. Officials, who 
‘hoped for a 125,000 circulation, 
said not enough people were in- 
terested in the book’s contents. 
Circulation is about 40,000. Little 
advertising appeared in its pages. 
Several publishers are reported to 
be interested in purchasing World’s 
subscription list. 


Biddle Promotes I. W. Bach 

I. W. Bach, who has been with 
the agency since 1948, has been 
promoted to assistant manager of 
Biddle Advertising Co., Bloom- 
ington, Ill. He will assist in super- 
vision of the traffic and produc- 
tion departments and direct liaison 
work between the Chicago, Kansas 
City and Bloomington offices. 


'BBDO’s PR Goes Home 

| Batten, Barton, Durstine & Os- 
|born’s public relations department 
has moved into the agency’s head- 
quarters at 383 Madison Ave., New 
York. 


| 


constant 


application of a wide vari- 


ety of techniques: here at WASHINGTON 
every job, big and small, gets the bene- 


fit of our unmatched skill. 


PHOTO ENGRAVING 
COMPANY 
118 S. Clinton Street 


Chicago 6, Illinois | 
FRanklin 2-6343 | 


CONFEDERATE CREW—Carolyn H. Harris, partner in Day, Harris, Mower & Wein- 
stein, Atlanta agency, welcomes Clayton J. Cosse of Dora-Clayton to a Confederate 
Memorial Day party to show off her agency’s new offices. 


U.S. Advertisers Say They'll Spend More 
than $280,000,000 in Foreign Media in ‘54 


(Continued from Page 1) 
gross sales (1.9%) on internation- 
al than on domestic advertising. 
But the percentage is rising. 

The leading medium for export 
advertising was foreign newspa- 
pers—with branches and subsid- 
iaries ranking radio second, and 
U. S.-headquartered firms giving 
second place to U. S. international 
general magazines and newspa- 
pers. 

To the question—‘What are 
your major problems in conducting 
international advertising?”’—re- 
spondents mentioned 44 different 
subjects. Leading by a wide mar- 
gin was the difficulty in getting 
accurate rates and circulation data. 
Second was the inadequacy of 
mailing lists, and third was print- 
ing difficulties. 


# At the morning session of the 
one-day convention, Jan Fels, v.p. 
of Smits Advertising, Amsterdam, 
said that “Western Europe as a 
whole today is a big market, a 
prosperous market and a growing 
market. 

“Tcday you find before you, in 
an area less than half that of the 
U. S., a population nearly twice 
as large as the population of the 
U. S. Thus you will find nearly 
five times as many customers per 
square mile in Western Europe. 
The combined incomes cf the 
countries of Western Europe total 
at least two-thirds of the U. S. na- 
tional income. This figure becomes 
all the more impressive when you 
realize that both wages and the 
prices of consumer goods are much 
lower than in the U. S.” 

On the other hand, Mr. 
pointed out, the seal “Made in| 


Fels | 


its monopoly and good will in 
recent years. Items of European 
origin, such as cigarets, automo- 
biles, typewriters and washing 
machines, are replacing American 
products to a large extent, he 
said. 


@ The ceiling for Canada’s pros- 
perity is unlimited, but it is going 
to take time, and right now the 
prospect of immediate returns in 
that country is being somewhat 
oversold, according to Robert M. 
Campbell, v.p. and co-manager 
(with Mark Napier) of J. Walter 
Thompscn Co., Toronto. 

Canada’s prosperity is not based 
so much on boom developments as 
it is on solid, slow growth, he 
said, and the spending wealth is 
nct found in the boom areas where 


|it originates. 


“If you want to translate Can- 
ada’s new wealth into car sales, 
breakfast foods, household appli- 
ances and butchers and bakers and 
candlestick makers, think in 
terms of the old, established mar- 
kets. That’s where our new wealth 
is spent. 

“But don’t think in terms of 
selling these old, established mar- 
kets in the old, established ways, 
because the nature of the markets 
is changing quite rapidly,” he 
said. 


Four A’s Chapter Elects 


George B. Barnard, of Aitkin- 
Kynett Co., has been elected chair- 
man of the Philadelphia chapter 
of the American Assn. of Adver- 
tising Agencies. Other new officers 
are Julian G. Pollock, Julian G. 
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New York Medical 
Group Hits Health. 


Insurance Program 


New York, May 13—The Health 
Insurance Plan of Greater New 
York received what could be a 
death blow at the hands of the 
state medical society which, in 
effect, has censured its advertis- 
ing practices. 

At the same time, the house of 
delegates of the New York state 
medical society upheld charges 
against a Queen doctor whose 
name had appeared in Health In- 
surance Plan advertising and ap- 
proved a resolution offering “clar- 
ifications” of the physicians’ code 
of ethics. 

These “clarifications” say that 
advertising aimed at getting pa- 
tients for a medical care plan—the 
HIP program—should be consid- 
ered unethical. In addition, they 
restrict the activities of physicians 
affiliated with group plans. 

Lawyers for group plans indi- 
cated that these rules would be 
fought up to the U. S. Supreme 
Court on the grounds that they 
may be subject to Shermar Act 
provisions. 


® This latest attack on the activi- 
ties of HIP, a seven-year old group 
with some 500,000 members in 
Greater New York (including 300,- 
000 municipal employes), is only 
the newest in attempts that stem 
back almost to the plan’s imcep- 
tion. These actions have increased 
in intensity since the plan em- 
barked on large-space newspaper 
advertising several years ago in 
order to attract subscribers (AA, 
Nov. 12, ’51). 

Replying to the resolutions 
passed by the society, Dr. George 
Baehr, HIP president and medical 
director, said: “Interpretation of 
the code of ethics as prohibiting 
advertising by a health insurance 
plan like HIP is designed to pre- 
vent it from informing the public 
of its existence and of its premium 
rates, benefits, and methods of op- 
eration. 

“In this manner it would prevent 
the public from knowing about 
and joining a non-profit voluntary 
insurance plan which is authorized 
by law. It is also intended to pre- 
vent licensed physicians from 
serving subscribers and thereby 
deprive them of their legal rights 
under the Medical Practice Act 
and the education law of the state.” 


Segall Promotes Heyman 
Philip Heyman, for scven years 
art director of Theodore H. Segall 


Pollock Co., vice-chairman, and) Advertising Agency, San Francis- 


William C. Faust, Geare-Marston, | 


U.S.A.” has lost a good deal of secretary-treasurer. 


/co, has been named v.p. in charge 
of visual media. 


Give Your Ad Budget the Three-Way Stretch 


in This Rich WEST VIRGINIA 
GOLDEN TRIANGLE 


There's a triple threat to sagging sales curves waiting for you in this tri-city 
Grea in prosperous West Virginia. You get dominant coverage exclusively 


iflay 


NEWSPAPERS 


WHEELING 


INTELLIGENCER (A.M.) 
NEWS-REGISTER (P.M.) 
NEWS-REGISTER (SUN.) 


with the Ogden Newspapers . . . 


serviced nationally by McDevitt . 


. Proof 


of the market value? These 1954 Consumer Market figures: 


POPULATION ..........455,886 
HOUSEHOLDS ..........134,480 
CSI ............$684,070,000 
RETAIL SALES .....$392,053,000 
FOOD SALES ......$108,606,000 


PARKERSBURG 


NEWS (A.M.) 
SENTINEL (P.M.) 
NEWS (SUN.) 


DRUG SALES ......$ 8,955,000 
GEN’L MDSE. .....$ 47,214,000 
APPAREL ........$ 23,376,000 
AUTOMOTIVE .....$ 73,038,000 
BM&H ..........$ 27,189,000 


FAIRMONT 


TIMES (A.M.) 
WEST VIRGINIAN (P.M.) 
TIMES-WEST VIRGINIAN (SUN.) 


Represented Nationally by GEORGE A. McDEVITT CO., INC. 


NEW YORK — CHICAGO — DETROIT — PHILADELPHIA — PITTSBURGH 
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Advertising Age, May 17, 1954 


Mundt Committee - 
Okays Sponsors 
for TV Hearings 


NEw York, May 14—Mindful|@ 
that the tv networks which are| 
carrying the Army-McCarthy hear- 
ings in full are being “hurt” finan- 


_ Last Minute News Flashes 3 Editors Leave 


Kroehler, Admiral, Glidden, Mohawk Join in Drive Fawcett's ‘True’ 


Cuicaco, May 14—Four home furnishings manufacturers are joining for od Argosy’ Jobs 

|in a promotion which will be launched with four spreads in color in 

|the Sept. 13 Life. Other magazines will be added later. The companies); NEW YoRK, May 13—Fawcett 
|are Kroehler Mfg. Co., furniture maker; Admiral Corp.; Glidden Co.,| Publications this week lost True 
Cleveland paint producer, and Mohawk Carpet Mills, Amsterdam, N. Y.|editor Ken W. Purdy, executive 
|The promotion idea, originated with Kroehler, will be built around| editor Thomas J. 

|the theme “TV center—the new show place of your home.” The cam-| Naughton, and 
| paign was mutually worked out by Henri, Hurst & McDonald (Kroeh-| European editor 
|ler), Russell M. Seeds Co. (Admiral), Meldrum & Fewsmith (Glidden) | Michael Stern— 
|}and Maxon Inc. (Mohawk). ‘all of whom 


i . ‘move to similar 
pA — a, — Tveter to Launch Own Agency in June posts with Popu- 
reversed itself and ruled that the New York, May 14—Harold M. Tveter is resigning as v.p. of Grant | lar Publications’ 
networks may sell their coverage | ROBERT B. DOWNEY has been named mer- & Wadsworth, New York, to open his own agency at 270 Fourth Ave. | “——s agi 
to sponsors. \deiiien ed Ghetinn Guat about June 1. The new organization, to be known as Tveter Inc., ex-_ : r. ze 
P It now remains to be seen if Waring Products Corp., New York, sub- pects to start operations with about 20 accounts. | cnedsad 4. Samal ; : 
meri Br i ; ich | sidiary of Claude Neon Inc. He was for- . Be . 
has been feeding full live eoveracs | merly’ with Remington Rond Ine, west ve, | Cole Switches from Y&R to Doyle Dane Bernbach — who __ resigned, Ken W. Purdy 
to approximately 70 cities, «nd cently as assistant to the v.p. in charge of Los ANGELES, May 14—Cole of California has placed its account with | takes over June 7. pa 
DuMont, which is airing this news advertising and sales promotion. Doyle Dane Bernbach Inc., New York, replacing Young & Rubicam as | Mr. Naughton and Mr. ; —_ 
as it happens on about 12 stations, Cole’s agency. The current magazine campaign for Cole’s swimming | who authored the _— * e 
can sell the hearings. It is not McGraw-Hill Urges suits is the product of Doyle Dane Bernbach. be pee ae Ranson Ps or 
— po gl prs ee ‘Task Method’ { Talmadge, Scott Leave Baird for Lewin, Williams positions with Argosy, which cur- 
to — coverage, also png a as ethno or New York, May 14—Richard H. Talmadge, v.p. and account execu- rently has a circulation of 1,250,- 


a i i i j j " i t guarantee is 
f tive of Gordon Baird Associates, has resigned effective May 21 and,|000. True’s presen 

way for CBS Television and NBC Sales Budget Plans will join Lewin, Williams & Saylor as v.p. A report that the Hudson|1,750,000 and it recently an- 
to sell their film highlights. The Yy ; Pulp & P Ge. intusteial t. will ith him to LW&S could | nounced reaching the 2,000,000-a- 
latter did not feel it had an okay to) Nw YorK, May 13—A leading} Pulp aper Co., industrial account, will go wi im to VOU, 


3 ¢ : : : : Vi i i i th mark. 
sell the hearings at press time. business paper publisher has just not be confirmed. William H. Scott, research director of Baird, is also/mon 

The reser hye “It wil] | issued a detailed 24-page report on| joining LW&S as director of marketing and research, a new position] Two other True editors today 
be permissible to have announce- | "dustrial advertising budgets, but} in the agency. | were said to have joined Time 
ments made at the beginning and|has cautioned recipients against Inc.'s new sports weekly, which 


the conclusion of the hearing and | taking it too literally. Acousticon to Alfred J. Silberstein-Bert Goldsmith will bow in August, (see story on 
during any official recesses of the| 1m the foreword to its survey on| Jamaica, N.Y., May 14—The Acousticon division of Dictograph| Page 45). They are Peter Barrett, 
committee which will say the fol-| Percentage of sales invested in in-| Products Inc. is moving from Buchanan & Co. to Alfred J. Silberstein-| outdoor editor, and Lucien Cary, 
lowing: dustrial advertising for 1953, Mc-| Bert Goldsmith Inc., New York. gun editor. 


“These hearings are brought to|G@T@w-Hill Publishing Co. says: | w. . ss 
vine te tee ae without’com.|These figures should be used as|Cigar Institute Returns to Advertising 


mentary as a public service under | 8Uideposts, rather than as the actu-| New YorK, May 14—The Cigar Institute of America, which sus- Roger F awcett D enys 
the sponsorship of —————__—’, | 2 basis for a company’s decision | pended its advertising in March (AA, March 22), pending results of ‘Gossip Attacks’ in 
While the subcommittee does not|°" advertising appropriations. So|a survey, expects to resume advertising next month in Sunday sports 

want to bar any particular kind|™@ny variable factors are at work| sections, and will release details of the survey and new ad program in Memo to Employes 
of advertising, it is hoped that the|im the figures reported by each| the next two weeks. Benton & Bowles is the agency. 


networks will use good judgment |CO™Mpany that it would be imprac- . . . . New York, May 14—In a memo 
in the types of nodal a tical for others to follow literally Coughlin Joins Kimball; Other Late News | to employes unusual in the pub- 
they secure.” any given percentage.” e Herbert V. Coughlin, former v.p. and account executive of Peck Ad-|lishing business, Roger Fawcett, 


After listing some of these fac-| vertising Agency, New York, has joined Abbott Kimball Co. as an ac-! general eo of pete se go 

, , tors, the report continues: “It is| count executive, and taken the Industrial Bank of Commerce account| lications, yesterday denied a ra 
# DuMont, which expects to pick ? f : ich h ssailed as 
up a much larger station list if the obvious, therefore, that the task| with him. of rumors whic ea 


. . . ‘“ ry ” 

hearings are sold, reported keen method oe the most realistic for e The American Newspaper Publishers Assn. will make its 1941-to- gossip attacks. sas 

: establishing effective sales budgets, ‘ : ; Mr. Fawcett denied: 

interest from sponsors. The net- ieooe th iad toned date files available to the Department of Justice Monday, May 17. The ea 
work is pitching the hearings to pi “ = o ne oa , asec’ on 4) Justice Department, inquiring into advertising practices, indicated it} 1. That Fawcett owes ae 
major daytime tv advertisers | *™iCt Percentage of sales. would have FBI agents examine the material. amount” of money “in excess 0 


i “Why this booklet, then, on the obligations incurred normally by 
whose regular attractions are los- : sedi : : : : ; ; ” 
ing audience to the hot contro- percentage of sales invested in in-|@ David J. Gillespie Jr., formerly media coordinator for Kenyon & any publisher. 


vera dustrial advertising? We hope it| Eckhardt, has been elected a v.p. and transferred to the account man-| 9. That True is folding or that 
Auead what sort of apensers he will prove useful as a guide, as a| agement staff on Lincoln-Mercury. Lucian R. Bloom, formerly media| rgitor Ken Purdy “was squeezed 
thought would be enemies checklist, as a means of compari-| Manager in Detroit, becomes media coordinator in New York. out for economy reasons.” 


ittee’ ith what other companies in ing i iner’s findi ica-| 3. That 500 telegrams went to 
excluded by the committee’s ex-|5°" W? 0 : ; ie Reversing its hearing examiner’s findings, the Federal Communica 2 ‘ 
hortation to broadcasters to “use|the field are investing in their) tions Commission has awarded Channel 12 in Flint, Mich., to WJR,|Today’s Woman advertisers, tell- 
good judgment” in the selection of over-all as well hae individual prod-| Detroit. The hearing examiner had recommended that the channel be|ing them they’d get rebates, but 
these sponsors, John H. Bachem ~ snes ean m awarded to Trebit Corp., Flint. would have ees till Fawcett 
: ia. e study is based on replies . . ah , “could dig up the money.” 
ees ae hag ong eal received from 683 industrial ad-|@ Louis T. Fischer, media director of Dancer-Fitzgerald-Sample, has 4. That Fawcett intends to drop 


al Democratic Committee would| V@'tisers in 17 product groups. been named a v.p. of the agency. out of publishing, build a printing 


lify though i i ° empire, or sell out entirely. 
Soe ee Chicagoan Claims |»=,s still ‘very much in busi-|""5. That more pay cuts are con- 
51, well-known Southwest adman T e 6. That the pension fund is be- 
= Ernest Lee Jah )~» A “ies ° . p 
Sone tae RC AB | and most recently publicity diree-|/?Qnsterads Idea? — /wapoip RICHARDSON ing dropped 
he tor of the Valley National Bank, New York, May 12—Harold W.| 7. That magazines were started 
s d ts f - ’ . ° 
emis tae ess eee ai naling died suddenly May 7 after a heart Sues Agency Men Richardson, 53, editor of Con-|and suspended for “tax” pur- 
a in the committee specifications to attack. CuHIcaGo, May 11—A_ $250,000) struction Methods & Equipment, poses. 
keep sponsors from including came Mr. Arnold, a native of Iowa,| damage suit has been filed in su-|a McGraw-Hill publication, died 8. That True Confessions is be- 


: ; came to Arizona in 1929 and or-|perior court here against the Chi-|today of a heart attack. He had|ing suspended. 
ecnnire Trg poy neq ganized Associated Advertising Co.| cago Transit Authority and Chica- | been associated with McGraw-Hill ;. That Fawcett settled a comics 

The best crack on the subject of in 1931. The company s name was| go Transferads by Robert T. Mur-|for 16 years. ; magazine court case for $500,000 
sponsorship came from a network later changed to Advertising Coun-| bach, _who says the idea for} Mr. Richardson was credited | or $750,000 last year. 
executive (who for his own sake selors of Arizona and Mr. Arnold advertising on the back of CTA | with being the first man to travel 10. That Roscoe Fawcett and 
will remain nameless) who sug-|W@S 4 V-P- of the firm until 1943) transfers was originally his. ; the full length of the Alcan High- | w. H. Fawcett have resigned. 
gested that a “deodorant might be when he sold his interest and| Mr. Murbach claims he first} way and to write an article on the In denying these ten “rumors,” 
a proper sponsor or an aspirin founded Arnold Advertising Agen- presented the idea to Walter T.|project, and the first to report) jr Fawcett said that “currently, 
might be the most appropriate of |°Y: He withdrew from the busi-| McCarter, CTA general manager,|on structural damage caused by | Fawcett Publications had been 
all.” ness in 1950 because of ill health.|on May 17, 1948, in confidence.|atom bombs in Japan during subjected to such attacks to a de- 

A year ago he was named public| When the transit company started| World War II. A native of Sioux gree greater than at any time in 
NAN M. COLLINS relations director of the 34-office|to use transfer advertising, Mr. | City, la., he was graduated as alour more than 26 years of exist- 
. Valley Bank system. Murbach said, he was to be com-| civil engineer from the University | ence.” 

PHILADELPHIA, May 12—Nan M.| Active in YMCA and Lions Club) pensated either in cash or by ex- of Colorado and was associated He said the reason behind the 
Collins, owner of Nan M. Collins | activities, Mr. Arnold was a co-|clusive rights to sell the advertis-| with Bates & Rogers Construction memo was “the discomfort and 
Advertising Agency here, died last|founder of the Phoenix Advertis-| ing. Co., Chicago, before joining Mc- ja¢,% of security that such loose 
night after several weeks’ illness.|ing Club in 1935 and served as its} The project, from which the|Graw-Hill in 1928 as construction | 


' - ; . . . . talk may have caused among peo- 
Miss Collins had been in the ad-| president the following year. CTA gets at least 55% of gross| news editor of Engineering News- ple in the company.” Then he 
vertising business for more than revenues, was launched in Janu-| Record. He had been editor of | ,qqeq: “People who work for a 
25 years. She organized her own| THOMAS M. BULGER ary, 1952, under the auspices of |'CM&E since 1949. company have a right to the se- 
business in 1950 and maintained; CuHicaco, May 13—Thomas M.|Chicago Transferads, a company curity earned by their own ability, 
offices in the Commercial Trust| Bulger, 50, publisher’s representa-|formed by Joseph J. Finn and| WALTER E. KLINE ‘loyalty and the correct business 
Bldg. tive for Geyer Publications, was|Charles A. Reincke, v.p.s of! Los ANGELES, May 11— Walter | clicies of management.” 
Twice she served as president of found dead today in the garage of| Reincke, Meyer & Finn, Chicage|E. Kline, 61, head of Walter E. | 
the Philadelphia Club of Advertis-| his home in suburban Glenview. | agency. |Kline & Associates, public rela- 


ing Women. She was a member of| Mr. Bulger had been with Geyer| Mr. Reincke, Mr. Finn and tions counsel, died May 6. Ronson Changes Name 

the Eastern Industrial Advertisers |for the last eight years, coming to Charles L. Fleming, another prin-| Born in Olympia, Wash., Mr. In keeping with the increased 
and the Direct Mail Advertising; the company. after spending 16/cipal, are named in the suit. |Kline moved to Los Angeles in diversification of the company’s 
Assn. and was public relations| years as co-advertising manager of| Although results of the project 1918 and established his company products (an electric shaver was 
chairman and a former director of| Specialty Salesman Magazine. He| have been considered only moder- | shortly thereafter. His son, Fred introduced recently), Ronson Art 
the Philadelphia chapter of the| previously was an ad salesman| ately successful, a spokesman for |W. Kline, will continue the busi-| Metal Works Inc., Newark, has 
American Marketing Assn. with Ziff-Davis Publishing Co. | Chicago Transferads said the com- | ness. ‘changed its name to Ronson Corp. 
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(Continued from Page 3) 
62% above the same period last 
year. This week alone, on the ba- 
sis of those received so far, orders 
are 125% above the same week 
last year. 

Chicago jewelers offered a $71.50 
Benrus for $40, a $59 Bulova for 
$33, a $45 Bulova for $28, a $57.50 
Bulova for $38, a $125 Longines for 
$70 and a $71 Elgin for $55. 


s At Lane Jewelers in the south 
end of Chicago’s Loop, an AA re- 
porter got nowhere in finding a 
“price’—except on Elgins. “No 
legitimate dealer will give the 
35%-off you see advertised around 
here,” said the jeweler. 

The big-discount shops follow 
this practice, AA was told: They 
buy “clean” watches at pawnshops 
for around $15, have them recondi- 
tioned and sell them as “new’— 
at “35-50% off.” 

Another practice, the Lane deal- 

er complained bitterly, is to “take 
a watch like this $71.50 Longines, 
put on a fancier band and offer it 
for $92, with a big ‘discount.’ ” 


s Sure enough, in a big store im- 
mediately next door to Lane, AA’s 
shopper was offered a choice of 
three $71.50 Longines and Witt- 
nauers—on credit—as follows: 


ME ai acacpiriaieitincvune $71.50 
TIPTREE opvgiclacdaieiesanatssadavces 1.43 
Carrying Charge .... 7.15 
Choice of new 

MOI BADGE ....cessc000 12.50 
Es WRG cssicsessses 92.58 
I cacatissapivesasass still 71.50 
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Price Cuts Make Some Watch Sellers 
Woeful as Traditional Practices Die 


mestic and imported units is dra- 
'matic and bitter. The U. S. com- 
_panies have contended that they 
'face ruin because of foreign com- 
‘petition, and they have pointed to 
‘their essential status as defense 
: ’ ‘producers of a variety of instru- 
23%, as AA’s prospect figured it. _ments and fuses. 

; | The importers feel that (1) the 
= One of the things that stood out | y. s. companies are doing all right, 
is that it is the leading makers in and (2) that their defense role has 
the field whose products are being peen greatly exaggerated. 
cut hardest. Trade sources figure | To support the first argument, 
‘that about 14,000,000 jeweled lever they show that in 1936, when tar- 
watches were sold at retail in the  jffs on watches were first lowered 
U. S. in 1953. Of that volume,| as part of the Swiss trade agree- 
probably 75% came from the seven ment, Elgin and Hamilton were 
‘major companies. All seven are complaining that they might be 
‘major advertisers, all fair trade) forced out of business. In the in- 


their products, all sell through the 
‘same outlets to the same type of) 


‘consumer and in about the same 
‘price range. Hence a major move 
by any one of them cannot help 


‘having repercussions on them all.) 


| In general, the seven companies 
‘retail from around $33.50 into the 
$75 range. Above this range is a 
| small market for luxury watches. 
Below it is a very large market 
(3,000,000 to 4,000,000 units a 
year) where U. S. Time Corp., 
Sears, Roebuck, Montgomery Ward 
and department stores dominate. 


a In the $33-to-$75 range, trade 
sources think that the companies 


‘concentrate on watches selling at) 


terim, Hamilton sales have risen 
‘from $4,000,000 to $33,000,000 an- 
nually, and Elgin sales from $7,- 
(000,000 to $56,000,000 annually. 
'Hamilton’s total assets have quad- 
rupled, and its net worth has tri- 
|pled. Elgin assets have increased 
more than three times, and its net 
worth doubled. 


picture of an industry driven to 
the wall. 


# In 1952, the domestic companies 
protested that their share of the 
market was being infringed by 
Swiss companies, and asked for a 
change in tariff. In rejecting the 
increase, which was recommended 


stack up about like this: 

The biggest factor is Bulova, 
which accounts for around 25% of 
this segment of the market. Bulo- 
va both produces domestically and 
imports, with the ratio varying) 
from around 50% to 65% in favor) 
of imports from year to year. 

The next factors, approximately 
equal in volume, are Elgin and 
Benrus, and their combined sales 
about equal Bulova’s. Elgin may 
account for as much as 95% of U. 
S. production; Benrus is 100% im- 
port movements. 

Longines-Wittnauer comes next, | 
and is a 100% importer. | 

Gruen watch is next, with a) 
small proportion of U. S. produc- | 


by the Tariff Commission, Presi- 
dent Harry S. Truman commented 
that the industry was prospering 
“by all of the customary standards 
of levels of production, profits, 
wages and employment...It is 
difficult to see how any serious 


‘injury is evidenced...” 


The importers also argue that 
the domestic watch makers are 
only concerned with imported 
movements, and have never at- 
tempted to curb the imports of 


| jewels and machinery. They point 


to the U. S. Tariff Commission’s 
1947 report which said in part: 


“From the point of view of na- 


tional defense, the domestic watch 
industry has two . weaknesses 


tion, the remainder import. /which cannot be remedied merely 


Hamilton watch is next, almost! 


‘by action to reduce imports of 


The importers say this is not the 


entirely U. S. production. |watches and movements; one is 

Waltham is pretty far back still, the dependence of the U. S. on 
after reorganization, and now pro-| foreign sources of supply for jewel 
ducing a mixed output of U. S.- bearings; the other is its reliance 
made 19-and 21-jewel watches and Upon Swiss sources for certain 


cased imports of 17 jewels. 


|g If the seven companies are all 
aiming at the same market, they 
,are split drastically on the tariff 
‘issue. There the break between do- 
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types of watchmaking machinery.” 


| 
| 


_@ Finally, the importers argue that 
‘domestic companies have over- 
|stated their defense role. The 
‘Clock Manufacturers Assn. of 
|America in its presentation to the 
U. S. Tariff Commission on March 
1 of this year said flatly that “the 
|sole source of production of vital 
‘timing devices for fuses is the 
| horological industry. No other in- 
dustry has been able to produce 
‘them successfully. If the domestic 
timepiece industry is crippled or 
destroyed...our capacity to pro- 
duce critically needed defense 
‘items of this type will be corre- 


‘spondingly crippled oor  de- 
stroyed...” 

What the importers, or the 
American Watch Assn.—as it 


called its group before the Tariff 
Commission—has to say is best re- 
ported by a speech delivered by 
Sen. L. C. Hunt (D., Wyo.) April 
6, 1954. Sen. Hunt cited the follow- 
ing companies as making fuses— 
Eastman Kodak, National Cash Re- 
gister Co., Eclipse Machine divi- 
sion of Bendix Aviation Corp., Un- 
derwood Corp., King-Seeley Corp., 
Gibb Mfg. & Research Corp., 
Thomas A. Edison Co., and George 
W. Borg Products. And he added 
that Frankfort Arsenal and Inter- 
national Business Machines Co. 
Ltd., Toronto, also produce these 
items. 

On the basis of reports from 
these companies, Sen. Hunt said, 
“More mechanical time fuses and 
devices were made by concerns 
outside the clock and watch indus- 
try than were made by U. S. con- 
cerns engaged in the watch and 
clock industry.” 


Washington Jeweler 
Sells $71.50 Elgin 
Watches for $28.60 


WASHINGTON, May 12—An- 
nouncement by Elgin National 
Watch Co. of a 20% reduction in 
its list prices continued to be 
reflected here this week in fantas- 
tic sales by jewelers who said 
they were closing out the Elgin 
line. 

Kay Jewelers of Washington, 
part of a 9l-store coast-to-coast 
operation, advertised the Elgin 


line at 60% in the Washington 
Evening Star, stating: 

“Elgin’s policy forced us to do 
it...They have themselves to 
blame.” 

Last weekend, Franc Jewelers, 
which operates three stores here, 
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made a similar offer. 

Trade sources attribute the sales 
to resentment over Elgin’s demand 
that retailers take a loss on their 
inventory. There is widespread 
fear that Elgin’s plan might be 
adcpted by other watch firms, and 
by manufacturers of other fair 
traded merchandise. 


a As a result of the recent sales, 
the public here has seen varying 
quotations on Elgin watches. One 
day a watch is sold for $71.50, 
the next day Elgin reduces it to 
$57.20, and then Kay offers it for 
$28.60. 

Sales broke here because the 
District of Columbia has no fair 
trade law. Trade sources say that 
in several other key cities where 
Kay operates under fair trade 
laws, Kay has complied with fair 
trade provisions requiring it notify 
Elgin that it is clearing out the 
line. Elgin has the right to take 
back the merchandise in these 
markets to forestall advertising of 
price cuts. 

A check with Elgin Watch by 
AA revealed that last March 31 
Kay gave Elgin the opportunity to 
buy back watches in the states 
where fair trade laws applied. 
Elgin bought back these watches 
from 10 stores in California, Con- 
necticut, Georgia, Indiana, Ken- 
tucky, Massachusetts and Tennes- 
see. 


Factor-Breyer Adds One; 
Resigns Globe Bottling 

Diced Cream of America Co., Los 
Angeles, has named Factor-Breyer 
Inc., Los Angeles, to handle its ad- 
vertising. The company licenses ice 
cream manufacturers to package 
ice cream in special containers for 
individual serving under the name 
Diced Cream. Consumer publica- 
tions, tv, radio and point of sale 
material will be used. 

The agency has resigned the ac- 
| count of Globe Bottling Co., Los 
Angeles. 


Mahoney Opens Coast Office 
David J. Mahoney Inc., New 

York, has opened a branch office 

at 650 N. Bronson St., Hollywood. 
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Re-Runs, Few 
New Faces Set 
for Summer TV 


(Continued from Page 2) 


simulcasts. A variety show, headed 
by Red Skelton, will occupy the 
“Godfrey & His Friends” time spot 
during July and August. Toni, 
Pillsbury and CBS-Columbia 
haven’t announced whether they 
will sponsor this replacement or 
take a hiatus on the time. 

Most of CBS-TV’s Tuesday 
night regulars will remain on the 
air for their present backers, but 
Edward R. Murrow and his “See 
It Now” sponsor, Alcoa, both will 
take a vacation; the network will 
air a “Blue Angel’ variety show 
|as a_ sustaining substitute. Red 
Skelton’s half hour for Pharma- 
ceuticals will be filled by «”new 
quiz, “Two In Love,” with Bert 
Parks as star for Geritol. 


= Except for the Red Skelton- 
emceed variety show, the Wednes- 
day night lineup will look about 
the same as it did during the reg- 
ular season. Singers Merv Griffin 
and Betty Ann Grove will pinch 
hit for Jane Froman (GE) and Jo 
Stafford (Gold Seal). 

Toni and Carter Products have 
not decided on a summer show to 
spell “Place the Face.” The “Lux 
Video Theater” period will be 
cpen when that show moves to 
NBC and GE’s plans for the “Meet 
Mr. McNulty” period are not def- 
inite. 

Friday night on CBS-TV will 
find “Pantomime Quiz” back as 
a sub for “Mama” (General 
Foods), a drama replacing “My 
Friend, Irma” (Brown & William- 
son) and probably a _ network 
newsman filling in for Murrow’s 
“Person to Person.” American 
Oil and Hamm Brewing, backers 
of the latter show, will go off for 
the summer. Otherwise the Fri- 
day regulars will remain, with 
some of them, like “Our Miss 
Brooks” (General Foods). using 
repeats. 


@ Jackie Gleason, Saturday night’s 
kingpin, will take a vacation from 
performing, but he will produce 
an hour musical-variety stanza, 
starring the Dorsey brothers, as 
his replacements for Schick, 
Sheaffer and Nescafe. Walter 
O’Keefe will ask the questions on 
“Two for the Money” for Old Gold 
while Herb Shriner takes a 
breather. 

The off-season picture at NBC, 
which offers no programming dis- 
counts, is less sharply defined. Ex- 
cept for Procter & Gamble, which 
has dropped the “Paul Winchell 
Show” as of June 27 and has or- 
dered an eight-week hiatus on the 
“Letter to Loretta” time, all the 
Sunday night sponsors are ex- 
pected to stay in their usual peri- 
ods. Ted Bates & Co. will produce 
a summer “Comedy Hour” for 
Colgate-Palmolive Co., with origi- 
nations alternating between New 
York and Hollywood. The pro- 
gram is described as a “revue with 
the accent on fresh, new talent.” 


= The Monday night lineup, 
which NBC is shaking up to make 
room for Sid Caesar and color 
spectaculars in the fall, is still a 
big question mark fcr summer. 
Three programs have been dis- 
possessed to make room for the 
super shows—‘Name the Tune” 
(Block and Speidel), “Voice of 
Firestone” and the “Dennis Day 
Show” (RCA). RCA will use re- 
runs to keep its time filled through 
July. Firestone is not expected to 
stay on this summer, and Block 
and Speidel have not made up 
their minds. American Chicle is 
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ART DIRECTOR’S DREAM—Tell the artist who the client is and 
then leave him completely to his own devices. That’s what hap- 
pens when advertisers buy a page in “Improvisations,”’ 
issued at its spring 


publication by the Artists Equity Assn. 
Fantasia Ball. For the benefit of ill and 


annual 


indigent artists, the May 20. 


ball includes numerous advertising and public relations people 
among its sponsors. The above is a sampling of the ads turned 
out for this year’s program. Advertisers, unless they read Ad- 
vertising Age, won't get to see them until the night of the ball, 
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‘last minute changes in the present position, Arthur E. Irwin, sales 


‘| York, will spend $750,000 this | 
|year to nationally advertise and} 
_ promote its venetian blind com-) 
| Ponents. Televisicn and consumer | 


the first sponsor lined up for the 
Caesar show in the fall. 

Robert Montgomery will pro- 
duce a summer stock company 
dramatic series for Lucky Strike 
and Johnson’s wax again this year. 
Dinah Shore’s time for Chevrolet 
will be filled by a situation come- 
dy, the “World of Mr. Sweeney,” 
starring Charley Ruggles. 

Tuesday night will find Buick 
and Berle taking a break, P&G 
presenting “Fireside Theater” re- 
runs and Helene Curtis airing a 
dramatic show in the “ Armstrong 
Circle Theater” period. Revlon 
will go off the “Mr. & Mrs. North” 
show in June, but Congoleum 
Nairn will stay on an every-other- 
week basis. 


= GE and Scctt Paper Co. are ex- 
pected to televise some re-runs of 
“I Married Joan” and “My Little 
Margie.” Kraft Foods “Television 
Theater” will continue its un- 
broken run. Hazel Bishop’s plans 
for “This Is Your Life” have not 
been indicated, but last summer 
repeats were telecast. 

Summer orders call for re-runs 
on the “Groucho Marx Show” 
(DeSoto-Plymouth) and “Drag- 
net” (Chesterfield) again this sea- 
son. “Martin Kane” (U. S. Tobac- 
co) has been moved out to make 
way for “Lux Video Theater” and 
goes cff the air June 17. Hazel 
Bishop has bought this Thursday 
10 p.m., EDT, period for an eight- 
week series. “Stop the Music” is 
under consideration as the show. 

On Friday night on NBC-TV, 
Pontiac dealers, sponsors of the 
“Dave Garroway Show,” will take 
a hiatus, probably to return in the 
fall with a new show. Simoniz 
and Pall Mall will air mystery 
dramas as a summer substitute for 
“Big Story.” A half hour fight 


film will replace Gillette’s live 
bouts. 


= When Sid Caesar and Imogene 
Coca split up, the “Your Show of 
Shows” spot will be filled by the 
“Saturday Night Revue,” starring 
Eddie Albert and featuring Allan 
Young and Ben Blue on alternate 
weeks. This participating attrac- 
tion is about 95% sold out for 
summer. Sunbeam’s “Ethel & Al- 
bert” will take a vacation. Crosley 
will get a hiatus on the “Hit Pa- 
rade” period as Lucky Strike takes 
over the time on an every-week 
basis for re-runs of “Private Sec- 
retary.” A new quiz sustainer, 
“Bank on the Stars,” will spotlight 
Bill Cullen. 

ABC’s working schedule for the 
summer season is peppered with 
question marks. “You Asked For 
It” stays on for Skippy peanut 
butter. Walter Winchell is ex- 
pected to work for American Safe- 
ty Razor Corp. and Gruen most 
of the summer. “Dr. I. Q.” (Hazel 
Bishop) and “Break the Bank”) 
(Dodge) will stay on. “Make 
Room for Daddy,” with Danny 
Thomas, will switch to re-runs. 
Dedge continues as sponsor of this | 
situation comedy; effective July 6. 
Pall Mall will replace Lucky 
Strike as alternate sponsor. 

The “U. S. Steel Hour” stays on 
as does “The Name’s the Same,” 
with Star-Kist replacing Swanson 
as alternate advertiser. The “Kraft 
TV Theater” will remain on the 
air. The “Ray Bolger Show,” 
which has been dropped by Pall) 
Mall, is one of the question marks. | 


= Friday nights on ABC “Ozzie| 
& Harriet” (Lambert and Hot-| 
point) and the “Paul Hartman 
Show” (Armour and Bristol- -My-| 
ers) are expected to use repeat 


films to appeal to warm weather 
viewers. 

‘Most of DuMont’s biggest night- 
time shows are staying on with 
their current sponsors. These in- 
clude “Rocky King” (Clorets 


| media, although co-op newspaper | 


and Pharmaceuticals) ; “Plain-| 
clothes Man” (Larus & Bro. di 
“Dollar a Second” (Mogen David | 
wine); “The Goldbergs” (Vitamin | 
Corp. of America); “Broadway to 
Hollywood” (Tide Water Associ- 
ated Oil); ‘““What’s the Story” (Du- 
Mont Laboratories); “Life Begins 
at Eighty” (Serutan); “Chance of 
a Lifetime” (Lorillard); “Sports 
Showcase” (Boyle-Midway), and 
“Col. Humphrey Flack” (Ameri- 
can Chicle and DuMont Labora- | 
tories). 
The schedule is far from com= | 
plete and there probably will be| 


vacation time lineups. 


Levolor Spending $750,000 


Levolor Lorentzen Inc., 


‘manager of the special contracts 

division, International Silver Co., 

‘is erroneously identified as Arthur 

‘Cook of Lever Bros. The mistake 

“was made in the news release sup- 
plied AA. 


New 


Robert Metz Joins Maxwell 

Robert Metz, former art director 
and advertising manager of Rus- 
and radio will be used. The “Levo- | S¢ks Fifth Ave., has joined Max- 
lor Short Story Theater” will be) Well Advertising, New York, to 
used on a national spot basis for | head the newly-formed fashion 
the third consecutive year. Friend- @4ve=tising division. 


os ee ealaaag New York, is a Jacobs Joins wWwDC as ALE, 

| sameuee setae pe or A poser 

Irwin Identified as Cook ‘of the Times-Herald, Washington, 
On Page 40 of ApvERTISING AGE,| has been appointed an account ex- 

May 10, in a photograph taken at ecutive in the commercial depart- 

the National Premium Buyers Ex- ment of WWDC, Washington. 


| publications will be the primary | 


When you advertise in the 


TORONTO DAILY STAR 
you reach 452,876 adult 

«x readers and buyers — 
More than §3% of all adult 
daily newspaper readers in the 
Toronto A.B.C. City Zone 


Source: Sanders Marketing Research 


DOOR-TO-DOOR 
DISPLAY MOVING! 


Call your Local 
Agent for... 


Little or No Crating... Never any 
Waiting with NAVL Padded Vans! 


Here’s the safe, quick, thrifty way to ship trade-show 
exhibits — via North American Van Lines. Only de- 
partmentalized display moving service in the field. 
Nationwide dispatching network assures prompt door- 
to-door delivery 


HELPFUL NEW BROCHURE on how to 
move your displays, FREE for the asking. 
Phone local NAVL agent (listed under “Mov- 
ers’) or write NORTH AMERICAN VAN 
LINES, Dept. AA554, Fort Wayne 1, Ind. 


SERVING THE MOVING NEEDS OF A CONTINENT 


PUBLISHED BY CAPPER PUBLICATIONS — abs e 
LARGEST ‘AGRICULTURAL PRESS IN THE WORLD 


‘Sales ottices: nd York, CnC, Tapeh, Los Anges and San Francisco 
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In June...3,250 drug stores from 


coast to coast (including 130 chains 
with 1,360 outlets) will feature 
“In the Good Old Summertime”... 


KOLO) ’s latest drug promotion 


Last year... 


KOXO SS developed more total — 


retail store-wide tie-ins than LIFE 
...more than the FROMM... more 


than any other major magazine* 


*K In 1953, LOOK developed ...in the Food, Drug and Menswear 


classifications alone ...a total of 47,783 retail store-wide tie-ins. 


a Reese, aie Capt > ef Teagan. ; Sagara. a Fa ere shed OMe et Peg Mae ie Shker S a Te oft Paley Fags ME 83 ae 7 Vig eee sons Hal age ‘ ee * THRE HA x ‘ J ae RGSS Pea eae oe a, 
nie tiseup eg. oe ee yee a Rae hth aia ipo ee Sea e i Tie SRA oes ea, aes : ee yeeia Saha ms fies a ees avis : taped Earn eee SAD tala aie see ii dge meee eG 
ak pees : “Re : PN is Fr 1 Lamia idy. ah Re & eens Aas ee My ee geen sth BM Met TEs Peis ss iy hed 2S RS the aera Paes > ake Cant ris SoM al. PCO iy’ het 3: eid: cigs a qintired Sia 1 ah “ara we WO ae one i rs FeO RA oe 
Eig tee Seer Mae oe caer haat (ee es op Shed Tear ee te ane } Daye ecco airing LAL Sere gre 3 Bock pyle REST ver oe ter tape AF GA ee CONS ieee, Saks wes i= ip ee ahs : cra Mee Se 
FS eae hed Greseays iw s c ete: Vee east Ls eae 1h Seems eh nk sing Ss ¢ SE NE Saeed, Wien : stevens ee Le Sg i eA. See RRL SR EONS amg ae ola ae Dea i SENS SAGE IS ee 
» eae ape : ca ae < SARS x eas . os * . 4 7 : 4 Ne ess : ety : : % at BAe . mh Us . c : : eye, ay Be 
bates 1 - Sem Bini sai - ‘ < : + f ' oka De 
: sare tered: ia. 
Fhe Pay OR 
" Jape (ne 
” fa sae : 
Ses ete 
e 
N on 
val ae 
& ae a 
ga ae 
Be: et ea 
Se ee Ar) 
; ari ice a 
id Set aah 
car Ae ee 
‘ vii 
; 
- Pi 
p — 4 Be 
— ae ee ‘ + @ : 
io 
net, eee 
eC eh at 
¥ ae eres La 
5 ape S Aga os 
; eee at near ee 
a ER SCO aia ta 
Caen on 
| ee ee eS 
ete. 7s 
; ectiae aia igh istiet = 
5 es oa 
ee ares 
oh ee 
; ae ee 
‘ teed eek 
oe te ai, 
i eee 
; BE ele iy ae 
‘ i ee 
Peer eee 
rs ere 
: i ae 
as 
Rae Se ae 
= € 3g Pe 
f 
; ieee ee 
Pe 
. so se en 
r wikis is 
g ‘ 3k ae 
ae ee . 
Selina : 
ee. ee 
eet Na a 
ae ot ae 
ay eke. 
7 hat 2 alate 
Ae bases ea 
* 4 ee 
: pope: Pe et oaks 
re ‘ . Eee Ces > 
he RR ae 
he . nae Meu 
& er. TRS EE 
fe Fe Nl aa 
os ; a oie 
rs 7 Pare, 
Seal, 
“ ’ oe ee pee 
~ ; ’ : se ; eae 
3 4 \ as 
; is peat 
oot 5 * eats pag a =a 
vo wt ca ae 
. 7 . Ria 
ge iiss 
- au) ae 
; yee A 
» “en ri re 
. a Coeee 
‘ ‘“ 4 en bie 
a “ahi eee ee hr ea 
ag f ‘ ‘ Rete | 
4 cam or ‘ i ae . 7 
ae: oe: « $ . i , : in 
in eitidha ac sieiacaaas . aes afl SO uae ill m ; Bh, es 
Hie ‘ y ule os 
“A Pat 
4) > ee 
. -. : 2 
2 my Rar 
ir Saat 
ee : a 
; iia re leer 
. ce: i 
a i, ie 
: laa oR ay, sell 
. Sr ee sh 
ip Lae aay 
a ane a 
iat ne 
t Lf . 
SS ap gaa 
* - aon 
; BORA 
gt ong ee 
‘ “Upapeieys Sar; 
i i 0) 
m =, ee: a 7 
a a) aps 
2) a eee 
; ere ; 
: ; { tee . 
a pit ‘ 
_ ‘ 5 
- re ee gee a 2 3 Rees 
: es Siege 
es iS care 
“es ~s J 
: ¥ oi 


